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Cigaret Makers 
Drop Nicotine, 
Tar Ad Claims 


Tobacco Men Informally 


Accede to FTC; Many Were | | 


Not Running in ‘Tar Derby’ 


WASHINGTON, Feb. 5—Major ad- 


vertisers in the cigaret industry 4 


had, with one exception, returned 
to FTC this week their respective 
copies of a letter informally agree- 
ing (1) to end tar and nicotine 
claims in their ads; (2) to end 
comparative claims about filter ef- 
ficiency, and (3) to end, in effect, 
all health claims, even implied 
ones, ADVERTISING AGE learned to- 
day. 

FTC Chairman Earl Kintner 
hailed the impending shift in ciga- 
ret ads away from tar and nicotine 
claims as a “landmark example of 
industry cooperation in solving a 
pressing problem.” 


= In a speech before the AFA to- | 
Chairman Kintner said he| 


day, 
wanted to express the commission’s 
appreciation to the industry, its at- 
torneys and its advertising agen- 
cies for their part in this under- 
taking. 

His mention of a pact with the 
industry to end the “tar derby” is 
the only information from the com- 
mission. 


® Aside from Chairman Kintner’s 
comments before the Advertising 
Federation of America meeting 
here today, the commission main- 
tained a firm silence with respect 
to the terms of the agreement. 
When news first began “leaking” 
from trade sources, the commission 
yesterday confirmed that agree- 
(Continued on Page 8) 


Bartel Is Named 
Ellington President, — 


Landon Co-Chairman | 


| New York, Feb. 5—Ellington &| 
| Co. has realigned its executive ros- | 


|ter and named William A. Bartel| = 


mi president. Mr. 
' Bartel has been 
exec vp_ since 
1954. He suc- 
ceeds Chauncey 
L. Landon,| 
president since | 
1954, who be-| 
comes co-chair- 
man of the 
agency with its 
founder, Jesse| 
T. Ellington. 
William A. Bartel Mr. Landon 
continues as key 

man on the Cities Service account. 
In another appointment, Hugh 
Lewis, vp and long associated with 
the Celanese account, becomes a 


C. L. Landon 


Jesse . Ellington 


member of the board of directors. 

The election of the 44-year-old 
Mr. Bartel is in keeping with the 
agency’s program of “bringing a 
fresh, younger group into the 
agency,” Mr. Ellington told Ap- 
VERTISING AGE. 

Last year Ellington’s billings 
were somewhere between $14,500,- 
000 and $15,000,000, but for 1960 
the agency is billing at a rate of 
$17,500,000 to $18,000,000, Mr. Bar- 
tel said. + 


FCC Will Seek Power to Enjoin, to 
Impose Fines, Cease & Desist Orders 


Commission Cites Need 
of Authority to Deal 
With Packagers, Jockeys 


WASHINGTON, Feb. 4—The Fed- 
eral Communications Commission 


House committee on legislative 
oversight prepared to resume pub- 
lic hearings on plugs and payola. 
The hearings are to start Feb. 8 and 
are to run at least a week. 


® The announcement dealt only 
with FCC’s regulation of deceptive 


Try any Lipton Soup and get ovenproof set 


of 
6 LIPTON SOUP MUGS just $2 


MUGS—Thomas Lipton Co. will of-| 
fer six ovenware soup mugs in ads | 
like this starting Feb. 7 in First 3) 


Markets Group, This Week and 
other supplements and in Better 
Homes & Gardens and Ladies’ 
Home Journal in March. Young & 
Rubicam is the agency. 


Baker, Tilden 
Merges with 
Compton Agency 


Compton Doubles 
Billings in Chicago 
to $10,000,000 


Cuicaco, Feb. 4—Today, Comp- 
ton Advertising doubled its billings 
here—from $5,000,000 to $10,000,- 
000—and gained a generous portion 
of the Quaker Oats Co. account, 
with estimated billings of $4,500,- 
000, by merging with Baker, Til- 
den, Bolgard & Barger. 

The merger involved an ex- 
change of stock, with Bruce A. 
Baker and Louis E. Tilden, presi- 
dent and board chairman respec- 
tively of BTBB, exchanging their 
stock in return for Compton stock. 
Messrs. Baker and Tilden owned 
96% of the agency. 

(Larry A. Wherry and Messrs. 
Baker and Tilden bought the old 
Sherman & Marquette agency from 


|}advertising business. 


AFA Calls for Vigilante 


Action in Policing Ads 


representatives: 


Adclub Participation Is 
Patterned After Plan s Earl W. Kintner, chairman of 
: : the Federal Trade Commission 
rating in : 
Ope 9 Cleveland |took the opportunity to reveal the 
WASHINGTON, Feb. 5—This may | achievement of the end of the tar 
be the year of the vigilante in the | derby in the cigaret business (see 
story on Page 1). He also stressed 
Today the Advertising Federa- ‘his views about potential inclusion 
tion of America, meeting at its|f media in FTC complaints— 
second mid-winter conference, | “There is no express statutory ex- 
went on record with a plan for emption for media’—and reported 
self regulation which will operate|that it has been suggested re- 
on regional and local levels. \cently that media should be in- 
Advertising clubs across the | Cluded in FTC complaints. 3 
country, working with local bet-| However, Mr. Kintner said, “The 
ter business bureaus, will be re- public and moral responsibility of 


‘quested by AFA to start an im- | 4dvertisers and those who serve the 
‘mediate study of all advertising in | industry must in turn be shared 


their territories, with a view to|>Y the media.” Whether they 


‘taking action on any which may be |should share legal responsibility, 


untruthful or in bad taste. Where |he said, “is another matter, in- 
they find grounds for action, the | VOlving serious policy considera- 
cases will be turned over to local tions.” Personally, he said, “I 
better business bureaus. In cities | ope that the Federal Trade Com- 
where no BBB exists, clubs will mission never will find it neces- 
be urged to set up “vigilance com- | S8TY to make any publishing medi- 
mittees,” similar to the ones which|¥™, Printed or broadcast, party 
worked to implement the first cru- | "¢spondent in a deceptive advertis- 
sade for truth in advertising nearly | ing case.” 

50 years ago. : 

Cases which cannot be resolved |® Mr. Kintner stressed the com- 
on a local level will be referred to |™ission’s legal authority and re- 
AFA national headquarters, which | SPonsibility, its role in the payola 
will take remedial action, either | scandals, and its recent activity in 
with the advertiser or with other | television commercial areas: “Since 


(Continued on Page 92) 


appropriate organizations. 


= The prototype of the operation 
is the advertising regulatory pro- 
cedure now operating in Cleve- 
land, in which 87% of retailers, 
wholesalers and other companies 
have subscribed to a code for high 
standards in advertising and have 
agreed to screen all advertising at 
its source. 

All clubs—134 AFA clubs and 
47 clubs in the Advertising Assn. 
of the West—will get a bill of 
specifics, as will AFA’s 18 vertical 
association members and_ 1,000 
company members. 

The plan was said to comple- 
ment the proposed advertising ad- 
visory council of the ANA. 


a The meeting heard from a wide 
range of government and industry 


Last Minute News Flashes 
Congress Unit Asks Net Licenses, FCC Legal Teeth 


announced today that it has decid- 'programming. It did not touch on 
ed to ask Congress for an assort-|the commission’s over-all super- 
ment of new powers to punish (Continued on Page 92) 


fraudulent and deceptive program-_ 
Newspaper Reps Hit 


ming. 
The commission did not specify 


WASHINGTON, Feb. 5—Injunctive power to enable the Federal Com- 
munications Commission to stop false advertising, criminal penalties) 
for stations, networks and advertising agencies involved in false ad) 
cases, and licensing of networks were among the major recommenda- 
tions in the report of the House committee on legislative oversight to 


Oct. 30, the commission has is- 
sued seven formal complaints 
against alleged deceptive televi- 
sion demonstrations of products. 
In addition, the commission had 
previously issued 43 formal com- 
plaints and 28 orders to cease and 
desist against false and mislead- 
(Continued on Page 91) 


Judge TV Claims 
Only ‘in Context,’ 
Colgate Tells FTC 


Advertiser, FTC Agree to 
Limit Hearing Scope to 
‘Protection’ Implications 


WasHINGTON, Feb. 5—The Feder- 
al Trade Commission’s case against 
advertising of Colgate’s Dental 
Cream with Gardol went to hear- 
ing today, with attorneys fighting 
to show that their ads met the 
needs of a competitive situation. 

Colgate attorney Matthias F. 
Correa protested a ruling by Hear- 


what it thinks it needs. But it did 
say it wants power to get court in- 
junctions and to impose fines and 
cease and desist orders on rule vi- 
olators. 

FCC previously announced it 
will adopt rules requiring stations 
to institute safeguards against 
plugs and payola. 

Today’s announcement explained 
that the commission is powerless to 
deal with anyone other than station 
licensees. It said it needs authority 
to deal with program packagers, 
disc jockeys and others who are not 
now directly subject to its regula- 
tory powers. 


The announcement came as the) 


‘Piecemeal’ Release 
of Bell-Peabody Study 


NEw York, Feb. 4—An opinion 
survey on newspaper representa- 
,tive selling methods conducted by 
‘Franklin Bell, former ad director | 
\cf H. J. Heinz Co., and Stuart Pea- 
body, former ad vp of Borden Co., 
and reported in the Feb. 1 ADVER- 
TISING AGE, drew mixed reactions 
|this week from representatives. 
The study, conducted via depth 
|interviews of advertisers and agen- 
icy media buyers for Sawyer-Fer- 


| guson-Walker Co., reported that 
(Continued on Page 92) 


be issued this weekend. “It is not reasonable to expect persons who! ing Examiner Leon R. Gross, which 


| 


have profited in the past from deceptive use of the air waves, in blissful}; would knock out portions of Col- 
ignorance of fraud, to become vigorous guardians of the public inter- | gate’s defense which contend that 
est,” the report will say. Rep. Oren Harri: (D., Ark.) said he hopes|competing dentifrices have been 
to see some legislation this year (see story in adjoining column). 


Puritron Moves to Doyle Dane from Sackheim 


New Haven, Feb. 5-— Puritron 


Corp. has appointed Doyle Dane 


making unwarranted claims in 
their ads (AA, Feb. 1). 

As the morning session con- 
‘cluded today, Mr. Correa served 


Bernbach, New York, to handle advertising for the Puritron air puri- notice he expects to move for ac- 
fier, effective March 1. Plans call for a “greatly expanded program in|cess to information in FTC’s files 
consumer media.” Maxwell Sackheim Ince. is the previous agency. 


Ansul Chemical to Leave Brady Co. March 1 
Marinette, W15., Feb. 5—Ansul Chemical Co. and Brady Co., Apple- 
ton, Wis., will part company March 1. After that date, Ansul will be | than 10 days ago (AA, Feb. 1), 
handled by Brad Sebstad, currently ad manager, who will open his | the opening of hearings today rep- 
own agency in Menominee, Mich. Ansul bills more than $100,000. 
(Additional News Flashes on Page 91) 


RE? ERR 


jabout Colgate and its competitors. 


a With Colgate’s official reply to 


| FTC's complaint received less 


resented unprecedented speed. In 
| (Continued on Page 91) 
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Bolin 


ANA LISTENERS—Listening to FTC’s Earl Kintner at 
ANA meeting are Max Banzhof and Craig Woodie, 
Armstrong Cork; Bill Jones, Hoover Co.; Gil Weil 


Kintner 


Weil 


Advertisers, and 
tric. 


Oe al 


\ 


% 


» 


* 


Banzhof Woodie Jones 


(back to camera), legal counsel, Assn. of National 


Roger Bolin, Westinghouse Elec- 


Self Rule for Ad Field  4‘Michican4a’s... 


Urged at ANA Meeting 


Frost Calls Criticism by 
Public ‘Justifiable’; 
Kintner Lauds His Stand 


(Text of Mr. Frost’s remarks ap- 
pears on Page 96.) 
New York, Feb. 


tising business. 


\larcenous few” or “a trifling mi- 


2—This was|& 
self-examination day in the adver- |! 


Today, at the special meeting of | 


the Assn. of National Advertisers, 
an imposing lineup of speakers 


from industry, media associations | 


and government arrived to present 


their individual assessment of the | 


problems of advertising and what 
solutions were available. It added 
up to a massive endorsement of 
self regulation. 

e The ANA planned to issue a 
guide and program for advertisers 
so they could be reasonably sure of 
staying off the shoals of govern- 
ment regulation. 


e Most of the speeches began with | 


ANA Hears 3-Way 
Plan to Improve 
Industry's Image 


New York, Feb. 2—In its closed | 


meeting, the ANA heard a three- 


point program of action approved | 


by its directors, which embraces: 

1. A program to achieve better 
understanding and working rela- 
tionships between national adver- 
tisers and the FTC. 


the acknowledgement that “only a 
fraction of all advertising,” or “the 


nority” are guilty of infractions. 
But the penumbra of guilt has now 
been cast over the entire advertis- 
ing business, 
and serious in- 
trospection was 
the order of the 
day. 

Donald S. 
Frost, vp of 
Bristol-M yers 
Co. and ANA 
chairman, key- 
noted the meet- 
ing: “There are 
those involved 
in various as- 
pects of adver- 
tising whose actions have cast dis- 
credit or disfavor on all advertis- 
ing in the eyes of the government 
and the public. 

“With some the actions may 
have been intentional. Others may 
have justified themselves on the 
basis of competitive pressures. 


Donald S. Frost 


Buyers Too Wise 
to Fall for False 


Ads, Burnett Says 


Don’t Be ‘Scared or 
Regulated into Desiccated 
Dullness,’ Adman Exhorts 


Detroit, Feb. 3—The American 
purchaser is a tough baby and 
doesn’t have to be wrapped in cot- 
ton insofar as exposure to adver- 
tising goes, in the opinion of Leo 
Burnett, chairman of the agency 
bearing his name. 

“Quick perception of misrepre- 
sentation, exaggeration, half truths 
and weasel words is part of the 
purchaser’s built-in mechanism,” 
said Mr. Burnett. “In my expe- 
rience P. T. Barnum was over- 


Green Named VP 
as Meyerhoff 


Reorganizes 


(Picture on Page 56) 

Cuicaco, Feb. 3—Another move 
in what appears to be a major re- 
organization at Arthur Meyerhoff 
| Associates came yesterday with the 
|naming of Benjamin J. Green as a) 
| vp. | 

Mr. Green, who came to the! 
|company in February, 1947, as ra- 
| dio director and became an account 
supervisor in 1950, has specialized 
in grocery accounts, including! 
|Broadcast Food products, Mrs.| 
Grass’ soups and New England_| 
|Fish Co. 
| The agency announced the ap- 
|pointment as being “in line with 
|the program .. . to increase par- 
ticipation and to prepare for ex- 
pansion.” 

Since the appointment of Robert 
Ross as administrative director 
and a member of the plans board 
last March, some of the changes at 
Arthur Meyerhoff include the fol- 
lowing: 

e The agency was changed from 
a partnership to a_ corporation 
early last summer. 


e William Doscher was named di- 
rector of marketing research, a} 
new position, last July. 
e George Grabin, who headed 
Meyerhoff’s Milwaukee office, 
joined John W. Shaw Advertising 
to form an affiliate, Grabin-Shaw | 
Advertising. 
e Lester A. Weinrott, a creative! 
consultant, left the agency to be-| 
come vp in charge of marketing at 
Reach, McClinton & Pershall in 
August. 
e Five new account executives 
were appointed: Howard Cain,| 
Frank Clark, Roger Mohr, Ned| 
Meyerhoff and Tom Spasari. 
e Tom Magsino was named cre- | 
ative director; Luke Williamson | 
joined the art department; Leah |} 
Brown and Gene Roloff were add- 
ed to the copy department. 
Meyerhoff’s principal accounts | 
are the William Wrigley Jr. Co., 
Broadcast Food Products of John 
Morrell & Co., I. J. Grass Noodle | 
Co., New England Fish Co., De- 


optimistic about the high birth-| Mert & Dougherty Inc.’s Heet, and 


rate of suckers. 

“The purchaser applies his pro- 
tective mechanism to what he sees 
in the store windows when goods 


Myzon. # 


Hoag & Provandie Adds One 


Dawson’s Brewery, New Bed-. 


Others may have felt sincerely |are marked down, to what the| ford, Mass., has moved its account | 
that their actions would not be! salesman tells him, what he sees | from Bresnick Advertising to Hoag 


(Continued on Page 93) | 


(Continued on Page 8) 


& Provandie, Boston. 


Highlights of This Week's Issue 


During recent weeks the 


Commission has occupied a steadily growing 
share of the news spotlight. On Pages 60 and 


Federal Trade 


62, Advertising Age presents a profile of this 


2. A program to establish liaison Reddi-Wip Corp consolidates advertising 


machinery linking national adver- | 


tisers and the organizations of 


companies in agency and media | Networks begin annual juggling of night- 
areas which have or may initiate’ 


self regulatory procedures. 
3. Establishment of an advertis- 


ing advisory council composed of | 
men with high professional adver- | 


tising attainments, whose status 
permits objectivity, to serve as 
consultants and advisers on broad 
or specific issues relating to taste 


and propriety, and to take initia- | 
tive where necessary to help assure | 


credibility and acceptability of ad- 
vertising. 


for its products by switching the Reddi- 
Wip account from North Advertising 
to Kenyon & Eckhart 


time shows Page 3 


|Hat Corp. of America switches its Cav- 
anagh hats account from Batten, Bar- 
ton, Durstine & Osborn to Grey Adver- 
| tising Agency, which already has the 
Knox and Dobbs lines 


Noxzema Chemical Co. elects Raymond F. 
Sullivan, chairman of Sullivan, Stauffer, 
Colwell & Bayles, chairman of the 
board, succeeding the late Dr. George 

| A. Bunting, founder of the SSC&B 

Page 4 


| client 


| John Doerfer, FCC chairman, says hear- | 
| ings may have altered the thinking of | 
the Federal Communications Commis- | 
| sion 


Bayard E. Sawyer, associate publisher, 
Business Week, says product promotion 
is “the first element in building a fa- 


vorable corporate image or reputa- 
tion” Page 32 
Trans Atlantic P: St hip Con- 


ference will shift from newspapers to 
magazines for its new consumer cam- 
paign, to be launched in mid-Febru- 
ary 


F&M Schaefer Brewing Co. will use more 
radio-tv advertising in 1960 Page 38 


C. Schmidt & Sons, Philadelphia brewer, 
will celebrate its 100th anniversary by 
launching the largest sales, advertising 
and point of purchase campaign in its 
history Page 40 


Kent Lee, vp of D’Arcy Advertising Co., 
advises agricultural advertisers to use 
“Sunday punch” advertising to sell the 
farm market Page 44 


= It was explained that the con- | medical World Publishing Co. will launch Marion Harper, president of McCann- 


cept of the council involves the} 
have | 


services of admen who 
achieved substantial reputations in 
the business but who no longer 


have direct operating responsibil- | 
ity. Presumably they would be) 
retired or, in any event, would no |"™ 
longer have direct financial inter- | 


est in advertising operations. # 


Medical World, its new publication for | 
doctors, April 14 Page 22) 


Aurora Plastics Corp. will continue its 
ten-page ad in Boys’ Life, which offers 
premiums and a catalog, indefinite- 


Independent Grocers’ Alliance of Amer- 


ica (IGA) launches campaign thank- | 
ing women for _ patronizing its) 
stores Page 28 
y 
PR he 


Erickson, says that most adults don’t 


know about payola and tv _ scan-| 
dals Page 58 
Advertising Age monitors commercials 


on the “Jack Paar Show” for the night 
of Jan. 14 Page 64 


Bill empowering the Food & Drug Ad- 
ministration to set limit on coal-tar dyes 
reaches the House Page 67 


| William Hinks and Tom Sutton move into 


regulatory commission, telling why it was 
formed, how it operates and giving back- 
ground material on its members. 


Page 36 | 


top posts at J. Walter Thompson in 
London, as Douglas M. Saunders re- 
tires as chairman Page 70 


FIGURES TO FILE 


Nielsen Net TV Page 52 
Leading Advertisers in Inter- 
national Media in 1959 .. Page 54 
Net TV Gross Time Bill- 
ings 


Page 58 
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McGraw-Hill Exee 
Suggests ‘Common 


Auditing Bureau’ 


Nelson Bond Sees 
Little Hope for a 
Single Audit System 


New York, Feb. 2—A top Mc- 
Graw-Hill executive last night 
made what some people called a 
major concession when he sug- 
gested that one solution to the 
argument over business paper 
audits could be to let the Audit 
Bureau of Circulations audit paid 
circulation and the Business Pub- 
lications Audit of Circulations 
handle free or controlled circula- 
tion. 

Neither Nelson Bond, president 
of the publications division of Mc- 
Graw-Hill, who made the sug- 
gestion, nor the publishing compa- 
ny, whose business papers are all 
audited by ABC, had previously 
discussed such a move publicly. 
Mr. Bond indicated his belief that 
there would never be a common 
audit. “We could have a common 
auditing bureau” comprised of 
ABC and BPA people, he added, 
and said that such an ABC-BPA 
set-up should be “mandatory” for 
business paper publishers. 

In the case of publications that 
have both paid and controlled cir- 


(Continued on Page 92) 


Capper-Harman Adds 
Three Farm Papers 


CLEVELAND, Feb. 4—Capper-Har- 
man-Slocum has acquired three 
farm publications, Indiana Farmer, 
Kentucky Farmer and Tennessee 
Farmer & Homemaker. Details of 
the purchase were not disclosed. 

Kentucky Farmer and Tennessee 
Farmer & Homemaker each have 
circulations in excess of 100,000 
and are published by Farmers 
Home Journal Inc., Louisville. The 
Indiana farm paper is published by 
Indiana Farmer Inc. and has a cir- 
culation of 100,000. The three pub- 


|lications were formerly under the 


management of Evelyn Spencer 


|Guard, president of both compa- 


es. 

According to Capper-Harman- 

locum, which publishes Ohio 
Farmer, Michigan Farmer and 
Pennsylvania Farmer, management 
of the acquired publications will be 
under the direction of Ray T. Kel- 
sey, general manager. + 


CORN CHIPS 


£ 


HITCH—HIKE—Jays potato chips will 

feature its special offer—a free 

hitch-hiking bag of its new corn 

chips with bags of potato chips— 

in the Feb. 11 Chicago Tribune. 

Olian & Bronner, Chicago, is the 
agency. 
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Grey Now Wears 
Third Hat Corp. 
Line-Cavanagh 


New York, Feb. 2—Hat Corp. of 
America has switched advertising 
for Cavanagh hats from Batten, 
Barton, Durstine & Osborn to Grey 
Advertising Agency. 

Grey has handled the Dobbs and 
Knox divisions for the past four 
years; Hat Corp.’s president, Ber- 
nard L. Salesky, explained the ac- 
count concentration this way: 

“We have come to believe that 
we will gain more benefit by keep- 
ing all three divisions in one agen- 
cy—each staffed with separate ac- 
count executives—than by divided 
responsibility. Although Hat Corp. 
is the largest advertiser in its field, 
the total ad expenditure is still not 
large, and profitability to an agen- 
cy handling only the smallest of the 
accounts must of necessity be lim- 
ited.” 

But Mr. Salesky kept one egg 
out of Grey’s basket: Champ hats, 
a division headquartered in Phila- 
delphia, will continue with Daniel 
& Charles. 


s The total Hat Corp. advertising 
budget is thought to be around 
$100,000 or less. 

In the past four years Hat Corp. 
sales have gone from $8,500,000, 
with a loss of more than $1,000,000, 
to more than $25,000,000 for the 
fiscal year ending Oct. 31, 1959, 
and earnings of better than $1,- 
000,000. — 

“In large measure this has been 
the result of aggressive merchan- 
dising, advertising, promotion and 
emphasis on style, sparked by our 
two largest divisions, Dobbs and 
Knox,” Mr. Salesky said. 

Grey Advertising started with 
the Dobbs account, and later won 
the Knox division. + 


Shell Is No. 1 
User of Int'l Media, 
Ford Is Second 


New York, Feb. 2—Britain’s 
Shell Petroleum Ltd. emerged in 
1959 as the leading advertiser in 
international media. 

Figures released this week by 
Rome Research show that Shell 
spent $741,000 in international 
publications, a sum twice as large 
as the amount spent by the No. 2 
advertiser, Ford Motor Co. 

Shell’s 1959 campaign was a 
dominant feature of the interna- 
tional books throughout the year. 
The company bought spreads, fac- 
ing b&w pages opposite color pages. 
The advertising was mainly for 
Shell petrochemicals. 

Bernard Rome, head of Rome 
Research, measured the advertis- 
ing done by some 2,800 advertisers 
in 43 publications. These advertis- 
ers spent a total of $26,700,000. 
The 50 advertisers spending more 
than $100,000 accounted for $10,- 
000,000 of this total. 

Year-to-year comparisons are 
not available, because the Rome 
service did not begin until the sec- 
ond half of 1958. However, Mr. 
Rome said, it is clear that the 
volume of international advertis- 
ing is increasing steadily. 


s He noted that not only are ad- 
vertisers spending more, but that 
more and more companies are be- 
coming international advertisers. 
“During 1959 we added about 100 
advertisers to our rolls every two 
months,” he said. 

Mr. Rome also pointed to an- 

(Continued on Page 54) 


‘Borax’ Auto Ads 
Hurt Car Industry, 
Ver Standig Warns 


WASHINGTON, Feb. 3—M. Bel- 
mont Ver Standig, president of the 
advertising agency here bearing his 
name, today told the National Au- 
tomobile Dealers Assn., “I don’t 
think there is any single influence 
taking the profits out of business 
today like bad advertising.” 

Decrying “borax” advertising in 
any form, Mr. Ver Standig criti- 
cized current promotional practices 
of retailers of new and used auto- 
mobiles and trucks at the closing 
session of the five-day 43rd annual 
convention and exhibition of the 
NADA. 

Mr. Ver Standig offered as “fa- 


miliar examples of real borax ad- | 


vertising’” of automobiles, the 
following: “Imagine! A brand new 
’*59 De Soto, $2,095...” or “Howdy 
folks! We have slashed prices on 


all our brand new cars. Priced 
below invoice, and nothing 
down...” 


He said borax ads kill business 
by doing terrible damage to the 
business’ “image.” He said that 
when a dealer sells a car to the 
kind of person who really believes 
the nothing-down, no-pay-for-six- 
months, we-need-used-cars, make- 
your-own-deal borax ads, that 


dealer is not “selling” a car, but | 


is buying a financing headache 
instead. 


a “When a customer does walk 
into a borax advertiser’s show- 
room,” Mr. Ver Standig said, “that 
dealer cannot hope to make a real- 
ly profitable deal with him, even 
if the dealer does make the sale. 
This is so because he is already 
bargain hardened, conditioned by 
the borax advertiser’s own ads.” 

On the constructive side, he 
made a strong plea for a new 
industrywide program based on 
sharp revision of automobile deal- 
ers’ present concept of “volume at 
any price.” 

Mr. Ver Standig urged automo- 
bile dealers to secure professional 
assistance in the preparation of 
top-flight advertising copy to build 
a new and better image of them- 
selves and their organizations as 
realistic, honest and sound con- 
cerns with which to do business. 

“To determine the mental image 
which your customers, potential 
customers and former customers 
have of you,” he said, “you must go 
to those customers to find out. 
This means systematic use of 
sound survey methods. They—your 
customers and potential customers 
—are the only persons who can tell 
you what you need to know; your 
opinion of yourself isn’t worth a 


damn,” # 


RAYBESTOS -MANHATTAN, INC. Ry 
CORPORATE IMAGE—Raybestos-Man- 
hattan Inc. will run ads like this 
twice a month in Business Week 
during 1960 starting March 5 to 
promote its corporate image. The 
painting, by Nicholas Solovioff, in- 
terprets developments in sintered 


metal. Gray & Rogers, Philadel- 
phia, handles the corporate ads. 


WARNING TO ALL THOSE LOOKING FOR BARGAINS IN VITAMINS: 


Beware of Vitamin Deficiency 
| in the Bottle! 


Because of cheapened manufacturing processes, lack of proper controls, 
faulty storage and other causes, vitamins can lose from 20 to over 90 
per cent of thew labelled potencies. 


OS acne CY 
me forme 


| Be Safe Be Sure-with Prescription-QualityVIGRAN! 


Ren Soh om ee hy Rey mg bry 
At Your Druggsst Now! 3 Months Supply - Plus | Month (max! 


BEWARE—Squibb warned consumers 
to beware of “vitamin deficiency in 
the bottle” in Vigran ads, which 
did not mention the Squibb name. 


Nets Annual 
Show Juggling 
in Full Swing 


Sponsors Can Find 
TV Participations on 
Hour Shows on All Nets 


New York, Feb. 3—The first 
major nighttime program revision 
of the 1959-’60 network tv season 
is upon us. 

This year this always-to-be-ex- 

pected reshuffling of advertisers 
and players has been highlighted 
by: 
e Warner-Lambert’s and Pharma- 
ceuticals’ cancelation of two shows 
each; Revlon’s closeout of the “Big 
Party”; Ford Motor Co.’s shift of 
“TV’s Finest Hour’ to a less com- 
petitive time period and Westing- 
house’s cutback of the much bally- 
hooed “Desilu Playhouse.” 


= The current wave of cancela- 
tions started relatively slowly, but 
it now appears to be gaining mo- 
mentum. To date, NBC has been 
hardest hit, but the pink slips also 
are coming in at the other two 
networks. There is plenty of time 
to be had on hour participating 
shows on all the chains. 


ABC 


First program lopped off the) 
schedule was Dick Clark’s “World 
of Talent.” Everybody denied that 
the payola headlines had anything 
to do with this, but P. Lorillard 
chose a film series, “21 Beacon 
Street,” as a replacement. 

Slated for axing soon are “Man | 
with a Camera” (General Elec- 
tric); “Philip Marlow” (Whitehall 
and Brown & Williamson); “Char- | 
‘ley Weaver Show” (Mogen David 
| wine); “Gale Storm Show” (War- 
/ner-Lambert) and possibly “Pat 
| Boone” (Chevrolet). | 
| Among the sponsor defections on 
| programs that are continuing are | 
Armour (“Cheyenne’’); P. Loril-| 
|lard (“Bourbon St. Beat’’); Nestle | 
}and Derby Foods (“Colt .45”) and 
| Anahist, which ended a seasonal | 
run on several programs. } 


a With the network’s program | 
/boss, Tom Moore, in Hollywood, | 
|replacements for many of the 
| vacant periods have not been de- 
cided upon. “Colt .45,” now carried 
every week by Whitehall, may 
move from Sundays to Tuesdays to 
replace the departing “Philip Mar- 
lowe.” If so, “Colt” will most 
likely be replaced by another west- 
ern adventure series already on the 
schedule. 

Under consideration to take over 
the “Man with a Camera” spot on 
Monday night is a musical telecast 


(Continued on Page 45) 


oN Satie ao ONES ge ek ees ect 
SPE er ee eee pee 


Marketing of Vigran as Squibb Brand 
Another Chip Off Ethic Drug Monolith 


Squibb Unit Set to 
Handle Consumer Line 
Through Donahue & Coe 


NEw York, Feb. 2—To be ethi- 
cal or not to be ethical; that is the 
question facing many pharmaceuti- 
cal houses. 

E. R. Squibb & Sons, a division 
of Olin Mathieson Chemical Corp., 
apparently has decided to play it 
both ways. The pharmaceuticals 
producer has set up a new market- 
ing unit, Squibb Laboratories, to 
promote proprietary products. 

The problem of what to do with 
over-the-counter products has long 
been with the drug industry. These 
are the drugs that can be bought 
without a prescription but are pro- 
moted only to the medical profes- 
sion. 

The ethical drug houses have 
been wary of promoting such prod- 


Buy Home First, 
Celotex Ads Urge 


Cuicaco, Feb. 2—A broad na- 
tional program has been developed 
by Celotex Corp. to encourage peo- 
ple to invest in home ownership 
before making other expenditures. 

The program includes a public 
service motion picture for tv use, 
a heavy national advertising sched- 
ule and supporting promotional 
aids. 

The stress on broad, industry ob- 
jectives, according to Celotex’s 
president, Henry W. Collins, is be- 
ing used in the promotion “‘to help 
counteract the extremely heavy 
sales pressures expected from oth- 
er industries during 1960.” 

American families, Mr. Collins 
notes, are expected to increase 
their over-all level of spending by 
$14 billion this year. “Many econ- 
omists predict that all of this in- 
crease, plus some additional dol- 
lars, will be poured into automo- 
biles, furniture, travel and other 
recreational activities,” he says. 

“Many current estimates place 
1960 housing starts below the 1959 
figure,” Mr. Collins notes. “It will 
require a unified effort by all seg- 
ments of the housing industry to 
expand the potential market for 
homes if these estimates are to be 
proven wrong.” # 


convenience t0ds 
persnickity people 


4. 


HASTY HEARTH—Armour & Co. cur- 
rently is promoting Hasty Hearth 
frozen dinners (six varieties) in 


Madson, Wis., with newspaper ads 


like this one, and via spot tv. The 
meal may be cooked in its com- 


partmentalized plastic “Whiskit 
Pak.” N. W. Ayer & Son, Chicago, 


is the agency. 


ucts to the consumer, for fear that 
they would lose face with the 
physicians. 

Squibb, which once had a strong 
consumer franchise, is now going 
to run this risk. The Olin Mathie- 
son unit does the bulk of its busi- 
ness in products prescribed by 
physicians. 


= Squibb’s decision to venture into 
proprietaries follows a six-market 
test the company conducted last 
fall for Vigran, a multi-vitamin 


Prescriptions at Alltime High 

New York, Feb. 2—Drug Topics 
reported this week that prescrip- 
tion volume hit an alltime high in 
1959. 

The publication reported that a 
total of 711,660,000 prescriptions 
were filled last year, an increase of 
10.4% over 1958. 

For the first time, prescription 
dollar volume went over the $2 
billion mark. Sales totaled $2.01 
billion compared to $1.82 billion in 
1958. 


capsule. In the prescription market, 
Squibb is the leading seller of 
vitamins, closely followed by Up- 
john Co. However, since vitamins 
can be bought without a prescrip- 
tion, new brands have flooded the 
market, many of them priced well 
under the Squibb and Upjohn lines 
and several of them advertised 
heavily to the consumer. 

Last summer Squibb picked Don- 
ahue & Coe to introduce Vigran in 

(Continued on Page 46) 


Reddi-Wip Corp. 
Consolidates Its 
Account at K&E 


Account Had Been at 
North for One Month; 
K&E Handles Top-Wip 


Los ANGELES, Feb. 2—Restless 
Reddi-Wip Corp. this week con- 
solidated all of its advertising into 
one agency when it switched ad- 
vertising for Reddi-Wip in the 
U.S. from North Advertising to 
Kenyon & Eckhardt, Los Angeles. 
North had been on the account 
only since Jan. 1. 

Michael M. Karlan, advertising 
manager of Reddi-Wip, told ApvEr- 
TISING AGE that the switch was 
made because the company wanted 


| 


to consolidate all of its advertising 
jin one agency, and the company 
wanted to integrate all advertising 
for both of the company’s products 
| —Reddi-Wip and Top-Wip—both 
| pressurized whipped cream prod- 
ucts. He said Reddi-Wip wanted an 
| agency with full West Coast facili- 
| ties. 

He added that the account would 
|be difficult for North to handle 
since the agency does not have full 
| creative and production facilities 
on the West Coast. He declined to 
comment on why North was hired 
last September to start work Jan. 1 
when the company knew that 
North had very limited West Coast 
facilities. : 


es “The choice of North as our 
Reddi-Wip agency was not mine,” 
Mr. Karlan said, and he pointed 
out that he took over the top ad- 
Byte job at the company Jan. 
| 1. He has been assistant ad director 
for several years. 

Mr. Karlan became the fourth 
heen director at Reddi-Wip in the 
past 12 or 13 months. He suc- 
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ceeded Cory D. Clark Jr., whoj|ing, effective Jan. 1, 1960. D’Arcy 
joined the company last October | lost its last bit of Reddi-Wip busi- 
and was in the job only two/ness last week (Reddi-Wip in 
months. Mr. Clark succeeded Doug-|Canada) when the business was 
las Stewart, who in turn succeeded assigned to K&E (AA, Feb. 1). 
Howard Claypole. 

During 1959, Reddi-Wip invested | North Advertising declined to 
in excess of $750,000 in advertising | comment on the loss of the account 
for both Reddi-Wip and Top-Wip | other than to say that it was “sur- 
in the U.S. and Canada, AA | pricseq” when notified of the 
learned, with two-thirds of the | change. North will continue billing 
money going for Reddi-Wip pro- | until May 1. # 
motion. Kenyon & Eckhardt now) : 
handles all advertising for the 
company. . Helen Lydon Joins Shaw 
Advertising as Radio-TV Head 
es The company has experienced John W. Shaw Advertising, Chi- 
numerous agency changes over the | cago, has appointed Helen H. Ly- 
past four years, since Ruthrauff & don radio and 
Ryan lost out to D’Arcy Advertis- | tv department 
ing Co. in 1956 after eight years on | manager. 
the account (AA, Oct. 22, 56). The For the past 
next year, D’Arcy picked up Reddi- seven years 
Wip in Canada from Spitzer & Miss Lydon has 
Mills, Toronto. heen a broad- 

When the company brought out cast supervisor 
Top-Wip in 1958, the product was aid. aaehetenh 
assigned to Campbell-Mithun (AA, : : 

Jan. 13, 58). Seven months later, director = tO 
the Top-Wip business went over dio and tv at 
to D’Arcy (AA, Aug. 25, ’58). Clinton E, 

K&E got its foot in the door last | Frank Inc. Pri- 
summer when it took the Top-Wip | or to her asso- 
account from D’Arcy (AA, May ciation with the 
25, '59). Last fall, D'Arcy resigned |Frank agency she was assistant 
Reddi-Wip in the U.S. because of a| media director of the predecessor 
“policy conflict,” and the piece of | Price, Robinson & Frank Advertis- 
business went to North Advertis-|ing Agency. 


~ tan 


Helen H. Lydon 


Noxzema, Client 
35 Years, Elects 
‘Sullivan Chairman 


4 


Fluke Brought Account 
to Adman; He Remains 
Chairman of SSC&B 


| New York, Feb. 3—Press re- 
Meet the new exclusive BOLS “Host Size Bottle" lease: 

he 1575 | “At a recent meeting of the 
BOLLS board of directors of Noxzema 
= — Chemical Co., Baltimore, Raymond 


|F. Sullivan was elected chairman 
yore BOTTLES—Erben Lucas Bols| 


lof the board, succeeding Dr. 

George A. Bunting, founder of the 
Distilling Co., Louisville, will fea-| company, who passed away late 
‘ture new 8 oz. Bols host-size bot-| ast year.” ate 
| tles in full-color pages in February| 1 its Aug. 11, 52, issue, ADVER- 
| and March iseues of Gourmet,| “eae ne de 1924, a young 
House Beautiful, Sports Illustrated | nq cnmeeeek teeeeel junior Pes 
jand Vogue. Regular fifth bottles) ount executive of Ruthrauff & 
|are shown for size comparison. Al- 


Ryan went to 
| bert Woodley Co., New York, is the | Baltimore to so- 
agency. 


licit the Nox- 
}zema account. = 
The young man 
was pinch hit- 
ting for the 
agency’s new 
business execu- 


Blue Bird to Bridges-Sharp 

| Blue Bird Baking Co., Dayton, 
has named Bridges-Sharp & As- 
sociates, Dayton, as its agency. 


tive, who had 
been unable to 
make the trip 
because of ill- 
ness. 
| “In those days 
| Noxzema’s advertising budget was 
only $25,000. . . Despite his own 
| timidity and lack of experience, 
Raymond F. Sullivan got the busi- 
ness he went after. 

“It turned out to be pretty lu- 
erative business, too. . . Mr. Sulli- 


Raymond Sullivan 


| 
= What the release did not say 


»| the erstwhile $25,000 account was 


Advertising Age, February 8, 1960 


van, now president of Sullivan, 
Stauffer, Colwell & Bayles, has 
been associated with Noxzema 
since that first trip to Baltimore 
in 1924. 

“As a result of that virtually 
chance visit to Baltimore, Mr. Sul- 
livan became a close friend of Dr. 
George A. Bunting, originator of 
the Noxzema formula and founder 
of the Noxzema Chemical Co.; he 
became a stockholder and a direc- 
tor, and he has helped to make ad- 
vertising history.” 


= Today’s news release continued: 
“During 1959, Noxzema’s sales vol- 
ume set a new record. The year 
also emphasized the company’s pol- 
icy of investment spending for re- 
search, product development, clin- 
ical testing, consumer studies, the 
introduction of several new prod- 
ucts and the opening of additional 
foreign markets in Europe, South 
America and South Africa. Cur- 
rently, the advertising of various 
Noxzema products is handled by 
two agencies—SSC&B and Do- 
herty, Clifford, Steers & Shen- 
field.” 


was that Mr. Sullivan also will 
continue as board chairman and 
chief executive officer of SSC&B. 

And what it did not add was that 


worth an estimated $6,000,000 in 
billings last year to the two agen- 
cies. + 


Charles McCann Named VP 

MacFarland, Aveyard & Co., 
Chicago, has named Charles B. 
McCann vp. Mr. McCann joined 
the agency six months ago as 
research and marketing director. 
He was formerly associate direc- 
tor of the Institute for Advertising 
Research. 


eee 


Market 


PASSENGER 
CARS 
AND 
VEHICLES 


Faster in 


HOW ADVERTISERS OF PASSENGER CARS 
AND VEHICLES RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $14,195,579 
2 Saturday Evening Post 9,676,321 
3 Look 4,986,772 
4 TIME 4,971,676 
5 Reader’s Digest 3,283,450 


Source: P.I.B. (Jan.-Dec., 1959) 


in Total Retail Sales 


General Merchandise Sales 


In category after category, Greensboro stands out among the 
NEW South’s top 25 markets—ahead of Charlotte, Jackson- 
ville, Norfolk-Portsmouth and closely following top markets 
like Louisville and Birmingham. Enter this thriving market 
through the Greensboro News & Record—the only medium 
with dominant coverage in the Greensboro Market and sell- 
ing influence in over half of North Carolina. Over 100,000 
-circulation daily: over 400,000 readers daily. 

‘Write on company letterhead for “1959 Major U. S. Markets 
Analysis” Brochure of all 292 Metropolitan Markets. 


Greensboro—I1st Market in the Carolinas— 
79th in the Nation 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA | 
Represented Nationally by Jann & Kelley, Inc. 


Greensboro 
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“When we learn that a supplier has added THIS WEEK to his adver- 
tising schedule, we take steps to accommodate the increased demand 
that invariably follows. THIS WEEK Magazine, more effectively 
than perhaps any other single medium, gives impetus to profitable 


turnover of regularly Ae 


N. D. RAMSEY, President, Market Basket, Los Angeles, Calif. 
41 stores. $92,537,606 annual volume. 


‘We at Fisher Brothers long ago learned the effectiveness of THIS 
WEEK Magazine in pre-selling our customers. Its sales power is 
unparalleled throughout the entire area served by our eighty-six 
stores. This isn’t surprising when you realize that THIS WEEK 
is sponsored locally by the most influential newspaper in our area.” 


T. J. CONWAY, President, The Fisher Bros. Co., Cleveland, Ohio. 
86 stores. $102,178,195 annual volume. 


To move goods fastest... 
Buy The Big One! 


What happens to sales 
when the only 13,000,000 
circulation magazine 
puts on the pressure? 


Let these top food retatlers tell you 
in their own words 


“THIS WEEK Magazine really ‘makes things happen’ in our chain. 
Our managers know that the products they see advertised in THIS 
WEEK on Sunday will start moving out fast on Monday. This 
happens week after week, so we know the tremendous moving force 
that is at work for us in THIS WEEK Magazine.” 


H. WINER, President, Elm Farm Foods Co., Boston, Mass. 
40 stores. $60,000,000 annual volume. 


CIRCULATION MORE THAN 


13,000,000 
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Hearings May 
Have Altered FCC 
Thinking: Doerfer 


ABC Acts to Balance 
Other Nets’ Programming, 
Goldenson Tells FCC 


WASHINGTON, Feb. 3—Members 
of the Federal Communications 
Commission began sifting through 
a mountain of conflicting testi- 
mony in an effort to agree on new 
regulatory procedures to guard 
against abuses in radio-tv pro- 
gramming as the commission’s 
marathon hearing on its powers in 


|mony obtained from more than 50; ment.” 


witnesses during the past two 
months has been helpful to the 
commission. 

“I think you are going to 
find that some minds have been 


changed,” he said. “Don’t judge the | 


commissioners by the kind of ques- 
tions they have been asking.” 


s The commission finally ran out 
of witnesses Monday, after offi- 
cials of American Broadcasting Co. 
cautioned against “unwise and pre- 
cipitous action” which would place 
tv “in a straitjacket.” 

Like other industry leaders who 
testified last week, AB-PT’s chair- 
man, Leonard Goldenson, said, “To- 
talitarianism and subjugation of 
man have always been associated 
with interference with the flow of 
communications.” ABC witnesses 
did not challenge FCC’s power to 


this area ended. Chairman John|look into programming perform- 
Doerfer expressed hope the com- | ance of stations, but they expressed 


mission will have something to re-|alarm at any new 


regulations 


port by mid-March. The chairman which might “cripple or retard its 
expressed a belief that the testi- | growth and its ability to experi- 


| The commission received a pre-| 
| pared text from Jack Harris, chair- | 
man of the NBC television affili- | 
ates. It said the extent of payola 
and other deceptive programming 
actually is slight, but that anti-| 
payola rules would be acceptable. 
It added that FTC is capable of 
handling deceptive advertising and 
that the industry will accept re- 
sponsibility for working toward 
improvement in the level of pro- 
gramming. 

ABC used the FCC hearing as a 
forum to defend its policy of 
“counter-programming.” If there 
has been too much “action on the 
ABC schedule,” Mr. Goldenson told | 
FCC counsel Ashbrook Bryant, it; 
was because action programs were 
developed as a counterpart to va- 
riety and drama shows on other 
networks. 

Now, he said, ABC is developing 
family situations programs, public 
service, comedy and other pro- 
grams, because other networks 


|copied ABC and there is an “over- 


balance” of action shows. 


s ABC’s relationships with adver- 
tisers and film producers came in 


| for discussion. The network’s pres- 
emphasized | 


ident, Oliver Treyz, 
that the network retains creative 
control. 

“Advertisers participate only 
from the standpoint of business 
and advertising policy,” he said, 
“because the shows are licensed to 
the network, not the advertiser. 

“The advertiser has a chance to 
submit his comments, but he deals 
with the network, not the producer. 
The network has the final say.” 

Under Mr. Bryant’s questioning, 
Mr. Goldenson conceded that crea- 
tive control of the filmed shows 
rests with the Hollywood studios. 
The AB-PT president stressed that 
ABC creative people set the tone 
and concept in the pilot, so the 
studio knows the “pasture in which 


it may roam.” The network and) 


advertiser get scripts before pro- 
grams are produced, he said. 


He may be looking for your product... 


IEN is read for only one reason—product 


information. 


Every month— 
¢ 77,017 men 


¢ in more than 40,000 plants 


¢ in all of the 452 


manufacturing industries 


read IEN from cover to cover searching 
for products to solve their problems. 


What better place could there be for your 


product advertising ...and what better 


timing? Your ads in IEN are right at the 
“point of purchase”... not just with the 
industries you normally sell but through- 


out all industry . 


Thomas Publishing Company 


And the cost is surprisingly low. 
$200. For despite a recent circulation 
increase, IEN has not raised its rates. 
Write for our nine-section Media Data 
File. It’s yours for the asking. 


.. where new markets 


are developing almost daily. 


.. under 


good for selling... because it’s used for buying 


Industrial Equipment News 


461 Eighth Avenue, New York, N. Y. 


Advertising Age, February 8, 1960 


| Mr. Treyz testified that advertis- 
| ing agencies do not ordinarily have 
representatives on the Hollywood 
lots where ABC programs are 
filmed. “Their participation is 
‘through ABC, as distinguished 
from where it would be if the ad- 
vertiser bought the show direct,” 
he said. 

During the final session of the 
hearing, questioning again cen- 
tered on FCC’s review of station 
programming. Commissioner Fred- 
erick Ford expressed a belief that 
FCC ought to get a narrative re- 
port from licensees, specifying the 
steps they have taken to determine 
the needs of their communities. 

He said existing rules, which re- 
quire a statistical breakdown by 
type of programming, are not pro- 
viding useful information. 

Mr. Goldenson concurred that 
statistical breakdowns are not 
practical. “Programming is a mov- 
ing target,” Mr. Goldenson said. 
“The commission should get qual- 
ified licensees and not put rigid 
requirements on them.” 


s Rigorous steps toward self-regu- 
lation being taken by CBS were 
outlined last week by Frank Stan- 
ton, CBS president (AA, Feb. 1). 
Notable among these was a set of 
strictures leaving the advertiser 
very little say in programming cre- 
ated by the network. 

Mr. Stanton said there are three 
major areas in which tv can be im- 
proved: (1) the balance between 
entertainment and culture; (2) 
commercials and (3) advertiser 
participation in programming. 


s In the first area, he said, CBS is 
cooperating with the other net- 
works, to get more informational 
programming into choice and non- 
competitive time. 

In the second area, he said, CBS 
is adopting a new policy similar to 
a policy adopted by NBC earlier, 
in which network officials will wit- 
ness demonstrations used in com- 


a “full, certified description of the 
circumstances and procedures of 
the demonstration” 
quired. 

In the third area, after pointing 
out that the network has no way of 
preventing advertisers’ participat- 
ing in programs packaged by inde- 
pendent producers, he outlined the 
following plan for network-pro- 
duced shows: 


e For news, documentary reports 
and public affairs programs, the 
‘advertiser will not participate in 
| the creative programming at all. 


|e In entertainment programs gen- 
| erally, he said, there is almost no 
problem of importance in most 
|eases. If the creative people com- 
,plain of any interference, even 
\from the advertiser, they get the 
| network’s full support. 


e In the category of serious drama, 
|the advertiser’s role is circum- 
| scribed as follows: 


1. He can help in the creative 
process to the extent he offers con- 
structive suggestions, but the net- 
work’s program department alone 
| will decide on whether to accept 
them or not. 


2. The advertiser may object to 
a program or element if he thinks 
it will hurt his product or good- 
will. 


_ 3. If the advertiser so objects 
and the network agrees the objec- 
tion is well founded, the element 
may be changed, if the network de- 
cides it can do so without damag- 
ing the show, or, if that’s not pos- 
sible, the show will be broadcast 
without change and without obliga- 
tion to the advertiser for the pro- 
gram. 


4. If it is felt the advertiser’s ob- 
jection is not well founded, the net- 
work will not make any changes 
and will proceed with the broad- 
cast, holding the advertiser to his 
contract commitment. # 


mercials, or, where not practicable, | 


will be re- | 
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You can stop 


Now there are APX figures on all three magazines in the 
Post’s field! A lot of water has gone over the bar (shall 
I mix it, sir?) since the advertising world first heard the 
words “Ad Page Exposure” in the spring of 1958. 

The A.W.’s first reaction to APX was “Whatizzit?” 
We explained. Unlike all earlier magazine measures 
which dealt with the issue, APX focused the spotlight on 
your advertising page. Not how many copies of our mag- 
azine are sold ... not how many people look into one of 
our issues ... but how many exposures your ad page gets! 

A distinguished committee pinned the first Annual 
Media/Scope award on the Post APX study. It was wel- 
comed as a major breakthrough. But... 


“But how does the Post compare with the other mag- 
azines in its field on Ad Page Exposure?” some people 
asked. Alas, we only had figures on the Post. (If you’ve 
paid for a 32,000-interview project of pioneering research 
lately, you can understand why.) 

Now — after months of pavement pounding by Politz 
and incipient ulcers for our treasurer—we have the answer. 


tj (). “ Z 
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With one insertion in Life, Look and the Post, you get 
more than 91 million exposures to your ad page... at less 
than $1.00 per thousand! 

Those figures, like ABC circulation, are proved. And 
they’re yours before the show, not after. They make mar- 
ket planning easier and a good deal sounder. 

Now here’s the breakdown on Life, Look and the Post 


—or maybe we'd better put that in the proper order — 
Post, Look, Life. 


+, holding your breath 


REACH: (TOTAL READER EXPOSURES 
FOR THE AVERAGE AD PAGE) 


POST..... 30,861,000 CY 
LOOK .... 30,702,000 
LIFE .....30,110,000 ( 


~ 


Now what about exposures of your ad page to the individual reader? 
What opportunity does your message have to penetrate? 


FREQUENCY: 


A POST AD PAGE GETS 17% 
MORE EXPOSURE TO THE 
AVERAGE READER THAN A 
LOOK AD PAGE...37% MORE 
THAN A LIFE AD PAGE. 

THE POST IS THE 
HI-FREQUENCY MAGAZINE! 


You want to know about the quality of the exposures you get, too. 
Are you getting readers with the need and the money to buy? 


RESPONSE: 


PROOF OF RESPONSE TO THE EDI- 
TORIAL AND ADVERTISING APPEAL 
OF A MAGAZINE IS SHOWN BY RE- 
PEAT EXPOSURE. YOUR POST AD 
PAGE GETS 4 MILLION MORE RE- 
PEAT EXPOSURES AMONG LARGER 
FAMILIES (3,4,5 or MORE PERSONS) 
THAN A LIFE OR LOOK AD PAGE... 
2 MILLION MORE REPEAT EX- 
POSURES IN $4,000-AND-OVER 
HOUSEHOLDS! AND $4,000 IS 
WHERE BUYING POWER BEGINS. 


Well, you can stop holding your breath. And we can start using ours 


for a few exultant roars. To wit, and just as you suspected all along.. 


THE POST IS YOUR NUMBER-ONE BUY FOR 


REACH, < oudien gna 
FREQUENCY, 
RESPONSE 


The Saturday Evening — 


_ THE INFLUENTIALS’ MAGAZINE ~ 
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Cigaret Makers 
Drop Nicotine, 
Tar Ad Claims 


(Continued from Page 1) 
ments had been negotiated with in- 
dividual companies. It reported the 
discussions had been initiated by 
the FTC’s bureau of consultation, 
with a letter to industry members 
in mid-December. 


= The commission said neither its 
letter nor the position the commis- 
sion had taken could be made pub- 
lic without “defeating the purpose 
of consultation,” which is to bring 


about correction without publicity | 


or embarrassment. 


A spokesman said agreements | 


were obtained from every industry 
member but one. The abstention 
was not regarded as critical, be- 
cause the hold-out has not been 
using tar and nicotine claims. 

The commission reportedly took 
the position that current advertis- 
ing violates the provision of FTC’s 
tobacco advertising guides which 
holds that tar and nicotine claims 
should not be used unless they can 
be proven, and unless the differ- 
ences are significant. 


s New relationships between FTC 
and the tobacco industry go back 


to the adoption of “advertising 
guides” in September, 1955. The 
“guides,” which have been en- 


forced through consultation, were 
effective in implementing the 
cease and desist orders requiring 
tobacco advertisers to steer clear 
of “medical” claims. 

They were less successful, how- 
ever, in discouraging the use of tar 
and nicotine claims, although they 
specifically declare such claims 
must not be used “when it has not 
been established by competent sci- 
entific proof, applicable at the time 
of dissemination, that the claim is 
true, and, if true, that such differ- 


ence or differences are signifi-| 


cant.” 

By late 1957, a House investigat- 
ing committee under Rep. John 
Blatnik (D., Minn.) heard testi- 
mony that the “tar derby” was in 
full swing again. John Gwynne, 
then FTC chairman, said FTC was 
powerless to stop it because there 
was no standard test to establish 
whether one brand has significant- 
ly less tar or nicotine than another. 


# Meanwhile FTC called the in- 
dustry to a conference in early 1958 
in an effort to agree on a standard 
testing procedure. Ultimately a 
plan was developed. FTC had spe- 
cial test cigarets prepared in un- 
marked cartons. But when results 
came back from several laborato- 
ries which used the test procedure, 
results were so inconsistent the 
commission concluded that no re- 
liable, consistent method on testing 
tar and nicotine in smoke exists at 
this time. 


# This action came during a week 
that was headlined with extra- 
special good business news for two 
major cigaret makers. American 
Tobacco Co. reported record sales | 
of $1,161,376,858 for 1959; this was | 


|Chemical. Previously, he spent 10| 


time. 

Among the companies least af- 
fected by the industry-wide agree- 
ment were American Tobacco and 
R. J. Reynolds Tobacco Co., both 
of whom in recent months have 
tended to accentuate the joys 
rather than the hazards of smok- 
| ing. 


| American Tobacco said it wrote 
to the FTC and pointed out that it 
\“does not refer in its advertising 
to tars or nicotine” and that “it 
jhas no intention of doing so.” 
American added that, in view of 


| this, the whole thing was “irrele- | 
|vant” as far as the company was | 


| concerned. 


William Esty Co., which handles | 


advertising for all Reynolds brands, 
pointed out that this action “didn’t 


affect us at all” since no tars and| 


nicotine claims were being used 
for the Reynolds brands. Instead 
the emphasis is on such positive 
selling themes as good taste (Win- 
ston) and enjoyment (Camel), it 
was noted. 

P. Lorillard Co., whose Kent 
brand leaped ahead in the market 
on low-tar 
has already made copy changes. 
Kent has switched to “the ciga- 
ret that satisfies your appetite for 
a real good smoke” and changes 
are also being made in the adver- 


tising for Spring, another brand | 


that used the low-tar theme. 

No changes 
Newport advertising (‘refreshes 
while you smoke’’), but Lorillard 
may make some alterations in the 
|copy for Old Gold. # 


Mathes Names Machi 
Research Head as 
Tinklepaugh Retires 


New York, Feb. 4—Dr. O. L. 
| Tinklepaugh, one of the veterans 
|in the agency research field, has 
retired from J. M. Mathes Inc. Dr. 
| Vincent Machi, who moved to 
|Mathes last year from Lennen & 
| Newell, has succeeded him as di- 
rector of research. 

Doc. T, as he was known at 
Mathes, spent 28 years in the ad- 
|vertising research field. He was 
one of the first to move from the 
academic world to Madison Ave. 
He used depth interviewing tech- 
niques before they were popular- 
ized by Dr. Ernest Dichter. And 
he participated in the early devel- 
opment of copy testing techniques. 

Dr. Tinklepaugh has been head 
of research at Mathes since 1938. 
For 11 of his years at the agency 
he was supervisor on the Union 
Carbide account, and he was close- 
ly associated with the development 
of Carbide’s long-running “big 
hand” institutional campaign. 


Although he was an elder states- | 


man of the field, Dr. Tinklepaugh 
never took much part in research 
squabbles. This week he said: “I 
was critical of the overemphasis 
that sometimes was applied to new 
research fads.” 

|m Prior to joining Mathes, he was 
|with Lennen & Mitchell and Vick 


years as a teacher and researcher |! 
at the Yale institute for human re-| 


lations and at the University of| 


| California, where he took his Ph.D. | 
He began his working career) can purchaser from himself. 


low-nicotine claims, | 


are expected in 


a gain of $56,200,524 over the pre-| with newspapers in Michigan and} 


vious year. | 

Philip Morris Inc., whose mer-| 
ger with ASR Products Corp. has 
been approved by the directors of | 
both companies, racked up record 
sales and earnings last year. Sales 
rose 4.5%. to hit $460,495,000; earn- 
ings were up to $5.01 a _ share, 
against $4.90 in 1958. 

The new, less competitive look 
in cigaret advertising is already in 
effect in some quarters; other 
brands, which in the past have 
hammered away at the low tars 
and nicotine claims, were in the 
process of revising copy at press 


upper New York state. During 
World War I he was with the Fed- 
eral Bureau of Investigation. 

Dr. Tinklepaugh, who was 65 in 


Advertising 


KK. Badvertising 
..d few quiet reflections 


REFLECTIONS 
—The Wall Street 
Journal ran this 


Telegram & Sun, 
Chicago Tribune 
and Washington 
Post, as well as 
all four editions 
of the Wall Street 
Journal. The 
newspaper also 


“ee Op oem 1 — offers the ad mes- 


sage to other me- 
dia wishing to 
reproduce it in 
full. Martin K. 
Speckter Associ- 
ates is the agency. 


Buyers Too Wise 
to Fall for False 


Ads, Burnett Says 


(Continued from Page 2) 
in magazines, newspapers, in out- 
door posters and what he sees 
and hears over the air and gets 
through the mail. 

“The American purchaser is al- 
so a human being, and he ap- 
preciates being talked to like one. 
He hates stuffiness and dullness 
in advertising fully as much as he 
does in people.” 


es Mr. Burnett went on to say 
that, regardless of the moral is- 
|sue, dishonesty in advertising has 
| proved very unprofitable. 

| “As in every business or pro- 
fession we in advertising have 
our twisty operators,” he said. 
“There is not one of us in our 
| Tight mind who doesn’t want these 
| scalawags kicked out of the lodge 
forthwith. They don’t make me 
|stop being proud of advertising.” 
| He spoke of advertising as a 
self-purifying stream, recalling an 
address by Jim Young back in 
1949, in which the industry was 
|spoken of as committing all its 
{sins in public, and being subject 
to a public opinion poll in which | 
|the nickels and dollars spent by | 
|\the public registered the vote. | 
| Mr. Burnett said he was con- 
{cerned about efforts by conscien- 
tious and dedicated, but over- 
zealous, self-appointed people to 
apply bureaucratic regulations to 
various phases of marketing and 
advertising to protect the Ameri- 


w “Advertising today is going 
through another phase,” he said. 
“Again it is being isolated from 
the entire complex fabric of doing | 


August, now plans to take a two-| business, and by implication, at | 


month vacation; after that he ex-| least, 
pects to keep his hand in the field | conscious advertiser is being tarred | programs of their choice and from 


with some consultation work. 


|bia University, where he also 
| taught general psychology and sta- 
| tistics. He was with Alfred Politz 
Research for three years before 
| joining Lennen & Newell. + 


the experienced, 


socially- | 


spects I believe our industry is 
acting much like a kid who figures 
he can’t win anyway, so won’t 
deny anything. What I hope is 
that American advertising shall 
not allow itself to be scared or 
regulated into desiccated dullness, 
and may continue to exercise its 
natural, normal American zest.” 
He said he did not believe Mr. 
Kintner was out to destroy creativ- 
ity in advertising or to quiet the 
exuberance of honest advertisers. 


s The creative part selection of 
media plays in putting over an 
advertising message was talked 
of by Sam M. Ballard, now an 
agency president who began as a 
copywriter. 

Mr. Ballard is head of Geyer, 
Morey, Madden & Ballard, which 
counts among its clients the zoom- 
ing American Motors Corp. He de- 
cried the dreary terms of “space 
buyer” and “space peddler” as used 


ae , i tler pertinent 
* dvertisi Sension. showing the bot 

: Pg Salers ee aed the market facts about his area—how 
most inspired media plans can- he did last year, population 


not offset insipid copy and sloppy 
production, but that uncreative 
media selection can pull the props 
from under the most brilliantly 
conceived and meticulously pre- 
pared advertising program. 


= John P. Cunningham, himself 
a copywriter as well as chairman 
of the board of Cunningham & 
Walsh, spoke strongly for the art 
department in advertising, terming 
himself only half a man without a 
visually-minded graphic compan- 
ion to work with. 

He advised trying to make a 
picture so good it would render 
the first two paragraphs of the 
copy unnecessary—even a picture 
that would make any copy un- 
necessary. 

Robert W. Sarnoff, chairman of 
NBC, went on record against the 
most revolutionary form of the 
magazine concept for tv. 

Mr. Sarnoff said he was opposed 
to the acceptance of a magazine 
concept plan for tv that would 
bar advertisers from _ selecting 


with the same brush as is the gyp| playing a role in the program pro- 
| artist and one-shot promoter. This 
= Dr. Machi took his Ph.D. in ex-|is an implication I hope and be- 


sion would like to avoid. 


are being written. In some re- 


| 


cess. 


Mr. Sarnoff endorsed the milder 
perimental psychology at Colum- | lieve the Federal Trade Commis-|form of the magazine concept— 


page ad in de- 

fense of adver- |e The company dedicated its new 
tising Friday $7,799,000 world headquarters 
(Feb. 5) in the building at 500 Park Ave—a 
New York Herald gleaming glass and aluminum 
Mies Wavte structure supposed to reflect “the 


Pepsi Outlines 
$16,000,000 Ad 
Program for 1960 


Soft Drink Giant 
to Market New Patio 
Flavored Drink Line 


| 
| 
| 


New York, Feb. 3—It was a 
|big week in New York for the 
| Pepsi-Cola Co. 


widespread Pepsi-Cola advances.” 


e The company held its first na- 
tional bottlers convention since 
1954—and some 2,000 bottler per- 
sonnel swarmed all over the Wal- 
dorf-Astoria. 


e The company announced the 
biggest advertising budget in its 
|history for 1960—$16,000,000, a 
|sum to be matched by the bottlers. 


e The company announced the 
introduction of a new line of fla- 
vored drinks, to be marketed under 
the Patio name. 


e The company announced that 
1959 sales and profits were both 
at record levels. 


s A Pepsi bottlers meeting is 
something akin to a college foot- 
ball rally—a continuous stream of 
pep talks exhorting the team to 
get out there and murder the op- 
position. 

The company mounted for the 
bottlers a very elaborate exhibit 
in the hotel, depicting every phase 
of the soft drink business, show- 
ing exactly how much Pepsi was 
behind Coca-Cola in _ different 
areas and how the company in- 
tended to close the gap further. 


= One of the features of the ex- 
hibit was Pepsi’s new FMA 
(Franchise Marketing Audit) 
plan. Every bottler received in his 
registration kit a prepunched IBM 
card. He presented the card at a 
booth housing two IBM brains. 
When the card was fed into the 
machine, out came a slip of paper 


changes, increases or decreases in 
per capita soft drink consumption. 

The $16,000,000 Pepsi plans to 
spend this year represents an in- 
crease of $2,000,000 over the 
amount spent by the parent com- 
pany in 1959. 

From a media standpoint, one 
of the big changes is a blockbuster 
$1,500,000 spot campaign on all 
four radio networks. Pepsi’s print 
expenditures—in magazines and 
newspapers—will again exceed 
the $5,000,000 mark. Once again, 
the company does not plan to use 
network television, although it 
will have a spot tv program. 


s Pepsi this week was also urg- 
ing its bottlers to make heavy use 
of illuminated signs which are be- 
ing supplied by Tel-A-Sign Inc., 
Chicago. 

The new Patio line will give 
bottlers a full range of flavors— 
orange, grape, root beer, ginger 
ale and club soda. They will be 
introduced market by market. 

The Patio brand takes its place 
alongside Teem, a  lemon-lime 
drink introduced by Pepsi last 
year, available now in 40 markets. 

William C. Durkee, vp in charge 
of marketing, explained that the 


jthat is the sale of participations | addition of Patio gives Pepsi full 
“I am disturbed’ by some of|within a show to several adver-| coverage of the soft drink busi- 
our behavior to date, as old codes | tisers—as it has operated for years | ness. 
| are being dusted off and new ones |at NBC on such programs as “To- | 

| |day” and the Jack Paar show. + 


Kenyon & Eckhardt handles all 
| Pepsi-Cola advertising. + 
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Judo 


In The New York Times Magazine, you learn why 
a 12-year-old takes up judo: “... because there’s 
this bully in P.S. 3 who keeps pushing me around.” 


a nan 
ssbb 8 2p 


T & * 
In The New York Times Magazine, you learn what goes 
on behind the door marked “Women”: “Don’t you 


have little men run after you with towels in the men’s 
room? Everywhere I go, there’s this little old lady 
holding out a towel.” 


~ Women 


In The New York Times Magazine, you see how 
women get ideas: “Long before the snows 

have gone, women begin losing their heads over 
spring hats. This season the hats .. . are tall, bold and 
brow-baring in unabashed shapes.” 


- The New York Tl 
Magazine 


In The New York Times Magazine, you get results. That’s because 
women, men, 1,300,000 families enjoy the stories, shop the ads 
every week. And because it is distributed exclusively every Sunday 
all across the country with America’s biggest Sunday 

newspaper salesman, The New York Times. 
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Young Chicago 


loves to buy. : 


LAIN ENAM 
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... the Chicago 
Sun-Times 


‘gael: 


The young families are the big buying families, 
in Chicago as anywhere else. But nowhere else 
can you reach them more effectively. 

In Chicago, more young families 


read the Sun-Times than any other newspaper. 
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The Editorial Viewpoint... 


Those Segments Are Important 


Early this year James J. Boynton, vp and ad director of Fawcett 
Publications, told a sales meeting of his organization that “‘the era of 
the specialized market is dawning,” and that many advertisers are 
finding it profitable to “pick segments of the market and develop 
them deeply and intensively.” 

Much the same note was sounded at the midwest meeting of Mag- 
azine Publishers Assn. a couple of weeks later by Peter G. Peterson, 
executive vice-president of Bell & Howell, and by Harold C. Lembke 
of Hammond Organ Co., when these speakers wondered out loud 
about the wisdom of piling up more and more circulation in the 
magazine field. 

Our feeling is, as we have said before, that while mass continues 
to be extremely important, the U. S. market is becoming so large 
that “splinter groups” with special interests or tastes or desires which 
run counter to mass tastes or desires are becoming so big that they 
can represent sizable markets in themselves. 

If “everyone” likes a light, mild beer, for example, there may still 
be a minority of 1% who like heavier, darker brews. If the mass mar- 
ket for bread wants white bread so baked that it is practically crust- 
less and will stay soft for a week, there may still be 2% of the people 
who want rye bread, or white bread with body. 

The point is that 2% of the current U. S. population consists of a 
market of about 3,500,000, and even 1% adds up to 1,750,000. Even 
eliminating these segments which aren’t eating bread or drinking 
beer, these little “splinter groups” still represent some pretty sizable 
markets these days—markets that will represent greater and greater 
possibilities as the population continues to grow. 

We hope there will be more and more marketers catering to the 
needs of minorities. This is one excellent method of insuring that the 
country doesn’t degenerate into a kind of faceless mass of people all 
conforming to the momentary desires of the great majority. 


We Need More Advertising People 


There seems little doubt that the advertising business will need 
a very considerable infusion of new blood during the decade we have 
just entered. All predictions point to a doubling of advertising vol- 
ume during the next ten years, and even though this does not neces- 
sarily mean a doubling of advertising employment, it is bound to 
mean a very sizable increase in such employment. 

Advertising agencies, for example, expect to double their total em- 
ployment within the decade, and many of them are beginning to 
wonder where they will get competent people. The supply seems 
scarce, and getting scarcer rather than better. 

We'd like to suggest, quite seriously, that much of this problem is 
of advertising’s own making, and is capable of being solved fairly 
easily. In the agency business in particular, and in the advertising 
centers in special particular, there is still far too much of the at- 
mosphere of the old school tie connected with advertising agency 
employment. 

There is a great deal of public conversation about attracting more 
bright young men and women to the business, and about improving 
the college curricula in advertising; and this is good, of course. But 
there is also still too much inclination to hire only the “right” kind of 
people—a definition which frequently has all too little to do with 
ahility. 

Admittedly, the social club atmosphere has been importantly re- 
laxed in recent years, largely as a result, one suspects, of the intru- 
sion of radio and television. But there is room for considerably more 
improvement in the advertising agency opportunity picture. 


Everyones Misled by Lead 


English is a wonderful language. It has a richer and more expres- 
sive vocabulary than any other language, and in addition some of the 
most annoying oddities that the mind of man has ever dreamed up 
up (or should we say dreamt?). 

Today’s short-short sermon deals with the use and misuse of lead 
(the verb, pronounced leed; not the noun, pronounced led). The past 
tense of the verb lead is led...just like that, and both are pro- 
nounced the way they are spelled. But people are so accustomed to 
being confused about read (present tense) and read (past tense, pro- 
nounced red), that they are constantly and remarkably being misled 
into writing the past tense of lead and mislead with an extra and 
completely extraneous “a” in them. . 

This is, we suspect, the single most common error in the written 
American language. It seems a pity, too, because led and misled are 
such clean, sweet, pure words. 

We would like to have this error corrected. And while we are at it, 
we would like very much to do something about the past tense of 
read, pronounced red. If spelling it red confuses us because of the 
name of a color, how about spelling it redd? 


Gladys the beautiful receptionist 


“Creative? Why he’s only been here three months and already he’s 
earned four FTC citations!” 


Ford’s Falcon—Early or Late? 
Knowing only the successful 
venture of the foreign economy 
cars into the U. S. market, a 
great many people believe that 
the Ford Co. was unduly slow to 
detect and act on the evidence 
of consumer interest in economy 
cars. However, as one who sat in 
on the decision process, I can say 
with some feeling that the Ford 


What They're Saying... 


tracted into the market by the 
pull of good profits and the push 
of lost profits if the market was 
actually there and if our competi- 
tors moved before we did. We were 
repelled by the loss of profits if 
the market was not there. It was 


a calculated risk that could not * 


have been undertaken at so early 
a time had there not been adequate 
capital in the company and a 


ing out with the Falcon when it | investment. 
did. It is not enough to know 
that people are interested in an 
economy car, but you must know 
that enough people are willing to 
put their hard earned cash on the | Diogenes’ Search 
line, year after year, to give the | Ends Right Here 
volume of sales needed to keep 


ter. 


place. 

In my opinion, the decision to|reply: “I don’t know.” 
produce the Falcon was made ear- 
ly rather than late. We were at- 


ference of Sales Managers. 


Co. took a calculated risk in com- | real desire to earn a return on fights off its network, maybe it 


—From a speech by George H. Brown, | continue to show its commercials, 
marketing research manager, Ford| which are frequently the most en- 
division, Ford Motor Co. to the Amer- tend 
ican Marketing Assn., Chicago chap- tertaining part of the show. 


I’m especially pleased to be|™erous and varied noises which 
costs of production down to a lev- | asked to this important meeting of |®™@nate from an automobile body 
el where a profit can be made at|sales managers to answer “what’s| #5 8runts, squeaks, squeals, groans, 
Lthe lower price necessary to get|ahead for business?” Like Mark| Whines, buzzes, raps, rattles, beats, 
the volume of business in the first | Twain, I am glad to be able to|*W@n8s, clinks, hisses, howls, wedi 
give you a prompt and accurate bles, roars, ruffs, shudders, whis- 


—Pete Schruth, ad director, Saturday find any more in an unabridged 
Evening Post, at New England Con-| dictionary. 


Advertising Age, February 8, 1960 


Rough Proofs 


The Cuban Tourist Commission 
is continuing its U.S. advertising 
with great determination, hoping 
that it will be read at least by 
Havana’s fellow-players in the In4 
ternational baseball league. 


Spring can’t be very far away 
when the sports writers begin to 
talk about preparations now being 
made for the spring training of the 
major league teams in Florida and 
Arizona. 


Bowling is booming, the papers 
say, and among the boomers are 
the baseball heroes who are in- 
vesting in lanes where they can 
charge for strikes instead of just 
taking them. 


Maybe Preparation H, which 
caused so much commotion on tv, 
would have attracted less attention 
if it had been possible to use the 
electronic medium for the 42-line 
ads run without comment in print 
media. 


In a burst of magnanimity, Gen- 
eral Motors has conceded, “All 
makes of cars are improved this 
year,” suggesting only “special 
consideration” for the GM line. 


If NBC carries out its announced 
intention to take the Friday night 


could be persuaded to let Gillette 


Plymouth has identified the nu- 


tles and growls, and you couldn’t 
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Now that there are two cars in 
almost every garage, the Douglas 
Fir Plywood Assn. suggests two 
houses for every family, including 
a vacation cabin, for which its 
members will be happy to supply 
the materials. 


Armstrong Cork is celebrating its 
100th birthday this year, and in 
spite of its interest in a lot of other 
products, it still is making some 
things out of you know what. 


A gossip columnist reported that 
a cosmetics manufacturer was on 
the way to Hollywood, ready to 
pay $1,000,000 for movie star en- 
dorsements. 

Maybe he meant that he was 
ready to spend a million for ad- 
vertising that would promote the 
pictures they are appearing in. 


e oe 


That wonderful invention, the 
$100-a-plate political dinner, has 
provided the least painful method 
yet discovered for making a party 
contribution during a Presidential 
election year. 


Copy Cus. 
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The Philadelphia Daily 
Inquirer carries your 
advertising to 

667,000 women 
throughout Delaware 
Valley, U.S.A.* And 
in the suburbs, where 
61% of the food and 
58% of the retail sales 


are made, The Inquirer 


sells to 27% more 
women than the major 


evening newspaper. 


So, if you want to 


sell more where 


~ 


they’re buying more— 


put your advertising 


The Philadelphia Inquirer talks to 667,000 adult female readers 


in The Inquirer! 


by Sindlinger & Company, Inc. 


ees and sells more where they’re buying more! *Source: ‘ ‘Philadelphia Newspaper Analysis” ns ve ; 
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of the ad, we specified 


their material instead of the one we 


ordinarily use on a job,”’ reports the President, 


Consulting Firm. “It worked quite well.”’ 


These direct quotations from subscribers are evidence 
of the thoroughness with which they read McGraw- 
Hill publications. Taken from continuing readership 
studies, they show how your advertising can stimu- 
late buying action among the more than one million 
key men in business and industry who pay to read 
McGraw-Hill magazines. 


“T read the ad because there’s a possibility this will 
help cut our costs. I’ve written for a sample, and will 
run some tests.” 

Metallurgist, 

Mineral Processing Company 


‘We bought their truck asa result of an ad. It showed 
what we wanted, so we got more information, then 
purchased.” 


Owner, 
Contracting Firm 


“We bought them after seeing the ad, and are using 
them with great success.” 


Purchasing Agent, 
Plastic Parts Manufacturer 


“T read the ad, and am sold on it. I expect to order 
them when we replace our present equipment.” 


Vice President, Production, 
Manufacturing Corporation 


“T had discussed our problem with several people 
before I saw their ad. Now, I'll contact them and 
get someone out here.”’ 


Production Manager, 
Hospital Supplies Manufacturer 


“I’m going to call in their salesman. We’re rapidly 
outgrowing our equipment, and will soon need a big 
one like they advertised.” 


Secretary, 
Food Dressings Manufacturer 


“T brought the ad to the attention of the people 
working on the project. I think they intend to order.” 


Senior Engineer, 
Light Bulbs Manufacturer 


Advertising is indeed one of your primary tools in 
selling to business and industry. It helps you reach 
the men who make buying decisions, talk to them 
in their own language. By concentrating your adver- 
tising in those McGraw-Hill publications serving 
your major markets, you can make initial sales con- 
tacts and help your field force gain more time for 
direct selling. 
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McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36,N.Y. 
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: 8] Keep Customers Sold 
3 Create Preference 
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UN an IRE award winner for 1959 


® 
PRE REMEMBERS THE MAN 
for his 


Perceptive Research 


And behind the cold statistics of 
the 61,957 net paid circulation 
Proceedings now enjoys, are 
57,334 (ABC) professionally 
qualified men plus 13,976 
student members in 156 
Engineering Colleges, now 
awaiting your message in their 
own journal. If you buy space in 
the radio-electronics field, you 
should meet them. 


For a share in the present, 

and a stake in the future, 

make your product NEWS in 
Proceedings of the IRE 

The institute of Radio Engineers 


Adv. Dept. 72 West 45th Street, New York 36, New York « MUrray Hill 2-6606 
Boston « Chicago « Minneapolis « San Francisco e Los Angeles 


The background story of every 
successful venture always has 

a man in it. To Richard D. 
Thornton goes this year's IRE 
W.R. G. Baker Award for his 
paper entitled ‘Active RC Net- 
works," which appeared in the 
September 1957 issue of IRE 
TRANSACTORS ON CIRCUIT 
THEORY. Hats off to a man with 
a purpose, well on his way on 
the path of progress—Richard 
D. Thornton, Assistant Professor 
of Electrical Engineering, Mas- 
sachusetts Institute of Tech- 


nology, Cambridge, Mass. 


Advertising Age, February 8, 1960 


After 
Statistics” 


THEN 
WHAT? 


We have no quarrel with statistics. 
After all, they've been pretty goad to 
us. But sales are made by audience 
response, and a responsive audience 
is earned. 

KOIN-TV's high standards of pro- 
gram service have earned the type of 
confidence that causes people to re- 
spond and act. “Let's Face It,” for 
example, is a weekly no-holds-barred 
panel discussion on matters of critical 
public interest, moderated by an ex- 
Governor of Oregon. Such bold pro- 
gramming in the service of its audi- 
ence has brought rich reward in public 
confidence to KOIN-TV...and to its 
advertisers. This is why KOIN-TV is 
one of the nation’s outstanding adver- 
tising media. 

*Such as: (a) Highest Nielsen ratings 
in the area, and (b) widest coverage 
in the region...7 of every 10 homes 
in Portland and 32 surrounding 
Oregon and Washington counties 
(Nielsen NCS #3). 


KOIN-TV 


PORTLAND 


CHANNEL 


aa 


One of the Nation's Great 
Influence Stations 
Represented Nationally by CBS-TV 
Spot Sales 


Getting Personal 


Some of New York’s top advertising brass turned out Jan. 28 for 
a reception at the Nippon Club to mark the opening of the New 
York office of Dentsu Advertising, Japanese agency giant. On hand 
for a buffet that included tempura, raw fish, eels and other Japa- 
nese food delicacies were Sigurd Larmon, chairman of Young & 
Rubicam, Sam Meek, vice-chairman of J. Walter Thompson Co., 
Fred Thompson, ad director of the Reader’s Digest, Edgar Baker, 
managing director of Time-Life International, Bernard Musnik, 
New York manager of Publicis, Eric Stoetzner, foreign ad director 
of the New York Times, and Monte Johnson of Robert Otto & Co. 

Representing the hosts were Juichi Odani, a Dentsu director here 
from Tokyo, and the two men who will be manning the New York 
outpost—Masanobu Ishikawa and Hichinosuke Yoshioka. Serving 
as a semi-host was that old Japanese hand, Irwin Vladimir, chair- 
man of Gotham-Vladimir. A surprise visitor was Shirley Woodell, 
retired J. Walter Thompson vp who was up from his North Carolina 
retreat. Mr. Woodell was accompanied by his eldest daughter, who 
is studying at Columbia. The American Assn. of Advertising Agen- 
cies, whose members handle about the same proportion of national 
U.S. advertising as Dentsu does of national Japanese advertising, 
was represented by Ken Godfrey and Emilia Veve ... 


at | 


BON VOYAGE—Admen members of Chicago’s Combined Jewish Ap- 

peal Mission to Europe and Israel, embarking on El Al Israel Air- 

line’s Britannia were (left to right) D. G. Schneider, recently re- 

tired vp of Young & Rubicam; Arthur M. Holland, president, 

Malcolm-Howard, Chicago, and Sidney R. Bernstein, vp and edi- 

torial director, Advertising Age. All three were accompanied by 
their wives. 


Convention chatter from the Newspaper Advertising Executives 
Assn. meeting in Chicago . . . Dan Stern of the San Jose Mercury- 
News spent his early hours in Chicago snooping around for some 
interesting antique guns to add to his collection. Dan likes to buy 
’em, try ’em and then write articles about ’em...One of the young- 
est—and certainly among the prettiest—attendees at the meeting 
was Barbara Ryan, who came to Chicago with her mother and dad 
—Mr. and Mrs. Lou Heindel (he’s ad director of the San Jose paper) 
—and her husband... Fax Cone graciously agreed to fill in as a 
luncheon speaker for the ailing Bob Ganger; and as a result FC&B’s 
pr man Al Weisman had a busy, busy time scurrying around making 
and distributing texts of Cone’s speech at the same time that his 
wife, Ann, was presenting him with a baby boy named Tony... 


HEARTY—Members of publicity committee of Heart Assn. look over 
their new display material at a Chicago luncheon given by Need- 
ham, Louis & Brorby for radio and tv personalities on behalf of 
the association. From left: Cyrus H. Nathan, exec vp, North Adver- 
tising; Daniel Welch, NL&B vp, committee chairman; and Alton D. 
Farber, assistant pr director, J. Walter Thompson Co. 


Hal Smiley, art director at J. Walter Thompson Co., Chicago, won 
first prize in the traditional division of the 10th annual Art Direc- 
tors Club of Chicago Fine Art Exhibition. Hal submitted a still life. 
Winner in the modern division was Wayne Gallagher, free-lance 
artist... 

Beate Surbeck, a native Swiss who speaks four languages, has 
taken leave of absence from Bernard B. Schnitzer Advertising, San 
Francisco, to join the Olympic committee in Squaw Valley as a 
typist-interpreter for the Winter Olympic games .. . 
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RAPID READER RESPONSE is today— 

will remain—the goal of every company investing 
in magazine advertising. For either the reader 
reacts immediately in some way . . . or he never reacts. 
Either an advertisement builds preference for a 
product or company... or incites action... or it 
does nothing. The success of your advertising, then, 
must be measured in terms of reader response 

.. . ad-for-ad, by inquiries and readership scores... 
cumulatively, by reader surveys . . . ultimately, 

by your company’s sales curve. 


Perfect match between editorial concept and 
circulation is the source of all reader response. 
Editorial pages must respond to the immediate 

needs of readers. Circulation must simultaneously 
respond to new personnel, new departments, 

new industries. That’s why readership—the starting 
point for every variety of reader response—consistently 
scores far higher in MACHINE DESIGN. And 
inquiries—the action response—are naturally higher 
in quantity and quality from advertising placed 

here. No wonder the majority of advertisers interested 
in SELLING to the Original Equipment Market prefer 
to gear their marketing plans to MACHINE DESIGN 

... the magazine of RAPID READER RESPONSE. 


a | Penton @ publication BPA 
Penton Building, Cleveland 13, Ohio GD 
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Advertising Age, February 8, 1960 


SELLS THE FAMILIES WHO BUY MORE GROCERIES 


125 Barclay Street, New York 15, N. Y., phone BArclay 7-3211 * Or Scripps-Howard General Advertising Offices: 
230 Park Avenue, New York * Chicago * San Francisco * Detroit * Cincinnati * Philadelphia * Dallas * Los Angeles 


Herbert Bielefeld has resigned | 4 lgard & B Al 
from Robert Snyder & Associates | am, Sugar as bd 


se? | Wesley Aves & Associates has 
and has joined John Eddleman | pecome Aves, Shaw & Ring. 


|Studios, Chicago, where he will) sqded were Consolidated Ad- 
cease clin iis siesta ih san ted tal ina een Sen ets Giles tee ac da tans ame deme Hea a ae ee ] | head the new art division. | vertising Service; Harris-Fair- 

|banks; MacCowan Advertising; 
|Olumstad Advertising Agency; 
Peitscher, Janda Associates; 


|Lloyd M. Rosenow Inc., and 
| Terry, Gray-Schwartz & Harris. 

This means that the directory 
lists 261 agencies for Chicago 


1 | Orbe Elected Metropolitan Head Number of Chicago 
NOBODY KNOWS THE NEW YORK GROCERY | _ Norman s-orbe nas been elect- pn 
| led president of Metropolitan Ad- Agencies Remains 
5 ! | | vertising Co., New York. He suc- : na 
MARKET LIKE THE WORLD-TELEGRAM! | |verising Co, New York: He su] 967 op ry bigs 
’ . , Orbe is also president and a di- : 
The World-Telegram’s Grocery Inventory is the only service ban a of Magic Mix Corp., and a| CHICAGO, toa pets 1959 
of its kind in the ever-changing New York market. l ‘vp and director of New Jersey os Sia ane — — 
P |Flour Mills Corp. The agency, Resi crnebte 
It offers advertisers, at no cost, complete monthly reports on the | ltounded in 1901, has specialized | °"€s eaten ri — po A one 
sale and distribution of hundreds of different brands and | |in financial and insurance adver- ner penn en catia 
products in a representative panel of chain and independent | | tising, but in ‘engl ee Hed has} ine St. Louis Post-Dispatch’s 
grocery stores. Additional reports on deals, special prices and | | become increasingly diversified. § | nual directory card, Chicago 
point-of-sale activities are available at cost. | Agency Appoints Topper ended up even with last year. 
— | |" Knipschild-Robinson Inc., Chi-| Gone from the list were such 
Get the facts about this unique and invaluable service. ; hee ees cant Wasnds Topper names as Adams & Keyes; Ar- 
Write or call today! By PP ‘ |thur C. Barnett Advertising; Al- 
y to its staff. Mr. Topper was for : 
ad | |merly with Compton Advertising | /@" tg og eed R. Mac- 
@ | |and the national sales promotion | Donald Inc.; Robertson Potter 
ew or or e e am a |Co.; Small-Grissom-Wolf; 
| land advertising department of ’ 
aad \Seaee Reshack & Co |Smith, Benson & McClure and 
The Sun alee Wherry, Baker & Tilden, which 
® . appeared on last year’s list along 
A SCRIPPS-HOWARD NEWSPAPER Bielefeld Joins Eddleman with its new name, Baker, Til- 
| 
| 


in 1960, the same number as in 
| 1959, omitting 1959’s double list- 
jing of Wherry, Baker & Tilden. 


s Publishers’ representatives 
appear to have undergone an 


even greater depletion in ranks, 
|according to the list. The 1960 
| card shows 338, compared with 
tiv in 1959. However, if the 


five newspapers represented 
|here by Million Market News- 
| papers Inc. (of which the Post- 


Dispatch is one) are added back 
into the list, the total would be 


ve . $9 
up to 343. Broadcast represent- 
|atives total 58 in the 1960 list, 
compared with 59 in 1959. 


@ Michigan Ave. has the repu- 
tation for being the “advertis- 
ing row” of Chicago, and this is 
borne out by the card: 76 of the 


agencies have Michigan Ave. 

€ ’ ee «* a addresses, as do 151 of the pub- 
lishers’ representatives and 30 of 

the broadcast representatives. 

/ The Prudential Bldg., while not 
located directly on Michigan 

Ave., so dominated the scene, 


that offices located in that tow- 
ering structure might also be 
considered Michigan Ave. shops. 
Seven agencies, 10 publishers’ 
representatives and six broad- 

cast representatives are listed 
TOTAL ADVERTISING TOTAL DISPLAY ADVERTISING TOTAL AUTOMOTIVE ADVERTISING in that building. 
(per cent of total linage) (per cent of total linage) Wacker Dr. follows Michigan 
as host for advertising people: 
31 agencies, 34 publishers’ rep- 
resentatives and 13 broadcast 


representatives are located 
” 70 Post-Times Star 70 Post-Times Star there. 
Post-Times Stor See, 


Next comes LaSalle St., tra- 
-—+J 60 |. a 60 Pw ditionally the financial center of 
ee the Midwest, with 22 agencies 

50 ~<"] 50 me 50 


(per cent of total linage) 


a o1 and 26 publishers’ representa- 
“7 - a e ° 
uae Po. é Sd tives listed. 
i pe T - ke * oe ae | Wabash Ave. also has an im- 
; ENQUIRER poo rt pressive crew of advertising or- 
ENQUIRER 
ad ” ad ENQUIRER ganizations, with 19 agencies, 14 
20 20 publishers’ representatives and 
- two broadcast representatives. 
10 10 


es Summary of the figures rep- 
resented in the Post-Dispatch’s 
listings for the past six years 


1954 1955 1956 1957 1958 1959* 1954 1955 1956 1957 1958 1959* 1954 1955 1956 1957 1958 1959* 


SOURCE: Media Records, Inc. First nine months follows: 
Pub- Broad- 
Take a look at the evidence above! It shows clearly that retailers and na- P . m 0 ~~ 
tional advertisers are relying more and more on the morning Enquirer. Why? Solid Cincinnati om — po -_ 
They've discovered it’s the way to reach and influence the solid market-that- — = =f 
matters in this great metropolitan area. The households that have more d e 1956 261 340 52 fo 
adults in them ... have a higher percentage of children . . . have a younger reads th 1957 .... 261 340 56 ea 
head-of-house . . . have a higher median income. In other words, the SOLID 1958 .... - = » a 
» : , ‘ bf i de 6 4 . 

households that need more, want more, and can afford to spend more. For Cincinnati a — = -& 
other significant facts about this rich 19-county, 3-state market . . . write, 
wire or phone The Enquirer’s Research Department for your copy of the Enquirer KFBI Joins NBC Radio 
latest Top Ten Brands survey. KFBI, Wichita, Kan., a for- 

: mer independent, has affiliated 

Represented by Moloney, Regan & Schmitt, Inc. Pp 


with NBC Radio. 
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Advertising Age, February 8, 1960 


Easter Candy Parade 
Sweerest parade you i ever see 


EASTER TIME—E. J. Brach & Sons, 
Chicago, will launch its Easter 
candy parade campaign with 
this four-color page ad in the 
April 4 issue of Life. Tatham- 
Laird, Chicago, is the agency. 


Ethical Drug 
Ads ‘Educational,’ 


Burdick Declares 


NEw York, Feb. 2—Dean L. 
Burdick, president of Burdick 
& Becker, last week defended 
pharmaceutical advertising as 
“essentially educational.” 
Mr. Burdick told the Assn. of 
Advertising Men & Women that 
pharmaceutical advertising is 
needed to keep doctors abreast 
of the latest developments in 
, their fields. 

He conceded that ethical drug 
advertising is “becoming admit- 
tedly heavy,” but he pointed 
yut that the number of doctors 
per head of population is de- 
creasing; people are seeing their 
doctors more often and, as a re- 
sult, the busy physician has be- 
come difficult to reach. 

“We have no alternative but 
to fight for his attention,’ Mr. 
Burdick said. “We believe that 
the great proportion of our pro- 
motion is to his benefit—and to 
yours, because, no matter what 
the newspapers say, most of the 
advertising we do is essentially 
educational. 


i 


s “The medical journals, which 
we support, help to funnel the 
latest advances in medicine to 
the physician in what would 
have been considered a few 
years ago an incredibly short 
time. 

“We have our problems in 
communicating with this too- 
busy man. We’re working on 
them. I only wish we could be 
as successful in developing new 
techniques in communication as 
the ethical drug industry has 
een in the creation of the prod- 
icts which benefit us all.” + 


Donnelley Boosts Martin 

John J. Martin, general man- 
‘ger of Reuben H. Donnelley 
‘orp.’s textile maintenance 
yublications, New York, has 
yeen named assistant publisher 
of Yorke Publishing Co., a Don- 
nelley subsidiary. 


Iwo Join Jack Bain Co. 


Harry Johnson, formerly with 
Plating, and George Leon, for- 
merly with Popular Mechanics, 
have joined the sales staff of 

ack Bain Co., New York, pub- 
ishers’ representative. 


‘American Press’ Boosts Rate 
y The American Press has in- 

creased its controlled circula- 
} tion to 10,033, effective with its 

December, 1959, issue, and has 
increased its ad rate, effective 
with the March, 1960, issue, 
from $375 to $415 per b&w page. 
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"A VP at CRD & W...until | forgot that without 
The lowa Three you miss over 25% of the market.” 


Only The Don’t make the same mistake of drawing conclusions 
lowe Three without checking facts. Now, there’s nothing wrong with 
Can Sell slogans — if they’re based on firm facts, not fanciful fig- 
This Quality ures. We’re talking, in particular, of a current media 
Quarter slogan that boldly proclaims that one state is one market. 
A noble thought. Yet it is our understanding that there 
are 50 states, 242 metropolitan markets . . . and none of 
these states is one market ...and none of these markets 
is one state! 


QUALITY QUARTER QUIZ Let’s look at lowa. Great state. Grows corn, processes 

We're playing the game a little different today. Here are meat, makes tractors and electronic equipment and many 

Se See Fee ee. ee ere eenees: Seen. yee tees other products. A profitable marketplace. And it takes 
into lowa’s many markets. _" 

more than one or two newspapers to reach lowa’s many 


- The Quality Quarters 742,600 people make up 26% markets. For example, only The Iowa Three group of 


of lowa’s total population. 


. The Quality Quarter contains 218,950 households, 25% newspapers can sell the Quality Quarter. And the ee 
of lowa’s total. counties in the Quality Quarter make up over 25% of 

. The Quality Quarter accounts for 27% ($1,027,119,000) the lowa market. We’ve got other facts, too. Just shift 
= pos ps cote _ wlaiadacs ; your eyes to the left and take our Quality Quarter Quiz. 

° e it rter’s Consumer Spenda ncome o' : a=. s . . 
$1,232,389,000 is 26% of lewe’s total CSI. It will prove why Iowa isn t complete wie the md 

. The lowa Three’s daily circulation of 152,845 reaches Quarter ... and you can't cover the Quarter withou 
62% of the households in the Quality Quarter. The Iowa Three. 


. The Des Moines Register & Tribune reaches only 18% 
of the households in the Quality Quarter daily, with a 
circulation of 39,721. 

. Daily circulation is far more important than Sunday, 
because 80% of national r.o.p. advertising runs daily. 


. Each of The lowa Three group newspapers alone carries we eet 
more total daily retail display advertising linage than \ " 
either the Register or Tribune. THE AAS) 


oe 
Cedar Rapids Gazette 
We've got many more answers to your questions about lowa r h- r 
markets, Des Moines’ so-called “state-wide” papers, and The Dubuque Teleg ap He ald 
lowa Three. Just direct your questions to your nearest lowa 

Three representative. - 


Color availabilities: Four-color in Cedar Rapids and oe 
Waterloo; Spot-color in Dubuque. a 


Represented by: Allen-Klapp Co. * Jann & Kelley, Inc. * Story, Brooks & Finley e 
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and Sports Illustrated brings out the best of people 


—900,000 active families of them every week. 
They wouldn’t be reading a sports magazine 
if they weren’t active people—and it follows 
that such people simply have more needs and 
more opportunities to get around; to entertain 
their friends; to drive their cars; to travel (like the Sun Valley 
bound Los Angelenos whose skis and luggage fill the picture 
above); to keep fit and healthy; to dress up in their best. Active 
people make active markets. It just stands to reason that you 
sell more to people who do things. That’s why advertising looks 
right, feels. right and 7s right in SPORTS ILLUSTRATED. 
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MERCHANDISING, 


LLL 


IN THE APPLIANCE-TV-HOUSEWARES FIELD 
EVERY MONDAY THE PROS READ 


EEK 


Ideal every-Monday frequency 
Biggest paid Dealer audience 
Unique, best-buy rate structure 


| Eagle Launches Game 


Eagle Pencil Co. is launching a 4 


“numbers” game to draw attention 
to its standards in the manufac- 
ture of Mirado and Verithin pen- 
cils, through a tv, radio and mag- 
azine campaign Quality control 
numbe:s will be stamped on thou- 
sands of pencils. Holders of these 
pencils will turn them over to 
dealers for prizes. 


C. Paul Mailloux Named VP 

C. P. Mailloux, formerly sales 
manager, has been appointed vp 
and sales manager of the Eber- 
hard Faber Pen & Pencil Co., 
Wilkes-Barre, Pa., a new sales and 
marketing subsidiary of Eberhard 
Faber Pencil Co. 


Eastman Names Thackaberry 

John A. Thackaberry, formerly 
a member of the sales staff in the 
Los Angeles office of Robert E. 
Eastman & Co., tv film producer, 
| has been promoted to manager of 
|the Los Angeles office, replacing 
| Donald M. Ross, who resigned. 
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@ American Map Co., Inc. No. 14114 


Complete grade “A” signal coverage 
of Michigan’s other big market (Flint, 
Lansing, Saginaw and Bay City) with 
one single-station buy! 
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Advertising Age, February 8, 1960 


ALLEN M. MILLER has been named ad- 
vertising manager for Seabrook 
Farms brands of Seabrook Farms 
Co., Seabrook, N. J. Prior to join- 
ing Seabrook, Mr. Miller was as- 
sistant advertising manager of 
Grand Way Stores, subsidiary of 

Grand Union Co. 


"Medical World’ 
Will Bow April 15 


New York, Feb. 2—Medical 
World, a new publication for doc- 
tors, will be launched April 15. 

Edited by Dr. Morris Fishbein, 
former editor of the Journal of 
the American Medical Assn.,_ the 
new book will be a fortnightly 
news magazine covering strictly 
medical news. 

Medical World will have a con- 
trolled circulation of 142,000. In 
other words, it will be mailed to 
every practicing physician in the 
country. 

The magazine will be printed 
by Arrow Press Inc. in 8%x11” 
format and will feature four-color 
availabilities on every page. 


a The one-time b&w rate has been 
set at $1,750, which gives Medical 
World, at the start, the highest 
page rate in the field. MD, the 
monthly news magazine started 
three years ago, has a basic rate of 
$1,500. The AMA Journal charges 
$1,200. 

William Eagan, a former sales- 
man for MD, has been recruited 
to head up the advertising side, 
and he began calling on advertis- 
ers this week. The executive edi- 
tor of Medical World will be Bill 
White, formerly editor of Medi- 
cal News, the newspaper mailed 
to doctors by Ciba Pharmaceutical 
Products. 

Medical World Publishing Co. is 
publishing Medical World. The 
president and publisher is Max- 
well M. Geffen, board chairman 
of Arrow Press and a veteran 
publisher. # 


‘BH&G’ Hikes Annuals’ Rates 

Effective with the next available 
issues, advertising rates are being 
increased on the following Better 
Homes & Gardens idea annuals: 
Home Furnishings Ideas for 1961, 
Christmas Ideas for 1960, Kitchen 
Ideas for 1961, Home _ Building 
Ideas for 1961 and Garden Ideas 
for 1961. Increa\ed rate bases were 
announced for all but Kitchen 
Ideas. New b&w page rates are: 
Home Furnishings, $3,940; Christ- 
mas Ideas, $4,580; Kitchen Ideas, 
$2,100; Home Building, $1,695; 
Garden Ideas, $1,260. 


Geyer Elects Farricker 

Richard J. Farricker, who joined 
Geyer, Morey, Madden & Ballard 
Jan. 1 as exec vp, has been elected 
to the board of directors. He was 
formerly management service di- 
rector and vp of McCann-Erick- 
son. 


R. W. Spencer Retires 

R. W. Spencer has retired from 
his position as vp in charge of sales 
with Sterling Aluminum Products 
Inc., St. Charles, Mo. He will con- 
tinue his association with the com- 
pany, however, as a consultant. 


22 ee i 
— Be ; | 
PORE Se Se a 
yt 
ee ¢ a / 
2 | iN. = ‘- 
ri | hore 
. | | ae 
1 Be, sep 
a * Pe . } 
Jae ‘ e Pane 
Wot or Nie 
bent, Mics p 
a | eae 
Be: 
‘ ee ) 
y 
S an q 
Was 4 Sie i 
rd . po = 
a . . a a ; 
i oMuthen Lobe { 
ohtohe 
¥ olepretes | od ue 
olmdtan Reever Reger: City, | bes 
if Alon 0 
ees aa eta taal ', teiteroorg } ache 
a nea EE © Voiverine eae ‘ a 
- “Mander 0 
ae (eo 
y . Swarr * : Ral 
Joharwetburg © | z E x 
0 te 
of redere Comins om Bewteover' i 
RAWFORO a! 
‘ : ¢ fowvae® our ‘ a 
. «: TRAVERSE 05 hooramen aGrayhng ae Be Une 
Kangviey e Means Harreniie | ‘ \ 
LArcaall r : ™ —s Maedeg . 
MANISTEE sage Pomme Sms ~ ‘ 
ets ear Lake Oneusre | MISSAUKEE moscomMON | “etna cium oe ee : 
Ratan Shee WEXFORD © Maton Onge + 
: aa © ght City othe Megs 
; ; of Lake ¥ Houghtontote® — 9p tiny Sette, aoa 
pes 7 Re Srenen “Se Colby, | iccon ofits eghisnabenate- Yowes Ory Ponte 
ise ~ 3 oVoget Con “ Sa 
sabe MASON Prescott poten ae 
a 7 Free Seis “hos LAKE OSCEOLA : " | eae : 
Fy r é Fomane me Lather ea — | os ~ a ae 
an + sl Aeon 2 | ee 
E . we Peseti. 
i. Salona « Evert eee 
= “aS | atten" Look | Ra 
es mn Sneey aed 
2a ha NEWAY ’ | ae. 
OCEANA ede ene” [Rn RCOSTA ay 
Bert Botopidiy = airiens. 
ie — mye what - si 
2h feo Fawry Yin Clty to foams — 
Sst Sbatbey aa she 
re ees efremont Movies cael 
aid e Hatten bo ot [obeutonn? me: | > ae 
i eh et you ; _ 
fi beste City q | Ga ied 
MUSKEGON OMe hobs heal ? Poeorag } iepeta 
. > fey . Cromwell a 
Walt tobe ¢ arch 
Rowe oes get : | as 
fi 5 Ge Se 
ry on z u Rockford ie new | om , 
O° Grand ide scone m. HY M H 1; . Be dency | sail 
J oi oe: 
Rovidego= | in Michigan rr | 
: OTTAWA tensn dg’ e Lg et 
Hudionvitieg [Orondville yy, foe ; 
* @leciond Cutiervite s s ry Ec tp- 
= Te wit ge | | " 
: * fe O Mamie ted C7 | a ys 3 
el enanite hopin, : | Biter 
See ae ALLEGAN * i Reo a tei 
i sae “ee = 
ee . ; rie 
cy ater Hoven : or “Cad ilo ciel ye 
aes Ge poe one ay geo a2 Berreh a 
ee La Te Py © Kal 3 = Angus oe haetaoTK vem atm é: GY heels , 
ee Cort VAN BUREN ; . BE, Siew o é | Wooda, SD xncboons — rs ‘Willow Run RZ (oe 
ee looreg ©] atte Grice, Albion® rp ee ate 
1 ig ° “Hortto: rd Or note, . Seette,, O “anes Se Aihor oh nn og e . ba ager ae 
i fe cotta erviet towton® IAL AMA Bertington C Vongerenet es, _ Ss “echevite % | ee P 
aes os Ponte its Desa "* vdwnege? fg? rcane | mmmwo ne nCXSON opened Cl | Briel 
Li sean ne CASS Morcetng | ST. JOSEPH, 0 «: "nchiiele Stoment pare <j t Pas 
as fav Claire, snneee me, ba Coney “Unee wiley wet ee give gee non Rewer, , | a. : 
ee ey m cl © am Colon] Coktwarer sg, wen QMtndele Peewee LENAWEE ‘Dlenes Pet a 
k nee Tene tones? | Conmerte og we Adnan bo ieee 
a : : / ov ; aConstontine etremta fo _,Pitslendo Pare ‘Oo “phefeld - | a 
7 i Sthes @ : etree ere Sturgin® BRANCH om gute, Tewieo 3 } P : 
oe —- men o— Merson 2 Weston, Clase ta ‘ 
as - ee ae 
. te } poole 
ys op ieee | Aen pe is 
ee we aieead ae 
eS 9 (ne ove . rene 
£ 6. Cc 3 
anche ° y os ee 
Saginaw . ) 
“in SAGINA Sener es} - 
GRA ee 
6 emma —" ec Frankenmuth? - a : 
; yen ER eh . : 
ob ete Oreroning Sree ta wm Se | 
c C} " Deriey. a Se Otrpevtne © ae PS as } 
I r apd | Mt Morrite, ™ 
Belding, | ¢ Susie ° i * —_ 
“ ee 
je wee Flint ct 
q Corvana e tout ° ed 
CLINTON Ovronde, . 
are le te Ses : a - 
ye reny® isin, ERE Sigh coed Se 
Gare 7. cay Sey “eae | 
Lansing 3": | 
a 
attowell ae Commerce’ 
encag' . Styor } 
wea 
NETS IE Sate, aR Ty Se EOS TM Ree eG a ee RN org he! MSE lease ght tay PER re Re a Ee pee MS RPS ERE a ee ay | NER : D2 Eat CO Rn Le eee ik by rea ye Shed <. - ¢ : 


Again in '59 


They All Agree. . 
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...- 1S THE ONE THAT SELLS ‘EM 


They’re big men in a $4,000,000,000 market! They’re the men at the fitting 


stools, the shoe retailers, who ultimately affect every purchasing decision. 


Directly and indirectly, they influence what it buys, what it makes, and what it 


sells. They need know-how, know-where and know-what, and they find it in the 


RECORDER. It’s their bi-monthly sales conference. To establish and maintain 


your position in the industry, you need the one magazine they look to and 


believe in. 


If you missed any of these 
significant articles — 
send for reprints to 

Boot & Shoe Recorder, 
Philadelphia 39, Pa. 
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Recorder 
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Too old for toys... 
not so for boys 
--and ready to go steady 


READERSHIP — Leads its nearest WITALITY — 43,000 reprint 
competitor by 94% according to National requests in ten months — and the 
Analysts, Inc. survey, which highest subscription renewal rate in 


shows average of 3 readers per copy. the trade — 74.74%. 
IMPRESSION — Exposure IMPACT — Superior quality 
time for each issue is longer by and clarity of reproduction 


months than any competitive publication. plus full color availability, provide 
maximum visual power. 


Recorder 


A CHILTON (¥) PUBLICATION 
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Effective immediately. ..J 
American Machinist/ 


HERE’S WHY: American Machinist, as a name for this 83-year-old publica- 
tion, is today one of the most complete misnomers in industrial publishing. 

It was a fine name back in the days when a machinist was a man who 
ran his own business. Today, all the average machinist runs is a machine— 
and American Machinist has not been edited for him for at least fifty years. 

We are adding the phrase “Metalworking Manufacturing” to re- 
emphasize two fundamentals on which our editorial policy has always been 
based: 

1. Metalworking, to which our magazine is dedicated, is an industry 
in itsel¥; an industry in which basic techniques and processes create a com- 
munity of interest, regardless of the product being turned out. 

Metalworking begins where production of the basic metal or ingot 
leaves off. It covers all phases of planning, administration and execution 
involved in converting metal into finished products or components. 


2. Manufacturing, the basic process of working metal into products, 
is, and always has been, the editorial province of American Machinist. The 
magazine draws its readers from manufacturing management men in metal- 
working, and men who aspire to manufacturing management positions. 

These two common denominators of reader interest have made 
American Machinist the manufacturing publication in the metalworking 
field for men with the following areas of responsibility: 

Top Manufacturing Management—top officials in charge of over-all 
manufacturing operations, controlling costs, financing facilities, and evaluat- 
ing the efficiency of people, techniques and equipment. 

Manufacturing Engineers—production planners whose recommenda- 
tions and decisions determine how to make it; what equipment to make it on; 
how long it will take to make; what it will cost; how materials can be “worked” 
most efficiently, whether or not to sub-contract .. . and much more. 
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Now ... the name is as current 
as the magazine itself. 
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| American Machinist becomes 
Metalworking Manufacturing 


Plant Management—the “doers”; the men who create reality out of 
the drawing-board concepts; the functional group that has the decisive voice 
in determining procedures, techniques and equipment used in the actual 
manufacture of the product. 

Our ABC statement for the 6 months ending December 1959 will be in 
a new form recognizing this basic organization of manufacturing in the 
metalworking industry. The new form, based upon reader function rather 
than title, will make it possible to break down our circulation by the three 
manufacturing functions described above. Those who seek an even finer 
breakdown can determine our circulation in the metalworking field on a four- 
digit SIC basis. 

& e o 
A change in a magazine’s name—especially in the case of a publication 
that has been a leader in its field for 83 years—is not a step taken lightly. 


We believe it will be welcomed by subscribers and advertisers alike—pin- 
pointing more sharply, as it does, not only the editorial appeal of the maga- 
zine for subscribers, but the important market reached through the magazine 
for our advertisers. 


At the same time, we would like to emphasize that nothing about the 
magazine is being changed except its name. 


As the postwar population explosion triggers the boom that will 
highlight the economy of the 60’s, American Machinist Metalworking 
Manufacturing will continue its leadership in reporting new developments in 
technology to manufacturing men in metalworking—developments that will 
result in manufacturing more, and faster, at a lower cost, to meet the rapidly 
growing demands of a vastly increased population . . . and enable America to 
continue to compete in world and domestic markets. 
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R&G Electronics to Reimer 


Reimer Advertising Co., South 
Pasadena, Cala new company 
formed by Virgil P. Reimer, who 
was with National Broadcasting 
Co. for 20 years—has been ap- 
pointed to direct advertising for 
R&G Electronics Co., San Berna- 
dino, via magazines and radio. 
The agency has also been as- 
signed the accounts of Mity Mac 
Sales Co., Band-Ti Mfg. Co. and 
| Fog-A-Way Co. 


METROPOLITAN 
TUCSON 1959 BANK DEBITS 


$‘2,819,759,264 


Up 997, ovER 1958 


|Fried Forms Agency 


Stanley Fried has resigned as 
|advertising and sales promotion 
manager of L&P Electrical Co., 
| Maspeth, N. Y., distributor of Fed- 
|ders air conditioners, to form his 
| own agency. Vincent Guarino, 
| formerly assistant advertising and 
|sales promotion manager at L&P, 
| will succeed Mr. Fried. The new 
| agency, to be called Fried Adver- 
| tising, will be located in Maspeth 
and will handle L&P. 


if you want to cover Arizona 
the Star and Citizen are a must 


@he Arizona Daily Star 


Morning and Sunday 
2 Indep 


Tucson Daily Cilizen 


Evening 
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papers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, inc. 


OKLAHOMA 
CONTEST 


scores a hit 
using Wilson 
Baseballs and Gloves 
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Wilson helped the Oklahoma Oil Co. stage “‘a tiger of a promotion” 
throughout its five-state marketing area. Oklahoma promoted 
its ‘‘Road Trip” contest in full page newspaper advertisements, 
radio and television. Wilson gloves and baseballs were given as 
second and third prizes. The Wilson Advisory Staff participated 
in local publicity promotions in three midwest cities. Arrange- 
ments for autographing the prizes and the distribution of the 
gloves and basebails was handled by Wilson. 

A good promotion needs more than good incentives to make it 
pay off. You need planning, incentives and eye-catching show- 
manship. Only Wilson, with the best known and most accepted 
name in sports gives you all three. Put the Wilson Advisory 
Staff on your team—(names like Sam Snead, Otto Graham, 
Ted Williams.) 

Fill out the coupon. Find out how Wilson can give a real boost 
to your next promotion. 
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Amercor 
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PREMIUM DEPT. B WILSON SPORTING GOODS CO. 2233 West Street, River Grove, Illinois 


I'd like to know more about the promotion possibilities of Wilson equipment 
and Wilson Advisory Staff. 
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POSITION. 
WILSON SPORTING GOODS CO., CHICAGO 
(A subsidiary of Wilson & Co., Inc.) STREET. anv tate 
Se Wiper. © ty hang whey joe a at a all Bt 


Advertising Age, February 8, 1960 


Aurora to Continue 
‘Boys’ Life’ Premium 


Drive ‘Indefinitely’ 


| New York, Feb. 2—A ten-page 
jad by Aurora Plastics Corp. in 
| Boys’ Life in December, offering 
| premiums and a catalog, drew 15,- 
|000 responses in a 30 day period 
and has prompted the company to 
let the premium offer stand in- 
definitely. 

Generally there’s very little dif- 
ference between the hobby kits 
produced by the ten or so top kit 
makers; the contents are similar, 
and often the boxes are alike as 
well. Usually it’s the picture or 
the name on the box that will 
sell an item. Aurora now feels 
|that the premium offer has made 
| the company’s kits distinctive. 

The Boys’ Life ad was the 
largest ever run by the magazine. 


It consisted of two pages, plus 
eight removable 8x11” pages 
which featured the premiums 


available for end flaps and cash, 
as well as Aurora models, plus a 
10¢ catalog offer. 

The advertising’s impact on 
dealer sales was “immediate,” ac- 
cording to sales director John 
Cuomo, and a check in key mar- 
kets shortly after it appeared 
found “few if any Aurora kits on 
the shelves,” he said. 


= The premium offer, which in 
some cases requires aS many as 
five hobby kits to be purchased, 
is gaining momentum, and the 
initial response “far exceeded” 
Aurora’s expectations. New items 
will be added to the premium list. 

Aurora will continue to use 
Boys’ Life this year and will add 
other youth publications and tele- 
vision to its schedule. Some pre- 
miums will be featured on tv. 

Harold J. Siesel Co. is the 
Aurora agency. + 


Arthur Greenberg Leaves 
Baltimore to Join Nowland 

Dr. Arthur L. Greenberg, for- 
merly director of market research, 
Gunther Brewing Co., Baltimore, 
has joined Nowland & Co., Green- 
wich, Conn., as director of the me- 
dia-advertising division. A psy- 
chologist, Dr. 
Greenberg es- 
tablished the 
first market re- 
search depart- 
ment at Charles 
Antell Inc., Bal- 
timore, and be- 
fore that, was 
with Sidney 
Hollander Asso- 


ciates, Balti- 
|More research 
| company. 


Arthur L. Greenberg 


| He became 
something of a cause celebre in 
1957 when he refused at a Federal 
| Communications Commission hear- 
ing to reveal the names of re- 
spondents in a Hollander survey. 
/The hearing was concerned with 
| the sale of radio station WGMS to 
‘RKO Tele-radio Pictures. The 
| American Marketing Assn. and the 
American Assn. for Public Opinion 
Research commended him for his 
stand. 


John McDermott Retires 

John P. McDermott, treasurer 
and a director of Modern Hospital 
Publishing Co., of Chicago, retired 
Dec. 31 after 40 years with the 
company. He was also a trustee of 
the pension plan and of the profit 
sharing plan of the corporation 
and treasurer of Purchasing Files 
Inc. 


Houghton Renamed Hysol 

Houghton Laboratories, Olean, 
N. Y., has changed its name to 
Hysol Corp. Founded in 1949, the 
company offers commercial lines 
of epoxy adhesives and electrical 
insulation products to industry. 
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But does the commercial have a happy ending ? 


eee eee eee ee ee eee eee reese 


“And they lived happily ever after. . . ."" But for the sponsor the story Princess (played by the balance sheet)? If not, why not? Good questions, 
doesn’t end there. Does Prince Charming (played by the product) van- these, and ones for which we have found some interesting answers 


quish the Villain (played by the competition) and win the beautiful in our years of experience in profit television. ¥ Wf Ayer & Son, Ine. 


|, | The commercial is the payoff 
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ONE OF THE 


FIRST 100 
MARKETS 


o QUAD-CITY CONSUMERS: 
56% live on the Illinois side 


- FOOD DOLLARS: | ¥ 


z 
57% are spent on the Illinois side—| & 
in the Argus and Dispatch coverage area | 


DAVENPORT 


/ ocx MOLINE 


. «ISLAND 


RD LARGEST 
MARKET IN 
ILLINOIS - IOWA 
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Wilding Appoints Goetz 

Ted Goetz, recently affiliated 
with Batten, Barton, Durstine & 
Osborn and Hollywood Film Com- 
mercials, has been named by 
Wilding Inc., Chicago, to head the 
company’s newly organized Holly- 
wood office, which will concentrate 
on the production of tv film com- 
mercials. 


Nuclear to Ward William 
Nuclear Corp. of America has 
retained Ward William & Co., 
Union, N. J., to handle sales pro- 
motion programs for its instru- 


Manufacturers divisions, Denville, 
N. J. 


Weatherby Named Treasurer 
Sullivan, Stauffer, Colwell & 
Bayles, New York, has appointed 
T. Newton Weatherby to re- 
assume the post of agency treas- 
urer, succeeding the late M. Her- 
| bert King. Mr. Weatherby will also 
| continue as vp for administration. 


CAPPER’S 


FARMER 


’ ACROSS THE BOARD 


Lowest Rates In The Farm Field 


Publication 1 page, B&W | Circulation fees per, 
CAPPER’S FARMER $5,000 1,585,000 $3.15 
Magazine B 5,040 1,301,000 3.87 
Magazine C 11,250 3,127,000 3.59 


1,585,000 Farm Family Subscribers 


$15,117 Average Yearly Income 


Write—Wire—Phone your nearest Capper’s Farmer 
Sales Office for descriptive booklet and immediate 
service. Find out how Capper’s Farmer’s lowest- 
cost flexibility can serve your needs best. 


TOPEKA 
912 Kansas Avenue 


LOS ANGELES 
3142 Wilshire Blvd. 


CHICAGO 
333 N. Michigan Ave. 


CAPPER'S 


SAN FRANCISCO 
57 Post St. 


NEW YORK 


Capper's Farmer is one of 6 farm papers and 19 other properties owned and operated by Stauffer-Capper 
Publications in the farm magazine, daily newspaper, radio and television fields. 


FARMER 


342 Madison Ave. 


CLEVELAND 
1010 Rockwell 


ment and research and its Central | 


Advertising Age, February 8, 1960 


IGA Ads Feaiure 
Passionate Lyric to 
Cart Pushing Cuties 


Cuicaco, Feb. 2—Independent 
Grocers’ Alliance of America 
(IGA) currently is conducting an 
extensive ad campaign in three 
media to thank women customers 
in 45 states for patronizing IGA 
food stores. 

“The lady who pushes the cart” 
is the theme of the campaign, 
which will run for six months. The 


WHO PUSHES 
THE CART... 


Pn" * Ove wine 
* 


push is running in 2,980 newspa- 
pers each week, and is backed by 
radio and television spots on 278 
stations. 


= The following jingle is being 
featured in all advertising in the 
promotion: 


“The IGA man is in love with 
his store; 

His business is dear to his heart. 

He’s fond of its fixtures—but 
cherishes more 

That lady who’s pushing the 
cart. 


His prices, he knows, are the 
lowest in town, 

His quality tops any mart. 

For he knows that he’s sunk if 
she ever should frown, 

That lady who’s pushing the 
cart. 


On her he depends for his gain 
or his loss; 

She’s his customer-neighbor— 
his boss.” 


George F. Florey Inc., Chicago, 
is the IGA agency. + 


Skinner Forms Ad Unit 


An advertising department has 
been formed to serve both Skinner 
Chuck Co. and its electric valve 
division, New Britain, Conn., with 
Ralph W. Gage as manager. Mr. 
Gage was formerly advertising and 
sales promotion manager for Nicad 
division of Gould-National Bat- 
teries. 


Leigh Gets NL&B Art Post 
Needham, Louis & Brorby has 
appointed Douglas B. Leigh Jr. di- 
rector of art in its New York of-. 
fice. Mr. Leigh was formerly senior 
art director at the Kudner Agency, 
director of art at MacManus, John 
& Adams, and an art director at 
Campbell-Ewald Co. 


Brady Boosts Hillmer 

Robert Hillmer has been ap- 
pointed an art director of the Brady 
Co., Appleton, Wis. Mr. Hillmer 
joined Brady in 1953 as an artist. 
At the same time, Harry Dawson, 
formerly with Nobart Studios, 
Chicago, has joined Brady as an 
artist. 


Lowell Names Crestwood 

Crestwood Advertising, New 
York, has been appointed by Low- 
ell Toys, Long Island City, to pro- 
mote Lowell’s 1960 line of games 
based on popular tv shows. 
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“Sales results from our extensive SAS advertising campaign in 
The New Yorker Magazine have been truly excellent again this year. 
We readily recognize the considerable contribution that 


The New Yorker continues to make in our over-all success.” 


First Vice President, Scandinavian Airlines System, Ine. 
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SAS advertisement prepared by Adams & Keyes, Inc. 


NEW YORKER 


MAGAZINE 


Photograph by d'Arazien 
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...and all of a sudden- what a beautiful 


HAVE YOU SEEN THE NEW,AMERICAN HOME? F or months an exciting evolutionary 
process has been quietly going on...and suddenly the new American Home is a 
reality. Bursting with color, aglow with brilliant photography, crammed full of fresh, 
usable ideas, American Home is without question the home-service magazine 
of the new decade. Every issue is filled with useful information on meal planning, 
decorating, building, remodeling and gardening. The new American Home devotes 
a greater share of its pages to home-service features than any other major 
medium. 12 million men and women read it to learn how to make home a more 
rewarding place to live. There is no better setting for selling in the Sixties. 


Get to know the new American Home—A Curtis Magazine 
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TOP 


IN ILLINOIS 


Worth considering 


More retail color advertising appeared in the two 
Rockford newspapers in 1959 than any other 
paper in Illinois (except Chicago Tribune). 
They won an Editor and Publisher color 
creativity award in ’59 too. When you put your 
own award-winning color ads into a market 
where buying income is growing 11.3% faster 
than the national average .. . and retail 

sales 5.6 faster ... you have a winning combina- 
tion that will give TOP results. Boost your 
sales in 1960 with attention-demanding, 
action-getting color in the Rockford newspapers. 
For full market facts, write 


‘Product Ads Build Corporate Image; Using 
Image Ads Alone Is ‘Suicidal,’ Sawyer Says 


| Kansas City, Feb. 2—“Product been added a degree of wishful 
| promotion is the first element in thinking, and some zealous over- 
| building a favorable corporate im- | 


|age or reputation,” the Industrial 
| Editors Assn. was told here last 
week. 

| If acompany has a good product 
‘or service, available at reasonable 


cost, which can be demonstrated |advertiser and the customer than 
|through sound selling and adver- | product advertising, he said. 
|tising as filling a need, Bayard} 

|E. Sawyer, associate publisher of |= “But the result of our survey 


| Business Week, told the association, 


|the company is “well on the way | product and reputation are impor- 
jtant, that neither can be put 


| to enjoying a good reputation and 
a rewarding corporate image.” 
| Mr. Sawyer’s remarks were 


based on a survey he had just | veyed responded, said Mr. Sawyer. 
| completed of the ad directors of |He added that there seemed to be 


ORD MORNING STAR> Rockford Register-Republic 
| Finest FULL COLOR Facilities 


was prompted by 


‘corporate image,’ 


50 companies and the heads of 
‘on many agencies. The survey 


“the apparent 


confusion surrounding the term 


to which has 


Businessman-Farmer 


Adoption Leader 


of Missouri and Kansas 


Show this fellow that your product will 
increase his efficiency, cut labor costs and 
make him a profit—and he will eagerly buy! 


He's today’s commercial farmer—the Adop- 
tion Leader (the man who is first to adopt 
new college recommended techniques and 
apply them). He, and others like him, buy 
90% of farm equipment. 


He’s the “object of affection” for farm 
marketers—and farm papers, too. We both 
want to KNOW we reach him—then hold 


him. 


Farm advertisers must demand their media 
choices zero-in on this Prime Target. The 
Weekly Star Farmer has come up with the 
best proof yet of commercial farm coverage 
in depth. It’s the sort of proof a man can get 
his teeth into. 


In mid 1959, we started to assemble the 
membership rosters of every important cat- 
tle, dairy, swine and poultry breeders asso- 
ciation in Missouri and Kansas. They aggre- 
gated several thousand names. They're the 
acknowledged farm leaders of Missouri and 
Kansas. 


Then, we matched the names of these 
known commercial farmers against the ac- 
tual Weekly Star Farmer subscriber stencils. 
Our procedure of verification was simply 
this, that, given a list of a preferred group of 
farmers such as, say, the Kansas Hereford 
Breeders Association, we laboriously checked 
every single, solitary name on that list against 
a transcript of our Weekly Star Farmer sub- 
scriber stencils. 


Name by name. Address by address. No 
skipping. No projection of one out of 50 or 
100. No weighted averages. No Gallup type 
quickies. No estimating or guessing. No sur- 
veys. Just absolute, unadulterated certainty 
We “counted noses” of the top commercial 
farmers, one at a time. 


79% to 93% of the membership of the 
rosters checked out are Weekly Star 
Farmer subscribers. 


Graphic, realistic Proof of the Sales Power 
of The Weekly Star Farmer Missouri and 
Kansas circulation. Ask a Weekly Star 
Farmer man to show you—or we'll send— 
the best proof yet that The Weekly Star 
Farmer delivers the kind of farmers able 
and eager to buy what you sell. 


Weekly Star Farmer 


KANSAS CITY 

1729 Grand Ave. 

HArrison 1-1200 
CHICAGO NEW YORK SAN FRANCISCO 
202 S. State St. 21 E. 40th St. 625 Market St. 
Webster 9.0532 Murray Hill 3-6161 Garfield 1-2003 


Riek ste ale lak Se Se —e al 


Advertising Age, February 8, 1960 


selling,” he said. 


s The survey indicated there is 
“a real area of disagreement” as 
to whether corporate image ad- 
vertising is more valuable to the 


is pretty conclusive that both 


aside for the other.” 
More than half of those sur- 


as many definitions of corporate 
image as there were respondents. 
Three questions were asked: 


e “Do you agree with this fre- 
quently repeated phrase—‘A fa- 
vorable corporate image is the 
most valuable single product your 
company has to sell?’ Of the re- 
spondents, 37% said yes, 51% said 
no and 12% said perhaps. 

e “Assuming that you could not 
have both, which would you rath- 
er have as a competitive basis for 
doing business, a favorable cor- 
porate image or a product line of 
proven competitive advantage?” 


|Here, 16% favored corporate im- 
|age, 67% voted for product line 


and 16% said, “It depends.” 

e “When designing marketing and 
sales strategy, is maintenance and 
development of corporate image 
a prime concern?” This time 26% 
said yes, 50% said no and 24% 
said, “It depends.” 


2 A Chicago agency president re- 
sponded: “I personally dislike the 
term ‘corporate image.’ I believe 
all advertising should sell and that 
the best corporate image adver- 
tising is advertising that sells 
goods. I abhor the type of adver- 
tising that tells me how big and 
how important a company is.” 

The most important point he 
wanted to emphasize, Mr. Sawyer 
said, was that “a major element 
in any manufacturer’s corporate 
image is the product and what it 
will do for the customer and 
prospect. To think that we can 
put aside the demonstration of 
what a good product or service 
will do for the buyer in favor of 
other elements of the company 
image or reputation is sheer non- 
sense. In my opinion,” he said, 
“that’s a good way to commit 
business suicide.” + 


Financial Admen Elect Page 

New York Financial Advertisers 
Assn. has elected Robertson Page, 
public relations officer of the First 
National City Bank of New York, 
as president, to succeed Kenneth 
C. Brown of the New York Times 
advertising staff. Other new offi- 
cers include George Heyne, South 
Brooklyn Savings Bank, lst vp; 
Charles O. Graf, New York Daily 
News, 2nd vp; Robert J. Stiehl, 
American Bankers Assn., treas- 
urer. 


McKesson Sets Yule Drive 

McKesson & Robbins Inc., New 
York, will use rotogravure color 
in more than 100 newspapers lo- 
cated in 90 markets as the keystone 
of its Merry Christmas Drugstore 
promotion in 1960. B&w half 
pages containing dealer listings 
will be used facing the pre-printed 
color pages. A special animated 
display piece has been prepared 
for store use. 


Alcoa Acquires Cupples 


Aluminum Co. of America, 
Pittsburgh, has acquired Cupples 
Products Corp., St. Louis, which 
is engaged in the manufacture of 
aluminum doors, windows and 
other products. 
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s Who reads 
CHICAGO’S AMERICAN? 


‘ a 


says Maggie Daly 


“,..and Brigid loves it too. Fashion is my world and few 
newspaper people know it as Jean Cameron proves she 
does every day in CHICAGO’S AMERICAN. I wouldn’t 
miss her fascinating comments for the world. 


do,”’ 


“My secret passion, however, is food...and there is just no 
one like Mary Martensen. She can’t be equalled for really 
different recipes that are so easy to prepare—yet so won- 
derful to taste. 


Muguie Dely, promt- “Of course, Brigid is keenly interested in television and 
patent : pong Bann - motion pictures so she is an avid reader of Janet Kern 
mentator an r- e 

- sonality, is aaedoa and Ann Marsters... but, believe me, she wouldn’t miss 
rats etheth,. Sten te ai the Comics either. 
minute adjustments : 
to the costume of her “CHICAGO'S AMERICAN is certainly OUR AMERICAN!” 
equally famous 
daughter, Brigid 
Bazlen, WGN’s “‘Blue ye 
Fairy.’’ if 299¢) 


CHICAGO'S AMERICAN 


‘ 
% | ; 
' 
4 
Se a ; + : : : oar 
es aay 4 * a * = : ed * 4 * < a i 
Oo 1 MMR Sore ee rane 4 c; , cnoe Fa oe > eee . i oe ee ; eo ee i | Sa eees ees Sh ERY 
——— RD OO aaa 0S aed gi a Ce io Z lO Pee edly ae pe eart. ‘a Bh Nt ea 
co ual Cat) a or . ea a é ee ae ll ee “Sen! COR Aa ioc ean eas es ee rere ee, 
Ba Jott d Se . : . a = dae ee Beets 5 ‘s exe Bees Bs ey chi ete re Se . Re em | : 
es oe \ ae ff.) ae CE eet ee 
Sie 5, int a . : os ' Fs are Sete eG | a 2 3 AS hy ata SO Eememed a. Mendis st. =, 
ee ores ae 2 , ea Ri fo Eine Pag ze 4 > f oe es ; * es ee, . 7 or eae 
Bey poe pe oe 4 its ia ie ier { ea € , a ik Re Aor et ere it 
: —_ oe : : : ee die: an Edi eee. mA"  /_ iS 3 # we . te eee a Cae ad) i poe ee 
2 iia romemaesnmees ee 7 oabe. ae es ne et a on Py a Y é a 5 b'yigg SS ' Lepage 4 | iene - 
sae es (Sa = as eee -s sah g Piginey : ce cy a ies, ee J : ai a eas he ie ea aes ile i haa I fo estes ee 
Boe = sje! ae RR a | . ee eee r = sal ih | le a ee am aoe - | aay ss 
ons : ; hs A hei Mince heal ore ; _ : oo rete : : tee | 
ioe wh igs? . a Ee Oe ae ere ie! ne : 6 BET ee es Et pe ies ies 
me <3 ; 4 ™ Apap gia: pc plod , er a des! as 
ny ere “ke in . Te a Aa het ee é * ens cae eee in a | ora 
5 Meee ; a ; es 7 = % y yes . to rd a - Pe Ry Bia lsh ss. Cea. 
Saeaeon ¥ 4 fire) oa SX, * A 2 Ieee Re : ae sai EE es a cu : saa — 
oe o—_ ‘ can Se st SS | 2. We. eat , aie ; 
oe ot - . te Ee EONS —_ Pos. me a ae. sige oF 
am ; et Raa ‘ rm ¢ ee hj vi te a3 ei ; i ; 
oe z <. “ det 4 > & 2 eam ; ) F 
i : oi ’ : 4 % oe ' ” , adi y 5 
’ . a oN é alt. ie 
aoe ' ra $ le f i é ee 4 ot Ge | j mg + tae 
7 % Pee 2° ; BS Fo Teg : i Ray. é i = ye ri < 
Be i) 2 4 2 ee . er * ony es ye 7 rik “s s 
- # i F Fi bs - 8 Ce , ‘i » setae es ree a Nien Sed tees | 
: z le 55 j ‘ ao : am Ps « ee 5 ag ? 4 a ony eta tt Od 
x a. a, 4 ee ; ~ ae : : : : a 
ae F F f ae : . Me Y ap - ‘ 
- ~ A ~~ Pe. . : . 5 % g ee ae 
erg . ay ? “eenle KC = i Te : ‘ 
é F og ; #0 tA a 
ake: F * & : a 44 ee i ieee e 
Re eri 4 “a oF 2 & a |S ad eer 
! me Beta" . Pee a , *: " - 7 i : i 
ee J : ee 2), ae \ : : i 4 eS. ase ee. Pi i ns r : 
i C2, Ae te Sy ‘ Se * 4 w,* ‘ fn Ni Bienes rem 1 
nag een “ - x et ae ‘ ‘ie Bas weee : ie ol ae: , 
' <3 2 é “ gi (ae OA, : ‘ ne ee cee Se. f 
e ne a ¢ oi Za Pe, f , — a ieee Fa ; 
a ee eee one ¢ : a gs V2 7 coe ee ae 
a : eS ile Mek poh sy f : *. Bs ‘ = = i RE es i o. i jaa “brid : ee . pee é } ; Pas: 
s oe. a ie ae * ie Ga SF SS Steen ee eres * Se he pe Ls aie Bs eu weabaemmene - = ' 
= ae bat Sl Aa Ne Se Stal 25 ga ee j Sent ete i > a .. 0 5 E ae, ee pies Fes F é es 
‘ an en Pee RRND we ERO 5 = is eee a Oa Es: é ee Ose ee . er ae : y aes ew, ie ie eee Si ated 
oe ae s : seme (. Be - eer = ‘ ee ; ha eR ete “ aoe” * yf aoe, Speman PT Rees. 
a a ™ ee al re a a  _— ices a # re * prs “iE, ae : si ee ¥ ab a 
a Be ee, re ae ee ee oe " a: : a ae ee a oe ee spe : 
a wn $3 5s rehueee 3 >; ee a 5 3 ag 3 ee | eel, a, peer 
—  ——= ; ores. reer nae vk. a he vgs — ' > £2. 26 x Sr no an pea fous 
“Ta hig if ie oo = roe ee ee woe —- Ff ? « oe Y in i oe bee = 
tee ". * < he a ees Oe ee .. agai ilies —, ; ov : a rs. SR etre Be) le — ads 
a a 4 ale aa ‘a, ee avi oie eS . j = eA a ee PI eee OEE ae a ce 
=a a . Peed rs. se i. n sare a, e a: a h. "var <add ial, re i i oy ee 
a ee em ‘ *, ey ay a : 4 % 
¥ . 5 . pie 8 ¢ : iuti eS Or : } 5 dé ee 2 a ‘ © aie | 
2 Fe Re i ees pees or 2 wt ey ¢ + ee i oa # &s —— ae: re = ae g head ‘ 
* if Pi : 5 Bolg” fe’ ag FO ~~ ee ee ec! a ee pause . . ss ae iY ie or, ee De 1 ae i 
Bares Pee ise * - rs i cd ee. » res 3 z Bes | 5 Ni ab a ue, 5 en pee J 
i , eer Tie i Saget - > , ~ Bey” %  & Seek m arid 4s cea 7 z see 
Sebi foe eo ae mye 3 a cas? th Raa ee » _ “ ee abi a ee oo tee 
ati # ‘ 4 a ee w A spi el ae oon : * a « wet * Pa eA. 5 #e - St Me ee ©] ah Peet er fe x ape. 
meas . | eee er ae apne oO : * fe fe ile eg = heres! 5 Pe ‘or or >) 8 ee Shien eeee a ee ee. 
Seay e ae ie le oa re cg rs im ™ te = Sa ACs ne 4 | eee aie | Jie Ss ee —_ f . eepere a. 
ae : —e, é » ones 5 ae ‘ PR eee |. Be ia ee ae ee _ " o>) re: 
Nate oo = ae ; “ “ oS Sy il F ae te ee 4 Rem nc ac! i ) Ate ee res ‘ 24 St 
ei ‘ x we = La : bey is roe + ee a. qa ee TS SOS en a HSS Gia eae aries, : Re es ee i eee om ae >): kik splice manatee ek, 
a Ray it; ee fa) $2. Ae Soha 6,4 el Sa ; : + Bay oe states > eesti : ; ea ot -" = 
OS 2 4 pe ¢ te a te’ i aterm _ 2 ag Og te “ — a ‘ 4 at ao oo BEN ena a 3 % a y Peart 
= | ir =a ag eae vee earenee a. . . ee, a a eee 8 a os \g ° oe as Hie 2 eet. . bak cuses, 
SS ae ie lw! ER. peer “ oe za Pon ae ene ae Se RE eee , eh oe : sans Ege ap ee 
oS a ie nase aoe bs oS) Se . ‘i hk. Phe Se eee ae ae Seria ee ee : Bee 
.. |, ae ee. ae aes oe re ~ nih ge 3 ar ee He ra . fares 
a a ae ee ae Ree © he oe a a te re * oa me —— Se Bo ne eS i nee 
Paes, Saree a A. eet ea sit Re he Stages iw " om fi ‘ oeay be : % he eee Ps 4 as ta < 
Bile) 2 aa". Shae Pie yee . Bae 43 Fei oles tical . . agit pases F ce ‘ | 5 my, 
ye enn jt Sen ee ieee * “opel Sg ae 7 : eS ok age Olle gp: oe cas RE er EE ; oe 
ee a ‘ ch | geile =. - ie . » xe EN ees ee ee : eee ee Me te ge OE a ed eee ' hala: 
os Sah —e ae ‘dea 8 es a esahoek: ‘aa ti ‘i pee be eos: eo eis a ie “5 coon o ae ja Stine) a ea pg genes a rarer 
ee s % ‘ Taig Spee Scions sa ; : = 3 Fa Prine at a * Sey Po ait Lie el ee Sp Sees - 0k Pink ea a a es ge ig Be 
inca a i . : Me ; Sate te ors os . Pisa! Bee - <t3 s yo Baas Se OS Bes See ies eee i ri ecege pss Me oe = pier | ie 
ae % eee ee i aie : ae oe — | oo Pies 7! Oe Dee i PO ye nea ce es) me | ee 
eee 2 . ae Bar PR a Ss x4 Se : } ad: 4 oe s Pao . ee os eee as Pepe iin eer SEE ares, | _ ian 
eel ; 2 ene oes i ge —. oe . eat ; ee: “ Soa St; Bee J eee: BPP i ERR SAR ea a 7 ae 
* oak - i er we Bhs) ate a. ~ * “ ee ; 3 : oc Milk Caen Bi Seegee : =p ee ae ee ae eee te a Ree or J iy es: e ai ee 
tees B Snee sail pare E : 3 a , whee Son sa ee ea) Bes 4 : es oa es Saga” Sec. swan ee Raa ai er Pee ke 
coe Sc 6g * - ee . TR + . . . oF eS * CF a mens Sf Bee : + oa ew. ws ye mi . a wine 9 pe 
a : Ss be » Z + thy ee Fa —*  . - me eee ae iy 5g Bo : peewee aa Mer mere Be F ae 
we ig < i - ee E 3 sid aX <7? ~« ‘ x a, Poh bay : Mitncan eee r a e ont Ripa ae 
c ie i = Sis hee ‘ oo 7 co - ae ar < ae ile ; a emer i 4 rue i an cu! 
| aa. = Ree ea ee “ ; oe 
- c F ae ee fe nae 2: eel raya ae — —w & “SS ey ae sf vee Gmail Slee ; % ms a ions: 
Set . ee oe oo a ca eae eS wee eo. >, ae “ae esi 
eh) ee er nee Bnet mia wi seh ft ee ~~ a a A ae Bete rs es eee ayes ie 2 : Asaske 
si ‘ = — ene ae eo sigae*s ak atte a ¢ <5 We = “4 © an * ae 3 S - eae? 2 Co eee iat Aa i re aS oo Tiere. Kt i tet a Bie 
‘* « a Sen ke pee RIO aC ac tee 6a og ee ‘. . , re 
6 OR A 8 OR ae at Dae I ; be . 
ae4 | spas 
Rae ee ie ee 
fete ee 
Jane Bee 
es cr ia luce 
al fe ee 
; sai aie. ee 
sg Ais ES ee * pees 3 
Bo ee are esd 
fue he ip at yt sg . j papel 
cee Ric ht A throes aaa F fae 
e 2 oh a _ “ = sania me eo ‘ ae 
© : ale mt 
fan ae rer 
5 : may e x 7 
ee ; : ae 6 eee 
Re eC nn eS 
oe re ee. ey eae es oe 
ce ' 
Sai i] *s, ve 
oi i 
pi { S P 
pas ‘- " 
cea { & 
5 | 
ue 
= 
aly 
re 
; : 
: i ; 
° 
Vv 4 xe 
is, 
? 
.& 
shes a 
enable 4h * 
ae iS. 
+ Nea Fe 
ee if 
ont i 
ia 7 
: 
¢ 
: : aes it Se : , 


" ee e 3 cS =: =e /) ee i. ee « $ ‘ Ee me > 
; 2 Se eS , a BO — _ - ‘ aig 
Fo ae x4 a4 atic ae ~— oe : ‘a a 
+ ~~ 4) = tis a sh has wane = 
re : Y a ee en ws % ; 
} ia - 
- Se dG days PS r, 
: te a 
3 Me % k ‘ PS 
: : wile : 
: aes ae i - a 
Pose a ie Z ye ae "e 
4 “ es See 2 3 _ 
: Be ae ie Ghee .— ‘ es 
y : 5 33 Freeh : p.m eh en te Si Ve ae * 
= eee iy anion bs allt ? -. A; 
SO reliel ey : ; re fo a es Sr ak a ae —— ve 
eee Be ae se — gS eee + ee eis ae ; ae: 
: Peer et : as Se ces a . Ge oe =o. os rs 1 Bs eae aly Pa pee: 
: <a ieee cee ; ee aS vy ia ae re te 2. i eta 
= 5 ee, ay ana iG hee’ s Aes Seer ti Sit! Sk aa oe ne 4 = . E ne eee 
; cee : wat ise Foes Ey S60 en " et hia)  — = ee a ape Re sah meh 
Bi ee Bry are ee ee i ee ae ed oe | Bee eS Pons, wee a <r oi 
aan aS pet my i te ee eo ? es. eer Leas et aie Se a : ee ee ee ae 
prrn i ee : eee Reon. ae aaa: ‘or ait sabeeears eos ee a a at ee “glee <a a a ae 
ree one BA CE age eee fe ee eis ee OS eo - ees 
aoe uae = RR eg a es a oe m he oe emt ae eee ee ee ee ee 1 a Sa ee a 
Be eee ee ee ee eae ee eee ll Bae 
heath ee ee a pee, Scaled ee mee f a Po SRL ES ob Sa Sa SR eae bc ae ie he oe 
ag Be uieees Ng oc ER tll aa oo anes pt ee a ie teen et ee RE a "oe a. 9 ca 
ss Ree ein at. a Le ot eats, Edel i er = Tie eee eae ae ae rn ee ny yee ee Bo — p A ee 
Se ot fis Nees eaeeg . a pee, eS Gs ah i eR ec VE MONS SA AM eg os ia, ao, eee ‘le Se 
‘a Salers: Pini ap. ta oA, oy ee . Cake, Seat ye er ea — Pines SAN a mentee ~ cS ee eae te, i ae ee ls ——— 
a ae fh spin at oe x ‘ Se — ONG a Sesto vee emi re ta er En ser 5 ior ifs Sek oe ceneetes oe ‘gests . ae te: et 
: ae ae a oe Pe a eS 72S Sea cate ace 5 S: : ; ont 5 = = Ga oe a Rg ae 
ak ane etn eS er Cie ORES, Cee. eg ee wen! he on OG Tactile ae at ER em igs Mee 
eke = 903 ek ae SREAt ee Sees ; es re voeranie pa ae : , ss see et SE eae yo eles tks ie a age é iz = 1 
—— ‘ Pea) Sed Li memes vine een Kee at. Bi ee ieee | $5) ; ¥ ae an 5c pre ? r [ee 
ie : OM ' Bem ins ome Chee a age ieee ees ao eee, |). re hese cei ees a ae see 
oP Bey Sy 2 es ENS, Faia umn eS é cold : " en Nee eee = 2" Ci ee ee. oe sa “ae ee 
ae fa eee ee a i Me eri a Sipe ee sf oS foe ae re ee: 
5 raat ee yee a i nas es oo Sebi Taig: ade ho Ae oe, + a 
“ae si ots ; ES eee Saas! Bees — ere ee ee SS a 
el aes: 7c eae ‘ eg Se a Se ay a ‘5. pe ae 
: . : : Ee ee mere a Sagara 
% z a : a if 
% m, Bes nih at or ee: 
eet * eae ae co ones t 
’ ee es ee : > ae : 
A, a s f= 3 xt j gc Somer Fe ; oS age a es 
; ? find 07 Ace i : a 9 eae oy ee sue Aris he Pe nee Sos ies 
; ua? A : soa me a f Se : 
“a eer : » et 
; i a i oa 
ji : i % ; 
* “ as : ; 
ee 4 Pe a 2) oom ve. a oh zt ae . ‘ Sg : 
é # re tipi s ee ie Pe a: ~ eS par 4 
‘ ; - : Se piet ad . "eer ore =P e 
oe rey WEE Gees” ; * oe iu - oie . oie 
i - at ; : ae pn 2 eel ee 4, ts, 7 — ae ee 
: : " . Aieiae: 5 ‘ : al. 4 . ee - _ yo Sg ee ey 
: ay " Bot Se ed #By ae = ee — pee 
a E J et ie ee ent oes i re * . a + <> ee x Sa ey. ke 
‘i a : rs a ot oe “litt iy =e et > a is ce, ee = . Re) ee ie ale » ad 
a. , ees. > eae Pe! Bc “i Rat.) ‘ + : ae Be So - ‘ ‘eee © : i & 4 -* Va, Ay Be ake i. 
ba ; ; ‘ ‘ a es ; : . ce ie oe he 
= " vf , a. ss wits Me oe : eS ta eS San ae 
3S reve = ie > ‘  — a ee i: * ae 
ae he Pipe a " 3 Se 4 : * = 3 eo . te Ly — Bo ia 
7 : al oe ee " be . a tg “es ee +t. 7.ks maces 
a as ae Sh — a ; ie. : Spgs —— ee Re ae oe De eS he aes aa ht 
= : ey a <a OF: 5 on, Rete 4 a Pg Pin ee at : - eT ee bi .* * (e3 . > =, + cae! 
ees — ios aed oh ie cts Bate oe — 3 >>. < eo 4 * .- 
rs z ¥ s + . a +3 > =e . 
* a as i. 2 ; —~. * 
: ; y *: ~S 4 Cy oa 3 : 2S Seon “4:5 
; a eS a i walt : aa i a : ae ee ek ee : 
ages laa ‘\ — = Be. wl ‘oa % : 4 oa ¥ |e eine eae Si & 2 ¢ -. & $ a5 
y ee re a ; a no ; ies ff? ra 4 es se . ‘ age 0 ee eee ee % — 
3 ral gare aa | re 3 — 2 . Peaats bat peta ee. 
aati eon < na . 1 F * é ae 4 ae Wee a: z ft 3 < ie a = — a se ore 
ee PS ae = « ae " Weed as ie ee . : J - es i © £24, +9. +3 a aa 
es —- oe ee Pelt re) ae a ms am Se : gee. é Wee ct ee ty <a Te 
eee ne * im Bs. a x i 9 ae oy x ak . a d ae is nt i RS Se ew ar op ea a & ‘ ke 7 + ae 
a wert : EA Se SS tai OS y ath b oe eS , —— pee Be % ee eS. ie re eee awe 3 & we 3 4 —a- 
pee a a eam Sd Gigs a ee, ee “s : Pec Ps ; oe ae SS ee 
Be 5 Sater a= > 4 Se ; = Ya Os " ; peck s ar a & 3 ee ° ie c 
ee. ee. ‘ ; ee keys a " i ee ce “f " _ i ee By eee oe on ne bay tor oe we <3 Re sey 
ap aga ic | r ees gic ae me nigh. ame a . ;_ a he. fies poo eae 2.43, +. >; ia 
‘ 3 4 of BS. Z . 6 red Whig nn * a ae ¥ ‘ 2 ae ; he & * - be 7 se ae 
; an ‘ se 3 ae Pas. ™ Chime _ a Sie, ee 2 ie ae <% as 
4 bale a ie ; + tae _— Wins, %e oe fag pea pe pera = ae es Ss 4-4 ry i as Sys 
3 ‘ 4 i cute 4 > Fs; . . ie agg oi eee ae oe a a > Bae fey 
FS be “ae . S & - <o . tee, ‘i age ee oe = a ge ie a pee rae ee a ; [ue 4 a a & oa meee 
ag ZA ( et eis a ae ‘ Mig Ls en a a ages Seng ath os eras tt Ps Sele eee 
P : ; es eee . a ; ~~ ue i ee, Se ee eee og ae ; beady Bees ea 
: : ae ta : s , a Mg. Be e.. a na 2 F i, =e = tigen coerce 
au és avers 4 = r Ca Ste ee tomy, x oi . £ Ce oe ig P:. "a , = \ Ba oH 2 ae a ce ee ee eee" 4  -» -_ a 
val a. a oo eee a a 4 ee a Oe, ee a % reg tic Press ee... ~ ae 
7 Rees: P ae we s bn aoe eer CS es = eg ee = 1 iC f aay yt & Se ig ES Ee es . E Pe oh, a7 =. ee Ga oe = Peay E apes eos “ea ee ay 
as es ee a * — Fk — a dn Sa 0S ee a ae eae ae as io: i Be ee. SS et 
oan Sy aie ‘ . i aes ae og Jf ae es ee ‘ * ote Se fecha \ .. Sa 
me ape on | —————— BRE 5s. coe be ee 
a. ree iy ees “ Poe 3 ae ay ia4 eas (ee a ae 9 - . SEE 
; E : : eo ee pts ea * a Pe ae, ‘ : ee eae 
ee f Boe) _ ey 4 ¢ «¥ ENE A Bee tee oe! See 
: # 4 Je i ; , . be af Ce ee Pet ~ ODE ase cee) 
: Fay ia. ae r : pa : Pe Li, ee ‘Si : Sie hss F a) 
i. fy : ‘ eee : ma. % ee 4 F ; oe es a soe ; ree 
5 3 pegs “ee ae ee im : * : . ee “eas so ieee Tee 
= ae er A i re 5s ‘ re ae Seca \ oh ee : @ ‘<< ae z ae eS “ ‘ae : : a a Sar 
eet pitas es. ote Rg } fe a: hee ete eed ele ee o a 4 ; * ‘ ss ; S ad ane é oe Berner abi 17m ‘ é ‘ aed 
’ a ey fess * a : 3 3 a 2B ag : sé ere 
‘ = Verne at ie * see? ‘ is : 
ae ag . i 4 nd é e.. 
a et] eee » a sil Br a ie 
‘ : Se _ . as : i Pe es ; ™ . = Fe 
; oo oe % : ’ fm ‘ a a eee one oe 
met : ‘ i a , " be oe *.@ co ee: ode : nels ; SS ‘ epee b ied: cir Te ey ease 
Ao ie . ° +e ae % . Meo “ae “i pS ae ae .. a Spas Bis, os tinny eat big a See 
= a Sere Pie : ee eee , ae - es, ; ee eee a Re —— =" ee ee. yee ee ea 
ia. ee Ago eee ea tid vise Sa Oe a sage 2 ane % me ee ‘a a apie eae es i tad are os Fa -  S a ee it bse ° (Sa 
"i abe See ike ee rae LS eee ee, * “ ‘ See ee a ¥ &. a oc” Fe ae es, eae, iy Pea iy |. Pe 7 ee pean ee as 
cA a a 3. a ae 3 See ap ae at fees i! a 5 a es “ Hi bo aes ate re ae ar Be 4 Biase Pa DAR es 
SS eater erie Vr ees ‘ ae oes 2 lari ' OSlige “= Peo eae ~ lt tae ie = eo geile Beer 
Loar oe a RET cle : se ? ‘ ae oe é ‘ : — ag = ie as hee 
eens eee : aoa Re 8 a : ! " ‘ ; cl wt “s 5 TES ’ me 8g ae — 3, ae a eet) ipa eo 
Se a ee es ee 1 i — 4 ee “ a oe er oe .- ee a 
einer t - SS ie ae iciciea ae 3 a ga fi Png a ae Me ~ a - ™ r PS ees ni vy 2 ors eet. ~ 
i 9 ere AR ihc ae a ie Le acids oe CCS es oe 7 ee ’ a Se a eer ce ok e ae > hte “ee gktaes: ae ecard if tke 
ee ee ae SO EE i. age ee Pes ee wae 4 . aie . Bh aag a aes Cie ee 
1 So a ae ae ES aS ee tee a. & a : oe. wie ar Pie A beprey 
‘sae es : ae ree eS ; : ee eS see ee 4 oo cee = Pos Pins oe ieee 
eS Cg es ee a ~ Beir y ek ae a. oh gat x . ge eo 
eet eer ae Se ee g o Ls oe Se ee ae r ie 7 4 ote ala an ee ee a lg ici a a eae oa 
oe} a om fr P SS Es es : a 2 + ge pee eae = a) 
teri e sé ore = es ‘ *, + 3 i. Sai ce ngiets 
fee FY ae. ei — FF ‘*/ ie Bex. 
Se ; aL eH . \ yer 2 wt: ae pote > : te a) Cao 
po E eee : re ae is eo ears 2 acts. ey : ™ ite a a ? aie ae 
pave: cree: ly P ; 2) a ete ed ES =a . a " > a ie aa eet ‘ ene 
| ae ain? acc- te ech ee e } . a we Pin, 2852 ‘ Ser an a 
oe . a Pa ee ere 4 TR Thai i ee cee oe i. a ie SS ee ba aie ei. | 
pie 4 ate : se Or Pe as : AT aye OT Se tei 2 ae ‘ + ee Lie pare een ee pera: 
ee : er a Me ee, aaa A sepa ea en Sk ae . ae + Zs Bee 
ae Siping 8S ae. : ‘ Peer . on = ae ae x ee ee ae ; Ee EP: 
a ii: ae SI ee ee gee = Seal med ee oe ae 
ean ae 5, eae ote: Dn ae te 2 2 # * 2 a ie F ae ‘ oe fe Ae eee = sr Oa 
ce ae pase ay viper % eee a oa oe ae : oe a we 3 ‘ pak ome a ee ee 
aa AG BG) ae Be se 7 . et af oS Pete 
= : ape ee é j ft tu * es > e ‘ : As ; : ae 
fies : care. 2 ‘ ya = ae ba P Pe eee “ee soe, 
7 c Re ie Bee a % . ear fe 
oe : ey ; ; : wre > ‘ af et é Rs z Bie. 
ete i z oe a : é ‘ Bitte “7 * e ag ‘ Pos ‘ a a 
Sr Day Se opener ee ythiets Be x g age es ee 2: ¢ . 3 e. ie 77% 
es ee 9 ae ale ey Scale e es vi su ‘ a ; oes rene oe : 0 Be ‘ i be oe — < 58 
ee, a als eg es "Da ye,” Ss rs Ea he . ot sag : we 3 ; -. ae = 
oe Ds eae oe a ae slits dhl ¥. eo ot ade. a a . 
ee Pees ee ee ae id — ‘ : - ; < ie Pees < ; 
Ser. < 4 aac aete ea Re ee se ee oes a a > ee ‘ Sai e 7 
ee by an ee eh i “< & EE RE ME te os <* ports ES a5 
aie ty a ae ee Teo a Se Rat) ise 0 as F SPs ae ee ee ee ge a i . — ate ao 
“Si sann ror OS EGR Oe ot SO * > nade ek pee eae Wiese, Fe i ; ¢ oe ge ak Y 
Sai Paiclel ae ae eam nee hat re eae 7 ' a gee Beep x a... a. Pee 4: x 
2 Eee ie ta Ane teeta” aca eee ae tesa Te ee ; , Ps ‘ Boe as he 
a Sra ie ave te , oes ae ee (a. oo ‘+ J Aa EES ie 
pe: is pene, Bie een tae ali ee Bes a *% e235 ie ‘ E ee eae i, 
es ae Tae Be ies Fy # = a * gg ga ¢ us ¥ gee - 
oe ae ae ee ~ ty a - es ea . 
Co eye ms) bee ¥ *.* & a ee 2 
SS re eis te eS = — le 
: ge Se eee me. . t ; i  & s og es aaa ‘ 5. 
ate ae ie ; a ee : a 
s eee em et bes! 5 ; F Se . 
| CC Ee 2 | 
: er tel po Peek Paty. oes. hd oe 3 Pd — al ee 5 P > ee re ae a 
; : Beer og no firs, * . Hs - 3 se : ov | et ne ss ' 
. We DL, Tea eg Yat : cd ae * ait oe gos * ee. sad ‘aaa See jate 
eg Ee ‘ Z —— ee er : me aes ap es 
Z er aca ae Kes Die 4 ce Pr 4 * eee Tas i et 3) - BS Sig Bb ete 
al Be es Pe ina Deg no ee eel ee 2 « Pe €& op eq & CU ; oa id . Ch tee 
: NE . ie Bey lt é See 
Sas Tie eee Tae ee z ; sae a oe ge a | 2 eae: 
Pian Nels 8S = Fla ie, Hee ee a . os cae > ae Scales a =a Sore 
ON See ate ele agree Sg | iat 3 / — eS ile ia” a ooo 4 : 
i oar ies, ——lrtt— — Piucixk & Pos 
: mw = eee oe ee Rt ae on gers at ee en lh ESS a lll te Eres 
oo Ss F re eg a j 4 ‘ nee 
: He I Fe ee ee ee |S eer 3 "By ce es 
Pe i cee en 5 a at ee _ 5 a i 
2s Soop teeny ee te ae 5 a : > 
Cee ca ee ee, tet eee ee a ge ie ell al 7 ain a 
hour gies, ba ee ee . i ee 
. pears pete i eke 0 Gn rae ie gS nie? es gee eran sa ae eta iM * er? re ie aamet ns A 
is ie each) a res ts eg ee et MS, Sas P Be aad cera iat 
aes bs “ ge F : 4 oe hs pee: “het ae 
: 2 : eet oe * 4 "4 alle : 
Tt MR Ss ee RSE R ao = 


Se Lea oS, ae 
pemremarmmm sacra ey: 


DAY IN The 
MORNING 


All Fall, sold-out signs Were 
going up for the astonishing 
morning lineup on CBS Rada 


Now see what we’ve done, Eau 
provide advertisers with am 
exciting new sales opportumie 
ity, and to make the MOrmEgS 
stronger yet, we’re bringiiiaaas 


BING CROSBY ANI 
ROSEMARY CLOGI 


starting February 290Rs 


It’s twenty engaging minutes 
of songs and conversati————— 
comedy by a pair WhOssENEEEEEEEE 
say, need no introgugiaaas 
And it comes as the Gna 
the cake. Here’s the Sian 
touch in a morning S@Guneaaaae 
which also (“also”) iGiiiaem 
Arthur Godfrey, Art Diieues 
ter and Garry Moore, i 
through Friday. 


Quitean invitation tolisteaaa 


Quite a place to tell your story 
—or have Crosby, Clooney and 
Company tell it for you—on the 


B CBSRADIO 
s NETWORK! 5 
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CRITICAL READERS 
e euk oS VIEWERS 
nie a personnel Rng ne nen 
LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 4 
PLAGIARISM. de 
BEFORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas City, Mo. 
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‘\at Grey Advertising, New York. 


Grey Elects Three New VPs 
Alvin A. Achenbaum, director of 
research, and Robert S. Zimmern 
and Aldon H. Sulger, account su- 
pervisors, have been elected vps 


J. Gordon Hamilton, formerly sales 
manager of New England Bakeries, 
has joined Grey as a merchandis- 
ing account executive. 


Parker Names Schoenmeyer 
Howard N. Schoenmeyer has 
been appointed art director for 


Parker Advertising Co., Dayton. 


Prior to joining Parker, Mr. 
Schoenmeyer was art director with 
Kircher, Helton & Collett, Dayton. 


Withington to Gilbert 

Edwin H. Withington, formerly 
advertising production manager of 
International Silver Co., has joined 
A. C. Gilbert Co., New Haven, as 
advertising manager. 


Magazine Reps Name Davis 
Donald B. Davis of Redbook’s 
ad staff has been elected president 
of the New York State Consumer 
Magazine Representatives Club. 


7 
SMS At x. 0 j 
ry * - oo 3 


Amon G. Carter, Jr., Pres. & Nat'l Advertising Director 
Ralph D. Ray, Nat'l Advertising Manager 


LARGEST COMBINED DAILY CIRCULATION 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


Metropolitan. 
Fort Worth 


IS 


‘Everything is z-0-o-m-i-n-g skyward in 
the Fort Worth Metropolitan Area. Popu- 
lation now 618,000. Effective Buying In- 
come now $1,093,684,000. Total Retail 


the 


First 


| 2 
aay : er 
vex en ce aaa 


*. 


Sales now $715,707,000 .. . 
mates of Fort Worth’s population growth 


TAR-TELEGE 


and esti- 


indicate an increase of 43% between 
1957 and 1975. The rich Fort Worth 
Metropolitan Area is covered thoroughly 
everyday by only ONE newspaper. ... 


FoRT WORTH 
STAR- TELEGRAM 


. with 86.5% daily coverage of Fort 
Worth homes and 66.7% on Sunday, 
plus a bonus coverage of 99 rich coun- 
ties in thriving West Texas. 


Shown here is the 
new 10 million dollar, 
ultra-modern, 18-story 


National Bank 


building in Fort Worth, 
scheduled for 


completion early 


in 1961, 


# 


IN TEXAS 


Ship Men's Ads 
Wax Lyrical on 
Joys of Voyage 


Trans Atlantic Group 
Shifts Emphasis from 
Dailies to Magazines 


New York, Feb. 2—Trans At- 
lantic Passenger Steamship Con- 
ference is switching from news- 
papers to magazines in its new 
consumer campaign, breaking in 
mid-February. 

For the past two years Trans 
Atlantic’s advertising has consisted 
of 200-line insertions in 56 news- 
papers in 42 U.S. and Canadian 
cities. The new schedule calls for 
a series of color pages in nine mag- 
azines: Atlantic, Esquire, Harper’s 
Magazine, Holiday, Maclean’s Mag- 
azine, Saturday Review, The New 
Yorker, and the U.S. and Canadian 
editions of Time. 

“The very nature of the cam- 
paign dictated the medium of mag- 
azines,”’ ADVERTISING AGE was told 
by the agency, Ellington & Co. 
The new campaign is planned to 
sell “the emotional experience of 
a voyage to Europe via transatlan- 
tic luxury liner.” For example, the 
opening ad, resembling an editorial 
page, shows a sunset at sea. Sur- 
printed is the campaign theme, “To 
Europe with love.” 


a Copy is “romantically slanted,” 
beginning: “When the sun goes 
down at sea, the world holds its 
breath a moment. Your heart 
quickens as you watch the waters 
ignite, then breathlessly see the 
fiery color extinguish itself, softly 
slipping your world-at-sea into 
gentle darkness. What was your 
day like, on your ship?” 
Nowhere on the page is the name 
of the advertiser. Facing the page, 
however, is a b&w column of fac- 
tual copy offering 10% round trip 
fare reductions during thrift sea- 
sons. # 


Bissell Boosts Prince 


Robert A. Prince, formerly a 
sales analyst, has been named ad- 


Advertising Age, February 8, 1960 


To 


Europe = boas oe 
With 


Love 


MEDIA SWITCH—Trans Atlantic Pas- 
senger Steamship Conference 
switches from newspapers to mag- 
azines with this color page break- 
ing in the March Esquire and Holi- 
day, the first of a new campaign. 


Contest for Western 
Publications Revived 

The ninth awards of merit con- 
test for outstanding western busi- 
ness publications has been revived 
this year by the Western Society 
of Business Publications. The 1960 
contest will give recognition to 
editors, publishers and trade mag- 
azine staffs in the 11 western 
states, Hawaii and Alaska who 
have produced outstanding issues 
and special articles during 1959. 


‘Forbes’ Boosts Three 

Dan Humphrey, manager of the 
Cleveland office of Forbes, has 
been named midwestern manager 
in charge of both Chicago and 
Cleveland offices. At the same 
time Clarke Williams will become 
resident manager in Cleveland, 
while Ken Nicklas becomes resi- 
dent manager in Chicago, succeed- 
ing Arthur Carwardine, who has 
resigned. 


Augustine Joins Agency 
Raymond O. Augustine, former- 
ly ad manager for Mallory-Sharon 
Metals Corp., Niles, O., has been 
appointed space buyer for Gris- 
wold-Eshleman Co., Cleveland. 


Chilton to Sussman & Sugar 
The book division of Chilton Co., 

Philadelphia, has appointed Suss- 

man & Sugar, New York, to han- 


ministrative assistant-marketing, 
for Bissell Inc., Grand Rapids, 
Mich. 


dle its advertising. 


IN MASON CITY, 
| MARION, 
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THE PLACE TO BE 


KGLO-TV 


e FIRST IN COVERAGE!* 


e TOPS IN PROGRAMMING, 
AND RATINGS!** 


(Of course) 


e LOWEST COST PER 
THOUSAND! 


*NCS #3 


KGLO-TV 


MASON CITY, IOWA 
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See Branham Co. 
National Representatives 
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International 
Harvester 
Trucks 


Air 


Express 


Association 
of American 
Railroads 


Greyhound 
Package 
Express 
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To get more corporate executives... 
without the corporation wives. Adver- 
tising costs being what they are today, it’s a 
highly expensive luxury for business adver- 
tisers to use magazines which have an 
equal appeal for executives’ wives. Few of 
them will buy trucks. Or business ma- 
chines, or business insurance. 

That’s why a growing number of adver- 
tisers are turning to NATION’S BUSINESS. 
Practically all of its 750,000 subscribers are 


ge eee 


Beech 
Aircraft 


American 
Motors 


American 
Trucking 
Association 


businessmen. Twenty-three thousand are 
executives in 499 of the top 500 industrial 
corporations. The rest manage some 500,000 
other companies that also are large-scale 
users of trucks and transportation services. 
These customers can’t be reached by adver- 
tising in any other management magazine 
—none has enough circulation. 

With NATION’s BUSINESS, you tell your 
story out in the territories where your sales- 
men and distributors are working. And you 


National 
Truck 
Leasing 


Chevrolet 


Trucks 


Baltimore 


& Ohio 


Why are so many informed advertisers NOW using Nation’s Business 


get direct sales action: leads to follow up— 
many of them medium-sized prospects your 
salesmen seldom have time to call on. 
So... if you want to move deep into the 
nation’s business where there’s plenty of 
new business—and added business—to be 


had (and do it economically without paying for 


a lot of ‘‘non-working’’ circulation), NATION’S 
BUSINESS is the magazine to carry your 
advertising. More and more informed ad- 
vertisers are using it. 


YOU USE NATION’S BUSINESS ...TO SELL MORE OF THE NATION’S BUSINESS 


ADVERTISING HEADQUARTERS, 711 THIRD AVENUB, NEW YORK 17, N. Y. 


Eastern 
Express. Inc. 
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Schaefer Shifts 
Beer Ad Stress 
Into Radio-TV 


New York, Feb. 2—“Whaddya 
hear in the best of circles?” For 
one thing, you’ll be hearing more 
about Schaefer beer, as the brewer 
channels most of its newspaper 
money into broadcast advertising. 

Schaefer, which has used a com- 
bination of print and radio-tv in 
the past, now will concentrate on 
the latter in order to increase its 
frequency, John Nemesh, adver- 
tising manager of the brewery, told 
ADVERTISING AGE. The brewer has 
found that air media do an effec- 
tive job of selling the product, he 
added. 

The company carried ads in 
about 100 newspapers in its 13- 
state northeastern marketing area 
in 1959. This year Schaefer intends 
to use the medium only in the 
New York metropolitan area, with | 
a minimum of 26 color insertions | 
in the Sunday supplements of the | 
New York News and the Newark | 
Sunday News. 

Another change in the brewer’s 
advertising efforts will be a shift 
from local tv program sponsorship 
to spot tv announcements, in a 
further effort to gain greater fre- 
quency. 


=e “We have never used announce- | 
ments to any degree outside of | 
New York,” Mr. Nemesh said, “but | 
as soon as our contracts run out on | 
sport shows and syndicated series | 
in those areas, we will convert to 
spots.” 

The brewer is running spots on 
approximately 125 am. stations, 
with schedules varying from about 
15 to 70 announcements per week. 
The radio ads for the newest wave 
of the continuing campaign are ex- 
pected to start in most markets by 
mid-February, except in the sum- 
mer resort region, where they will 
be delayed until late May or June. 
Tv spots will be run on about 10 
stations, with greatly varying fre- 
quencies. 


= A new series of 10-second, 20- 
second and minute announcements 
is being scheduled, built around 
the brewer’s established theme, 
“Whaddya hear in the best of cir- 
cles?” 

In New York, Schaefer will con- 
tinue to back local programs, with 
a schedule of professional hockey, 
pro basketball and thoroughbred 
racing live shows running through 
March 19. 

Agency for the Brewer is Bat- 
ten, Barton, Durstine & Osborn. # 


Sanders to Fensholt 

Monte J. Sanders has joined the 
Fensholt Advertising Agency, Chi- 
cago, as vp. Mr. Sanders has served 
as vp in charge of account serv- 
ices, Klau-Van Pietersom-Dunlap. 
Milwaukee, for the past six years. 
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Prestige Group Boosts Rate 

The Prestige Group of Select 
Circulation Magazines, national 
representative for regional society 
magazines, has added six publica- 
tions to its list, increasing circula- 
tion to 186,000 in 14 markets. 
Added were The Register, Baton 
Rouge, La.; Independent, Kansas 
City; Let’s See, Milwaukee; and 
the Madison, Wis., Minneapolis and 
St. Paul editions of Select. Ad 
rates have been increased from 


$3,450 to $6,209 per b&w page. 


Terry Marks First Birthday 
Terry, Gray-Schwartz & Harris, 
Chicago, celebrated its first anni- 
versary with the announcement 
that the agency currently is billing 
$1,000,000. Ron Terry, president, 
former radio-tv performer, started 
the agency last year with several 
retail accounts and a staff of four. 
The agency now has 32 local, na- 
tional, industrial and regional ac- 


counts, and its staff has increased 
to 18. 


Movie Attendance Rises 

Nearly 2,500,000 more Ameri- 
cans went to the movies during 
an average week in 1959 than in 
1958, according to the Theatre- 
screen Advertising Bureau. Aver- 
age weekly total attendance in 
1959 for both conventional and 
drive-in theaters was 41,954,000, 
compared to 39,621,000 in 1958. 


Advertising Age, February 8, 1960 


Walker Offers Big Board 

Walker & Co., Detroit, has in- 
troduced a 16 x 50’ salesboard, 
called “the big one.” It is available 
in four, six or eight-month show- 
ings. 


Bloch Adds Vita Cee, Osage 

Vita Cee Co., producer of fruit 
juice drinks, and Osage Charcoal & 
Chemical Co., both St. Louis, have 
named H. George Bloch Inc., St. 
Louis, as their agency. 


says RICHARD W. SMITH 
Director of Advertising 
American Air Filter Company, Inc. 


“Through the years, Industrial Marketing has done an outstanding 
job in establishing the ‘ground rules’ for a close working 
relationship between management, sales and advertising. As a 
result, IM is read and accepted at all levels of our organization.” 


Mr. Smith’s record in advertising dates back to 1928, and includes both 
advertiser and agency experience. With the exception of the World War II 
period, during which he attained the rank of captain in the Corps of 
Engineers, he spent the years between 1935 and 1955 as an account 
executive—first for The Griswold-Eshleman Co. in Cleveland, and later 
for Doe-Anderson Advertising Agency in Louisville. Mr. Smith joined 

the American Air Filter Company as director of advertising four 

years ago. He guides an advertising program which, in 1958, 

earmarked $220,000 for space in business publications. 


says RICHARD C. CARR 


Manager, Advertising and Sales Promotion 
Chemicals Division, 


Olin Mathieson Chemical Corporation 


“Reading Industrial Marketing is so worthwhile that I have 

two subscriptions—one at home and one at the office. Of course, 
the office copy is routed to all members of the department. It seems 
that every issue of IM has something we can put to immediate use.” 


Although his academic major was in chemical engineering (B.S., Yale), 
Mr. Carr has devoted his professional career to advertising and related areas, 
Before coming to the Mathieson Chemical Corp. in Baltimore in 1953 

(the year before it merged with Olin Industries to form Olin Mathieson 
Chemical Corp.), he had done agency work and had held such advertiser 
posts as manager of general advertising for Westinghouse and 

assistant director of public relations for Koppers. The Chemicals Division of 
Olin Mathieson, which Mr. Carr serves as manager of advertising and 
sales promotion, markets a wide variety of products from bulk 

chemicals to specialties, and chalks up a sales volume of over $125,000,000. 
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Atlantic TV Reorganized 


Robert Savini 


| Advertising Age, February 8, 1960 


Atlantic Television, New York, 
v film distributing company, has 
been purchased from the estate of 
by Franklin F. 
Bruder, who is also exec vp and 
reasurer of City Stores Mercan- 
ile Co. Mr. Bruder will serve as 
ichairman of the board and Alfred 
Hi. Morton, formerly a tv-radio 
station management consultant, 
as been named president. James 
VV. McNamara, previously assistant 


general manager, at WALA-TV, 
Mobile, Ala., has been named At- 
lantic’s general sales manager (AA, 
Feb. 1). 


Ford Motor Names Dykeman 
to Replace W. D. Kennedy 
Ford Motor Co., Detroit, has 
appointed C. H. Dykeman publica- 
tions manager and editor of the 
“Ford Times,” succeeding W. D. 
Kennedy, who retired recently. 
Mr. Dykeman joined Ford in 1947 


as managing editor of the “Ford 
Times” and in 1948 began publica- 
tion of the “Ford Dealer.” J. L. 
Naylon will succeed Mr. Dykeman 
as manager of the dealer publica- 
tions department and Walter 
Murphy has been appointed man- 
ager of the newly organized pro- 
gram development department. 


Silver-Kay to Launch Push 


Silver-Kay Corp., Manchester, 
N. H., subsidiary of Cott Bottling 


Co., will launch a campaign Feb. 1 
for its new Old Holland Beer sham- 
poo. Media will include newspaper, 
radio and tv in New England. 
Jerome O’Leary Advertising, Bos- 
ton, is the agency. 


Nielsen Names Nickelson 

A. C. Nielsen Co., Chicago, has 
appointed Harry E. Nickelson exec 
vp in its retail index division. Mr. 
Nickelson joined Nielsen in 1941 
and was elected a vp in 1954. 


630 THIRD AVENUE 


President 


and production people.” 


INDUSTRIAL MARKETING 
The magazine of selling and advetliaing lo busmese and amdubiy 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
NEW YORK 17, NEW YORK 


@® ga 1 Year (13 issues) $3 


...with men who make 
industrial advertising 


says RUSSELL C. DOYLE 


Doyle, Kitchen & McCormick, Inc. 


“A reader and subscriber to Industrial Marketing for more 

years than I can remember, I find it is the one advertising trade 
magazine that I invariably check whenever a mail survey 
questioning my reading tastes comes across my desk. Although 
there are, of course, many other subscribers in our organization, 

I route my copy through several account, copy 


A versatile adman, Mr. Doyle received training in media and production 
before being assigned to the copy department at Doyle, Kitchen & 
McCormick. He switched to the account side of the business (after a five- 
year stint as copy director) when this New York agency acquired the 
Mack Truck account in the mid-’40’s. Positions of greater responsibility 
followed during the next decade (vice-president and director; executive 
vice-president), and in 1958, he was elected president of the firm. 

One of the country’s leading agencies in the placement of business-paper 
advertising, Doyle, Kitchen & McCormick spent more than $2,700,000 

in the business press last year. In addition to Mack Trucks, its clients 
include such important industrial advertisers as the Colorado Fuel & Iron 
Corp., the American Bosch Arma Corp. and the Okonite Co. 


H-R Opens St. Louis Office 

H-R Television and H-R Rep- 
resentatives, New York, station 
representatives, have opened a St. 
Louis office at 915 Olive St. Art 
Kelley, formerly with the Chicago 
staff, has been named manager 
of the St. Louis office, the com- 
panies’ llth branch. Vernon 
Heeren, previously with NBC Spot 
Sales in Chicago, has joined the 
Chicago sales staff of H-R Tele- 
vision. 


KBON. KLMS Exchange News 
KBON,Omaha, and KLMS, Lin- 
coln, Neb., have formed Nebraska 
Gateway Group to provide a con- 
tinuing exchange of service fea- 
tures, news and ideas between the 
stations. Both stations have named 
Forjoe & Co. as their national 
representative. KBON was for- 
merly handled by Daren F. Mc- 
Gavren Co. and KLMS by Phila- 
delphia Spot Sales. 


D-F-S Names 2 Copywriters 

Rees Behrendt, formerly with 
McCann-Erickson, has _ rejoined 
the New York office of Dancer- 
Fitzgerald-Sample, New York, as a 
copywriter. William Jackson, for- 
merly with N. W. Ayer & Son as 
a tv creative supervisor, has joined 
D-F-S as a senior copywriter. 


FIRST RATING! 


SHARE OF AUDIENCE 


2 5 * 5 RATING 


Tops combined competition in 
| this 4-station market. Wallops: 
| Sea Hunt, Highway Patrol, The 
Vikings, Rescue 8, Whirlybirds. 

Pulse/October, 1959 


INDEPENDENT 
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Penn & Hamaker Leagues 
With Foreign Agencies 

Penn & Hamaker, Beford, O., 
has announced reciprocal arrange- 
ments with agencies in London 
and a dozen other European cities. 
The overseas agencies will provide 
P&H with product analysis, mar- 
keting, public relations and media 
selectivity for clients doing busi- 
ness in European markets. 


Koenig to Carter Carburetor 

Donald V. Koenig, formerly 
assistant public relations director 
of International Shoe, has been 
appointed to the newly-created 
post of product publicity manager 
of the Carter carburetor division 
of ACF Industries, St. Louis. 


Norman, Craig Eyes 
European Operation 


New York, Feb. 2—Norman 
Craig & Kummel plans to expand 
internationally. 

The agency has formed an in- 
ternational service division and is 
looking for facilities in Europe. 
B. David Kaplan, exec vp and 
treasurer, left for Europe this 
week to investigate the possibili- 
ties of a merger, acquisition or 
establishment of entirely new 
branch offices. 

The agency already has a 
branch—Norman, Craig & Kum- 
mel S. A.—in Jamaica to service 
the Jamaica tourist account, and 
this office has also been placing 


Typographic Headquarters 
for the Sixties! 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Latin American advertising for 
other clients—Chanel Inc., Ron- 
son and Willys Motors. 

Norman B. Norman, president, 
said the international expansion 
was dictated by increased client 
demands for such service. + 


14% of Newsprint Owned 
by U.S. Publishers 

U. S. publishers own wholly or 
in part 14.6% of North American 
newsprint production capacity, ac- 
cording to the trade publication, 
Newsprint Facts. 

The publication said the capac- 
ity of mills which U.S. publishers 
own outright or hold an interest 
in totals 1,430,000 tons. This com- 
pares with a total North American 
tonnage potential of just short of 
10,000,000 tons, it said. 


Newell Joins D’Arcy 

Thomas M. Newell has joined 
D’Arcy Advertising Co., St. Louis, 
as director of research. Mr. Newell 
was formerly with Alfred Politz 
Research. J. Robert Mudd will 
continue to serve as manager of 
the research department. 


‘Life’ Boosts Sutherland 


Arthur T. (Jim) Sutherland, on 
the sales staff of Life since 1949, 


has been appointed assistant New 
York. manager, a new post. 


TOILETRIES 


HOW ADVERTISERS OF DRUGS AND 
TOILETRIES RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $12,346,926 
2 Ladies’ Home Journal 8,253,185 
3 Saturday Evening Post 7,064,979 
4 McCall's 5,398,160 
5 Look 5,097,302 


Source: P.I.B. (Jan.-Dec., 1959) 


| (Nd Golds Spin Filter spins and cools 


- the smoke to ess than body temperature 


and the cooler the smoke 
the better the taste! 


HE BEST TASTE YET OM & PILTER CiGaRmeTre 


DISTAFF AD—This is one of a series 
of six ads for Old Gold cigarets 
directed at women in the Ladies’ 
Home Journal starting in Febru- 
ary. Some 18 magazines will be 
used for the entire 1960 campaign. 
Copy will be aimed at each mag- 
azine’s readership composition. 
Lennen & Newell is the agency. 


Anheuser-Busch Agrees to 
Sell Miami Plant in Consent 

Anheuser-Busch Inc., St. Louis, 
has signed a consent decree with 
the Department of Justice in which 
the country’s largest brewer agreed 
not to buy a domestic brewery 
during the next five years unless 
the purchase is approved by the 
federal courts. The brewer also 
agreed to sell its Miami brewery, 
promised to never purchase an- 
other brewery in Florida, and con- 
sented not to sell Busch Bavarian 
in the Miami market for one full 
year. 

Signing of the consent decree 
climaxed the Justice Department’s 
case against Anheuser-Busch which 
started in November, 1958, when 
the government filed a complaint 
charging that acquisition by An- 
heuser-Busch of the Miami brew- 
ery of American Brewery Co. (AA, 
Feb. 24, ’58) would substantially 
lessen competition or tend to create 
a monopoly in violation of the 
Clayton Act (AA, Nov. 17, ’58). 


‘N. Y. Times’ Sets Suburb Drive 

The New York Times has sched- 
uled a series of circulation promo- 
tion ads in 13 daily and 17 weekly 
newspapers in the New York met- 
ropolitan area. The couponed ads, 
by Batten, Barton, Durstine & Os- 
born, are designed to attract sub- 
urban housewives. 


Advertising Age, February 8, 1960 


Schmidt Campaign 
to Be Largest in 


Brewer's History 


PHILADELPHIA, Feb. 2—C. Schmidt 
& Sons will celebrate its 100th an- 
niversary this year by launching 
the largest sales, advertising and 
point of purchase campaign in its 
history. 

Lincoln W. Allan, advertising 
manager, said this year Schmidt 
will continue to amplify the “one 
man in four who wants full-taste 
beer” theme. 

Mr. Allan indicated that 
Schmidt’s advertising will be con- 
centrated mostly in markets where 
the company brands are firmly 
established, with widespread use of 
tv spots and outdoor advertising 
planned for the so-called fringe 
areas. 

Tv spots will again represent the 
largest share of Schmidt’s ad budg- 
et. In many strategic market areas, 
such as Buffalo, Erie, Lancaster, 
Harrisburg, Altoona, Johnstown, 
Wilkes-Barre and Scranton, they 
will be used almost exclusively. 


# Schmidt will utilize outdoor ad- 
vertising more heavily in 1960 than 
ever before. Among its Philadel- 
phia area projects for this medium 
are several new spectaculars and 
20 new 30-sheet poster displays; 
jumbo ads for subway train doors 
and blanket coverage of all Penn- 
sylvania and Reading railroad plat- } 
forms with color posters. 

Mass coverage also will be 
sought via outdoor advertising in 
other key market areas, particular- 
ly along the coast. 

Perhaps the most notable feature 
of the Schmidt’s newspaper adver- 
tising will be a series of color 
pages to run in the Sunday mag- 
azine sections of the Philadelphia 
Inquirer and Pittsburgh Press, 
to appear every other weekend 
through 1960, except during the 
season from April through July, 
when it will run every week. # 


Peck Joins Van Brunt 

Ted Peck, formerly advertising 
manager of Chemical Construction 
Corp., has joined Van Brunt & Co., 
New York, as an account execu- 
tive. 


Farley Joins ‘Redbook’ 

P. Robert Farley, formerly with 
Select Magazines Inc., has joined 
the shopping center merchandising 


staff of Redbook. 


* 
WISCONSIN'S 


2nd 
MARKET-The 


Green Bay-Appleton 
Interurbia Market 


GREEN BAY 
PRESS-GAZETTE 


Colina Wisconsin. Wankit- with Low Combination Ratt. 


Represented By SAWYER-FERGUSON-WALKER Co., 


BIG 
RESULTS 


WM 0 


SECOND * 


FACT #1- 
This 2nd Market has a 
combined city zone 


population of 210,407 


APPLETON-NEENAH-MENASHA 
POST CRESCENT 


Inc, 
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Years ago, an infant was teething on an Irish setter’s 
ears. He used the dog as support in his first try at two- 
legged transportation. Since that time, Joe Stetson has 
repaid these early services a thousandfold as dog breeder, 
exhibitor, judge of bench shows and field trials, and as 
Field & Stream Dog Editor of eleven years’ standing. Joe 
is shown (above right) presenting the Field & Stream 
Perpetual Challenge Trophy to the owner of Prince Tom 
III, National Cocker Spaniel Champion. Because he 
taught the natural sciences for years, Joe balances clini- 
cal objectivity with his deep appreciation of man’s best 
friend. To many, he is regarded as dog’s best friend. 


On a random day you might find Joe hunting with 
dogs, judging or training them, or doing research in 
canine medicine and psychology. On a particular day — 
February 9th—you can see and hear him comment on 
the Westminster Kennel Club Show at Madison Square 
Garden over a wide television hook-up. As an outstanding 


authority, he has broadcast dogdom’s greatest event for 
the past eight years. 


Aaw-t-h-o-r-i-t-y. It’s a hard thing to come by because it 
has to be earned—as a magazine’s reputation, for example. 
65 years of continuous publication, plus a top-flight staff 
of authorities like Joe Stetson, has earned Field & Stream 
the reputation of ‘“‘America’s No. 1 Sportsmen’s Maga- 
zine.”’ The 1,100,000 Field & Streamers and their fami- 
lies are dedicated outdoor enthusiasts who won’t accept 
anything but authority. And when you have top authority, 
you get advertising results. The two go hand-in-hand. 


Held Stream 


America’s Number One Sportsmen’s Magazine 


AV Holt Magazine 
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This Week in Washington... 


Does FCC Try to Outguess High Court? 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Feb. 4—For the 
past two months the Federal Com- 
munications Commission has lis- 
tened, and listened, and listened. 
If the commissioners are less con- 
fused about their authority to 
regulate radio-tv stations, they are 
indeed men of intellectual stamina. 
The commission wanted to know 
what could or should be done to 
prevent recurrence of “payola,” 
plugs, phony advertising and 
rigged quiz shows. It is buried 
under an avalanche of testimony 
which says it can’t and shouldn’t 

do anything. 

The industry which was most 
concerned in the investigation con- 
tended the best way to resolve 
the situation is to exercise even 
less government supervision than 


in the past. 


= Some of the most erudite dis- 
cussions in the hearings came 
from people who are trying to 
outguess the Supreme Court. The 
commissioners are required by 
law to see that radio-tv applicants 
operate in the public interest. But 
these witnesses claimed any com- 
mission rules or findings with re- 
spect to programming would in- 
volve illegal censorship. 

Chairman John Doerfer has 
given this censorship issue a work- 
out. In the emotional stress of 
the moment, he fears the com- 
mission might be tempted to tight- 
en its supervision of programming 
to the point where it would be a 
“supreme board of censors.” 

The censorship issue arises be- 
cause the law specifically bars 


the commission from censoring 
programs. But is it censorship if 
the commission merely establishes 
a formula and says, “We find that 
the ‘public interest’ requires that 
stations offer the community a 
reasonable amount of program- 
ming in such fields as education, 
religion and public affairs?” 


= For 25 years the commission 
seemed to be at peace with the 
censorship issue. It decided that 
Congress expected that broad- 
casters would provide “balanced” 
programs for their communities. 
While it conceded that it could 
not judge individual programs, 
the commission put stations on 
notice that their record would be 
measured against a formula which 
required them to offer a fixed 
percentage of particular types of 
programs. 

If FCC’s formula involved il- 
legal censorship, neither the Con- 
gress nor the courts have said so. 
However, those who raise the 


censorship issue contend that re- 


gardless of what the FCC had been 
able to do in the past, the rule has 
to be considered in the light of 
today’s conditions. 

What kind of contingency can 
a licensing agency demand in re- 
turn for a benefit? 

Many years ago, publishers 
challenged a Post Office rule 
which requires that editorial-type 
advertising carry the slug: “Adv.” 
The Supreme Court decided the 
first amendment didn’t apply. As 
a matter of public policy, it said, 
the Post Office could require this 
concession in return for the sec- 
ond class postage rate. 

Would the courts hold today 
that it is within reason for FCC 
to obtain “reasonable” program- 
ming commitments in return for 
the frequency it makes available 
to the broadcaster? 


s From a legal standpoint, ‘those 
who raise the censorship issue be- 
lieve the courts are increasingly 
reluctant to tolerate federal rules 
which leave a sword dangling over 
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No matter what newspapers may cross a banker’s desk, the 
AMERICAN BANKER is the only one he reads exclusively from 
the standpoint of his day by day business activities. 

When he has the AMERICAN BANKER before him, he is 
thinking in terms of bank operations. If you have a mes- 
sage which fits into this picture, use of the AMERICAN 


BANKER is a must. 


= Banks wishing to strengthen their inter-bank relations 
= Equipment manufacturers with products to sell banks 
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= Investment firms with stocks and bonds to market # Cor- 
porations, insurance companies and area development 
organizations with an advertising story to place before the 
bankers of America ~ all these categories of advertisers 
prefer the AMERICAN BANKER ahead of any other trade 
and general medium for reaching banks . . . as proven by 


the record. 


Let your advertising benefit from this specialized “reader- 
ship point of view.” Advertising to bankers belongs in the... 


American Banker 


The Only Daily Banking Newspaper 


New York 4, N. Y. 


It’s the news that makes it different and preferred 


Advertising Age, February 8, 1960 


the heads of people who engage 
in publishing or broadcasting. 
Only last month, for example, the 
Supreme Court tossed out a Los 
Angeles law punishing booksellers 
for handling obscene books. The 
court said a bookseller can’t be 
expected to know everything in 
every book he handles. If the 
Los Angeles law stood, the court 
complained, booksellers would be 
afraid to carry controversial books. 
The mere existence of such a law 
might result in books being with- 
held from the public. 

The fact that FCC has asked 
about programming for 25 years 
isn’t persuasive with these people. 

“True, broadcasters complied 
without making an issue of it,” 
they say. “On the other hand, the 
commission renewed licenses 
without even raising its eyebrow 
at the ‘music-news’ formula sta- 
tions. No license was revoked 
for bad programming, and no court 
has ever passed on the issue.” 


= During the recent hearings, the 
“balanced program” concept was 
attacked as technologically out- 
moded, as well as illegal. Industry 
witnesses pointed out that most 
communities now have so many 
radio stations that the need for 
“balanced” programming on every 
station no longer exists. In radio, 
at least, they say the listener has 
so many choices that competition 
will resolve the problem. 

Several commissioners, particu- 
larly Commissioner Frederick 
Ford, think a statistical report 
isn’t much help in evaluating the 
performance of a station anyway. 
He advocates a “narrative re- 
port,” outlining the steps. the 
broadcaster has taken to deter- 
mine the needs of his community. 
This makes the broadcaster stop 
and think about his obligations, he 
says. Also, it ducks the censorship 
issue, since the broadcaster sets 
his own standard, and the com- 
mission merely holds him to it. 

Many industry witnesses like 
the narrative report, because it 
gives more freedom to the sta- 
tions. 


# CBS President Frank Stanton 
is a skeptic. He predicted the com- 
mission would inevitably look be- 
hind the broadcaster’s proposal, to 
determine whether his program- 
ming really does meet the needs 
of his community. 

At times it was like “Alice in 
Wonderland.” 

“You can’t ask us about pro- 
gramming without getting into 
censorship,” the commission would 
be told. “But you can use our 
programming performance in or- 
der to judge the character of the 
licensee.” 

Until now the commission has 
been contending only with the 
public and the witnesses from the 
broadcasting industry. As it sits 
down to reach a decision, it soon 
must have a-reckoning with Con- 
gress. 


= If the commission goes back to 
Congress and asks for legislation, 
what kind of reception will it 
get? There’s some feeling the com- 
mission may get its ears boxed. 
Many congressmen feel the com- 
mission’s job is to enforce the act, 


instead of trying to outguess the 
courts. # 


AMERICAN 
JUDGING AGENCY 


would like an opportunity to 
discuss handling your next contest 


Post Office Box 12443 
Houston 17, Texas 
Telephone 
Mission 4-4371 
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What other medium can give you 


3 SUCCESS STORIES IN A ROW? 
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BLUE BELL ve. 
Worlds Lngest Prodan of Work and Play Cosi 


Blue Bel iia nuiecomeial cura Te some 
oe 1 Inc.—world’s largest producers of es 
and play clothes—report li Mr. E. L. Baumiller 
Wrangler Joan f S SO id sell-out of Eastern Sales Manager 
‘: Metropolitan Sunday N , Inc. 
it oe Ge s for three consecutive years — * 
se of the Metro Sunday Comics Network ia 
In 195 i . ear Dear Ed: 
lars 6 a single third-page ad sold 3 million dol- 
a wholesale. ‘ . effected throu h 5.0 10-1 In answer to your inquiry I am pleased to report our experience 
with leadin gre tail & ’ 00 tie-ins in using Sunday Color Comics in our advertising. 
ers. 
. 1959 was the third straight year in which our "Back to School" 
Wrangler Jean promotion, featured exclusively in the Comics 
medium, was an outstanding success. It actually exceeded the 


Why? How? ee 
‘ Ow: one sales of the two previous years by a significant — 
Read Mr. Considine’s letter! 


This year in excess of 5 ,000 retail stores tied in with our 
store listing offer in your medium involving sales of almost 
$3,000,000. at our selling price ~ not retail. 


Your flexibility of market selection, and dealer listings by 


METRO SUNDAY COMICS FORMULA FOR SUCCESS cities once again contributed greatly to the success of our 


Wrangler Jean promotion. 


Market Flexibility e Copy Fl a Perhaps the best testimonial to our faith in your medium is 
Dealer Li ti a exibility the fact that next year it will, for the first time, form the 
1sting Flexibility plus Highest F i] real backbone of Blue Bell's advertising program: 

° aml 
Readership of any medium! y Cordially, 


eee The L 
, , ad 


METRO 


Comics 


N. A. Considine, Jr. 
NAC/ pew 
December 18, 1959 


METROPOLITAN SUNDAY NEWSPAPERS, INC 


Sales Offices: 260 Madison Avenue 


M-102 


Chicago 11, Ill., 1710 Tri - ” 
y Eley 
ribune Tower * Detroit 2, Mich., New Center Building 2 a York 16, N.¥. © WUrray Hil 9-8200 
* San Francisco 4, Cal., 155 Montgom 
™ jomery Street + Los Angeles 5, Ca 
1., 3460 Wilshire 
. Boulevard 
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Use ‘Sunday Punch’ Advertising to 


Sell Farm Market, 


Cuicaco, Feb. 2—Kent Lee, vp 
of D’Arcy Advertising Co., yester- 
day told agricultural advertisers to 
pep up their ads, asserting that the 
concept of power, applied to farm 
equipment marketing, represents 
the only way to take customers 
away from competition. 

“It takes more advertising power 
in broadcast and print media to 
get a customer away from a com- 
petitor than it does to hold a cus- 
tomer,” Mr. Lee said. “Yet too few 
of us are willing to go into the ring 
and throw a Sunday punch that 
will knock the competition through 
the ropes.” 

He told the Chicago Area Agri- 
cultural Advertising Assn. that too 
many advertisers are distributing 
their budgets “more or less evenly” 
across the entire marketing terri- 
tory. “This dribble and drab meth- 
od,” he said, “may look good on 
departmental charts, but it usually 
doesn’t even come close to affect- 
ing the total brand switching that 
is possible with a more aggressive 
policy.” 

Mr. Lee said there is a tendency 
to be competitive in advertising 
impact, “but only competitive. 

“In other words, everybody’s 
watching his competitor instead of 
watching his potential customer,” 
he noted. 


= “It takes power advertising to 
put a little germ of an idea into the 
mind of a man or a woman about 
to make a purchase,” he continued. 
“Little ‘anti-bodies’ are immedi- 
ately sent out by the prospect’s 
mind to brush off that irritating 
germ of an idea which will cause 
some inconvenience or some 
change of habit from established 
purchasing grooves. 

“If the advertiser doesn’t im- 
mediately send helpers to that lit- 
tle fighting germ of an idea,” he 
added, “it will die before it can get 
a good hold—before it can generate 
help of its own. 

“A little bit of print, a little bit 
of broadcast ...creates a situation 
that’s too long between calls,” said 
Mr. Lee. “The big boys in the same 
field can blast you off the pro- 
spect’s mind.” 

He advised the farm advertisers 
to “get one medium, whichever 
medium is best for your product, 
and ride it hard” with its entire 
advertising budget. “Be the biggest 
wheel in that medium,” he said, 
“and then, with any money you 
may have left over, select the sec- 
ond best and the third best medium 
to do the job.” 

The need for more creativity in 
farm ads was urged by Mr. Lee. He 
said “today we find these better 
educated, more sophisticated farm 
families with wants and desires 
very similar to their brothers and 
sisters in the city.” 


= He noted that farm equipment 
ads usually picture “a square half- 
tone of a hot, tired, sweaty farmer 
riding a tractor in the middle of a 
half-plowed field.” In comparison, 


he asked, “How often do you see 
General Electric or Hotpoint or 
Whirlpool showing a picture of a 
beautiful new, 14 cubic foot, 
gleaming porcelain enamel refrig- 


[oione Cation 


Produces 
Magnificently 
APRIL ISSUE CLOSES FEB. 20 
Orders and sample copy requests to 


ANGELA M. CRAWLEY & STAFF 


National Advertising Representative 
28 E. Jackson Bivd., Chicago 4 
Telephone HArrison 7-7176 


SrAnthony 


MESSENGER 


Says D’Arcy’s Lee 


erator and show the woman down 
on her knees cleaning out the darn 
thing? 

“Why not take that poor farmer 
down off that tractor seat?” Mr. 
Lee asked. “Why do we usually 
show him dirty, sweaty, completely 
beat, riding a tractor all by himself 
out in the middle of a field, and 
then say, ‘Do more acres in a day, 
save money, save fuel.’ For my 
dough, you could add—‘There must 
be a better way to make a buck’.” 


s He asked if farm advertising 
words—“time-saving, fuel-saving, 
money-saving”—must necessarily 
be tied to “this poor guy out there 
in the burning mid-day sun, where 
only fools, mad dogs and English- 
men would be?” 

Although the farmer is both an 


industrial buyer and a consumer, 
Mr. Lee noted, “his rationale in 
these purchases cannot be so easily 
isolated. Therefore, we must ask 
ourselves, is our advertising doing 
these four jobs: 


e “Is it appealing to the anticipa- 
tory aspirations of today’s farm- 
ers?” 

e “Do the appeals stimulate action 
that will benefit him personally? 
It must result in a better, more 
comfortable and satisfactory life 
for him.” 

e “Does our advertising properly 
consider the alternate purchasing 
opportunities available to him? In 
a dynamic, competitive market, his 
purchasing decisions become more 
marginal, and choices are more 
fine.” 

e “Are we keeping up with the 
fast changing market?” 


= Mr. Lee said that in most cases 
“short copy has no place in farm 
advertising, unless short copy tells 
all there is to be told about the 


product. You’re advertising to a 
man that’s running a one-man 
business. To whom can he turn for 
advice?” 

He noted that advertisers may 
say they just want to create a 
brand image because they’ve got 
thousands of distributors and 
salesmen out in the field. But in a 
recent survey, he added, of 1,000 
farmers questioned about how of- 
ten farm equipment salesmen call 
on them, 48% said none called on 
them last year. 

Only one salesman called on 
12%% of all questioned during the 
past year; 13% said they had two 
calls, Mr. Lee added. 

“Now, if you can’t count on 
having your so-called distributors, 
jobbers and retailers go out there 
and call on the farmer, then does 
it make sense to you that you must 
take over the job of doing the 
selling in your advertising? Usual- 
ly this means long copy—the full 
selling story,” Mr. Lee said. 

He noted that it makes sense to 
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advertise powerfully even if you 
have good strong salesmen in the 
rural territory, “because...it is 
better to have a farmer hear your 
full story twice—once from you 
and once from your local retailer— 
than not to have him hear it at 
all.” 

Mr. Lee summed up the power 
concept as it applies to farm ad- 
vertising—“size, color, the full 
story, the impact of wonderful 
salesmanship in print; or just as 
well, wonderful, carefully worked 
out salesmanship tied in with mer- 
chandising in broadcast.” 

He said, “If you have a lifetime 
to pull a small-space campaign, 
go ahead with the reader type ads. 
If you think that the steady drip, 
drip, drip will wear away a mar- 
keting groove for you in the rough 
granite of today’s competition, go 
ahead. But you might find that 
three flash floods of total selling 
power a year would give you a 
bigger, broader, river bed for sales 
in one-tenth of the time.” + 


The most 


MOLONEY, REGAN & SCHMITT 


A completely different and® 


This forward-looking company is led by a group of outstanding executives 
and is strongly staffed by both number of salesmen 
as well as salesmen of fine abilities. 


Our branch managers from coast to coast are men of high reputation in their territories. 


We are a real selling organization with the complete responsibility for selling all 
contacts outside city of publication — and have earned, 
by dedicated service to the newspaper industry, the reputation of leadership which we enjoy, 

not only among newspaper executives, but also with advertisers and agents. 


Our total sales force consists of 72 salesmen . .. and our 
entire solid organization is comprised of 155 experienced personnel. 


We may sometimes oversell — but we never undersell. 
: Our only business is newspaper advertising; 
we have no division selling competitive media. 


We know that newspapers are the best advertising medium. 
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in the business of 
newspaper 
representation... 
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| Nets’ Annual 
Show Juggling 
in Full Swing 


(Continued from Page 3) 
sponsored by the Teamsters union. 
Pat Boone, whose future is now 
being weighed by Chevrolet, may 
reappear in an hour show—per- 
haps on Saturday night—next fall. 


CBS 


Except for Revlon’s early disil- 
lusionment with “Big Party” and 
Westinghouse’s cutback on the 
“Desilu Playhouse,” this has been 
a fairly stable season for CBS. 

Revlon kept the Thursday ‘“Par- 
ty” time period for a new weekly 
variety revue, thus dispossessing 
one of tv’s most lauded dramas, 
“Playhouse 90.” There will be 


some more “90s” but they will be 
fitted into the schedule as specials. 

Warner-Lambert and Pharma- 
ceuticals are deserting “Person to 
Person” at the end of March, but 
Allstate Insurance will come in as 
‘alternate sponsor to keep this in- 
ternational interview program 
alive at least through September. 

Last week American Home 
Products brought in Kate Smith as 
a replacement for “Masquerade 
Party,” which promptly reap- 
peared on NBC with Block Drug 
Co. and Hazel Bishop in for short 
term buys. Polaroid has taken some 
short term relief on the Garry 
Moore program from Scott Paper 
Co. 

No audience puller as an hour 
show, “The Lineup” has given way 
to a new George DeWitt variety 
program. Hazel Bishop returned to 
network tv with a four-week par- 
ticipating buy on this one. Man- 
hattan Shirt Co. will present seg- 
ments of this program as part of an 
Easter and Father’s Day campaign. 


This buy will start March 13. 

Westinghouse, which will be 
spending approximately $6,000,000 
to cover the Presidential nominat- 
ing conventions, campaign and 
election on CBS radio and tv, cut 
“Desilu Playhouse” to an alternate 
week schedule. A dramatic film 
series will come in to share the 
time, with P&G as backer of the 
first play. Westinghouse drops the 
“Playhouse” in June. 

Shows that are said to be shaky 
include “Hotel de Paree” (Liggett 
& Myers and Kellogg) and Betty 
Hutton (General Foods). 


NBC 


By far the most maneuvering is 
going on at this network. Key 
move was the Tuesday night 
shakeup. The expensive Hubbell 
Robinson-produced “Ford Star- 
time” (“TV’s Finest Hour’’) series 
was shifted to an early time spot 
to avoid sharing the audience with 
CBS’s Red Skelton and Garry 


Moore. Arthur Murray’s dance ses- 


sion moved to a later period and 
“M-Squad” was shifted from Fri- 
day night. “Fibber McGee and 
Molly” were canceled by Standard 
Brands and Singer. 

Off the Monday schedule went 
“Richard Diamond” (Helene Cur- 
tis) and “Love & Marriage” (Nox- 
ema). Filling their time periods 
will be “Riverboat,” with Noxema, 
Standard Brands, Sunshine Bis- 
cuits and Sterling Drug, which 
now has participations on 11 shows 
on this net. “Riverboat” moved 
from Sunday, where it had been 
partly sponsored by Corn Products. 
This series was replaced by an- 
other MCA adventure film, “Over- 


land Trail,” with Standard Brands, | «. 
P. Lorillard, Sterling and Breck as * 


co-backers. 


Another Sunday show, the “Lor- | ~ 


etta Young Show” lost one of its 
sponsors, Philip Morris, when the 
network decided to slot re-runs of 
Miss Young’s dramas in the day- 
time. The cigaret company was 
replaced by Warner-Lambert. PM 


Group Supervisors* 

Bill Black 

Wilson W. Condict 
Charles Lee 
Richard Matula 
James D. McLean 


L. Paul Woehlke 
Department Managers 
John Musgat 


F. L. McTague 


James M. Carnival 


OFFICERS 


Herbert W. Moloney 


President 


William J. Schmitt 


Executive Vice President 


Ingraham Read 


Sr. Vice President 


Herbert W. Moloney, Jr. 
V.P. & General Manager 


EXECUTIVES 
Robert H. Lambert, Sales Manager 


Edward T. Parmelee 
Robert T. Willigan 


thoroughly modern national sales force 


Max Theodor 
Treasurer 
BRANCH MANAGERS 

Dave Altmeyer — Chicago 

Bob Erickson — Detroit 

Carl Brandt -— Philadelphia 

Ed Loftus — Dallas 

Walter North — San Francisco 

Clark Biggs — Los Angeles 

Jim Murphy -— Boston 

Warren Harris — St. Louis 

Pat Bohan — Miami 

E. G. Hoffsten — New Jersey 
Sales Detalabaitet The entire selling staff is strongly 


Thomas J. Craddock — Promotion 


— Research 
— Sales Service 


*Specialists directing work for 2 or 3 newspapers 


backed up by specialists in. . . 


@ Liquor ®@ Travel 


@ Food 


If you need better national sales work 
we can give it to you. 
If interested, ask any publisher we currently serve. 


MOLONEY, REGAN & SCHMITT 


®@ Financial 


FULLY COOKED 


FROZEN 
FOR EXACT POR 


=m ot QR sce 
FirST—Fox De Luxe Foods is run- 
ning four-color pages in institu- 
tional, restaurant and drive-in 
trade publications for its frozen, 
cooked turkey rolls. The first in- 
sertion, shown here, appears in the 
February Institutions Magazine. R. 
Jack Scott Inc., Chicago, is the 
agency. 


hasn’t decided to renew its alter- 
nate week on “Trouble Shooters” 


yet. 
P&G will fade “Wichita Town” 


as of April, “People Are Funny” 


(Greyhound on alternate weeks) 
will move in as a replacement. Re- 


nault moved out of the “Law of 
the Plainsman,” with Sterling Drug 


and Standard Brands coming in. 

The program that will take over 
for ‘People Are Funny” on Friday 
nights has not been selected. Gil- 
lette has reported that NBC wants 
to discontinue the Friday night 
fights in June, but the advertiser 
would like to continue this long- 
time sports attraction. The net- 
work programming chieftains have 
given no hint as to what they 
prefer to boxing. 

Dropped from the Saturday line- 
up were “It Could Be You” (Phar- 
maceuticals) and “Five Fingers” 
(participating sponsors). Their re- 
spective successors: “World Wide 
60” (sustaining) and “Man from 
Interpol” (Sterling Drug). On the 
same night Liggett & Myers has 
bowed out of “Bonanza,” but Du 
Pont and Gold Seal have joined the 
list of participating advertisers. + 


Selling / 


Pharmaceuticals? 


Here’s a preferred market- 
ata popular price: 


for less than 5¢ apiece, 


you reach 85.000 dentists 


in a magazine they read 


devotedly. May we give 


you facts and figures? 


Representing newspapers since 1900 


Oral Hygiene 


PITTSBURGH, PENNSYLVANIA 
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Breon Names Jordan, Sieber 

George A. Breon Co., a division 
of Sterling Drug, has appointed 
Jordan, Sieber & Corbett, New 
York, to handle advertising for 
Breon-branded prescription prod- 
ucts. Sudler & Hennessey. is the 
previous agency. 


‘Chicago News’ Names Hayes 
Jerome A. Hayes has been 
named manager of financial ad- 


vertising for the Chicago Daily 
News. He is a five-year veteran in 
the Daily News’ national advertis- 
ing department. 


Ivan Louis Promoted 

Occupational Hazards has 
named Ivan Louis assistant pub- 
lisher. He joined the publication, 
owned by Industrial Publishing 
Corp., Cleveland, in 1954 as as- 
sociate editor. 


(Continued from Page 3) 
Portland, Ore., Providence, Omaha, 
Cincinnati, Phoenix and Atlanta. 
The Vigran campaign was built 
around the theme, “Beware of 
vitamin deficiency in the bottle.” 


PACKAGED PROMOTIONS 


low cost 
proven performance 


a 


AL PETKER/GIFTS FOR LISTENERS 


Beverly Hills, California 


Large-space newspaper ads 
warned consumers in these cities 
that the inexpensive vitamins they 
are buying and using might have 
lost 20% to 90% of their potency 
“because of cheapened manufac- 
turing processes, lack of proper 
control, faulty storage and other 
causes.” 

The Vigran ads advised con- 
sumers: “Be sure of the integrity 
of the manufacturer. Buy the 
product of a reputable pharmaceu- 
tical house.” 


Servicing more 

than 1700 radio stations 
for national 

brands 


s At this early point, however, 
Squibb was still not ready to put 
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HERE iS THE RECORD! 


Jn the past ten years 


1950 
1959 


CIRCULATION 
GAIN 


/n the past three months 


1950 200,048 
1959 235,778 
35,730 


200,048 
226,225 
26,177 


The only Toronto newspaper to show a circulation gain over a ten year period 


THE TELEGRAM 
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*«. Canada's fastest growing newspaper! 
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Marketing of Vigran as Squibb Brand 
Another Chip Off Ethic Drug Monolith 


its monicker before the consumer. 
While the ads made a point of 
saying that Vigran capsules “are 
compounded under the rigid con- 
trols of one of the oldest and most 
reputable pharmaceutical houses 
in the country,” they carefully 
neglected to reveal which house 
this was. 

A line at the bottom of the ad 
said, “Olin Mathieson Chemical 
Corp.,” a name which neither the 
consumer nor the doctor would 
readily connect with Squibb. 

Following this test, Vigran is 
now being moved into eight big 
metropolitan markets—New York, 
Philadelphia, Chicago, Cleveland, 
Columbus, Toledo, Baltimore and 
Washington. 

Also, Squibb told ADVERTISING 
AcE, the new unit—Squibb Labo- 
ratories—will be marketing other 
products and that in the future the 
Squibb brand name will be used. 

Donahue & Coe will be handling 
the new products. 


= The Squibb venture probably 
will be watched closely by other 
ethical drug producers. Several 
ethical drug advertising agencies— 
notably Burdick & Becker and 
Sudler & Hennessey—have been 
advocating for some time that their 
clients take the big step into con- 
sumer promotion under their own 
names. 

Dean L. Burdick, president of 
Burdick & Becker, pointed out in 
a recent talk that Abbott Labo- 
ratories has not ruined its standing 
with the medical profession by 
promoting Sucaryl to consumers 
under the Abbott name. 

Upjohn Co., one of the most 
ethical of the ethicals, has gingerly 
placed some vitamin ads in Good 
Housekeeping—unobtrusive, small- 
space announcements—and Parke, 
Davis Co. has experimented with 
consumer advertising of vitamins 
in Canada. But most of the big 
ethical drug producers continue to 
speak to the consumer only 
through the medium of a prescrip- 
tion pad and maybe a point of sale 
display in the corner drug store. 


s Within the pharmaceutical in- 
dustry, there is a healthy, awed re- 


Advertising Age, February 8, 1960 


spect for the way American Home 
Products Corp. is able to solve 
this problem. American Home has 
two respected ethical drug units in 
Wyeth Laboratories and Ayerst 
Laboratories. Both are well known 
to physicians by these names, and 
it is the rare doctor who realizes 
that these ethical companies are 
corporate sisters of Whitehall Lab- 
oratories, marketer of Dristan, 
Preparation H and other widely 
advertised proprietaries. 


‘FACTOR’ BECOMES 
SEMI-MONTHLY BOOK 


New YorK, Feb. 4—Factor, a 
new publication launched for phy- 
sicians in December (AA, Dec. 21), 
is stepping up its issue frequency 
to twice a month, effective May 15. 

Factor, a 16-page tabloid cover- 
ing developments in the field of 
psychiatry, was started as a 
monthly, with a ceiling of eight 
advertising pages per issue. 

The eight-page limit will con- 
tinue to be in force. A controlled 
publication, sent free to every 
practicing physician in the country 
under the age of 65, Factor is 
charging $2,500 per page of adver- 
tising. New half-page rates of $1,- 
500 b&w and $1,600 color have been 
established. 

(See Page 22 for news of anoth- 
er new medical publication, Medi- 
cal World.) # 


Four Roses Promotes Mazor 

Mort Mazor, formerly assistant 
national sales promotion manager 
of Four Roses Distillers, New 
York, has been promoted to na- 
tional sales promotion manager, 
succeeding Jackson Gouraud, who 
has been appointed national sales 
manager of Four Roses Antique 
bourbon. 


Latham to Lambert & Feasley 
John R. Latham, formerly prod- 
uct brand manager at Philip Mor- 
ris Inc., has joined Lambert & 
Feasley, New York, as an account 
supervisor on Fizzies and prospec- 
tive related products of Warner- 
Lambert products division. 


Barnes Names Ralph Duke VP 

Ralph C. Duke has been ap- 
pointed a vp of Barnes Advertis- 
ing Agency, Milwaukee. He has 
been with Barnes since 1953, when 
he joined its staff as tv-radio 
producer and director. 


SPREADING THE NEWS 


i SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET ¢ CHICAGO 5, ILLINOIS 
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Count the eyes 
for coverage! 
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To establish the actual number of exposures to 
outside transit posters, Politz photographed the 
people on the streets and then counted only those 
persons whose two eyes were clearly visible. 

Result ... for the first time... documentation 
of actual exposure to the powerful outside transit 
poster medium. 

What Politz found in this pioneering advertis- 
ing exposure study has concrete meaning to every 
seller of a mass-market product... because the 
results prove that these powerful traveling bill- 
boards will deliver an advertising message almost 
18,000,000 times ...in one city ...in one month! 

With transit posters, you get 3225 actual expo- 
sures per dollar. Do you know any other national 
mass medium that can equal this? Where else can 
you buy mass coverage at a reasonable cost of 31¢ 
per thousand actual exposures? 


= Dae iced cai ni eae 


To get saturation plus repetition ... at reason- 
able cost... put transit posters at the top of your 
media list! 

Tell your local transportation advertising oper- 
ator or NATA Headquarters that you want a copy 
of the complete Technical Report on the new 
Politz Study... or a showing of the new NATA 
color-sound film. 


National Association of 
Transportation Advertising Inc. 


500 Fifth Avenue, New York 36, N.Y. 
LOngacre 4-9232 
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HE HOLDS A DEGREE IN 
DIVERSITY co occ nee ccc secs suse. 


them in. You’d expect that a movie costing $15,000,000 would. But 
so has “The 400 Blows’’— made in France on a budget tinier than a 
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French economy car. The conclusion seems to be this: Over the last 
ten years, America has discovered diversity. Pizza, Espresso and low- 


slung import cars have become citizens of substance. And words like 


ei | 


oe. Sei Wek 


Vodka, Vespa and Volkswagen are now measures of Main Street’s 
changing moods. Variety and change have truly become the spice 
of life! To stay square in the midst of all this, you’ve got to step pretty 
lively. But the smart man gets himself rounded. He knows that a wide 
range of interests not only give him an edge in his work, but make 
his leisure life more rewarding. After all, he now has the time for 
diversity. And he has the money to buy it. This is the man who reads 
Esquire. He’s a man who sees more in his evenings than “bowling, 
beer and to bed.” He considers his leisure an opportunity to find out 
what’s really in him—to broaden his grasp of ideas, to experience new 
activities. Where does he turn for direction? 848,000-strong turn to 
Esquire—the one magazine that compliments a man’s intelligence by 
serving his every interest. What other periodical brings him poems 
by Pasternak, a portfolio of drawings by Shahn...hand in hand with 
the news that in the Canary Islands wine is seven cents a bottle? 
Where else can he pre-read a drama like “Sweet Bird of Youth”... or 
discover that the Great Bambino loved a convivial party as well as a fat 


pitch? Indeed, where else can he read a major work of fiction by Nobel 


Prize Winner Francois Mauriac, or see a major work of art like Brigitte 
Bardot...and still get news of your product? Only in Esquire. It means 
that an advertiser sounding off in Esquire talks to a man who’s open to 
every suggestion. If it’s something that makes life bigger, he’s in the 
money, the market, the mood. | 


. . wail 
x J : py 
Ms 
ol! 
; $i 
} ; a ih 
; : \ a 
P ” ™, ' 
| 2? 
& ¥ 
4 
ee id 
A 
Y . Bites. 
7 a). | 
ee ; ee 
pte *, ae 
- . ' 7 ee 
z wo 3 ; , 
Bl \ ; Hee: 
7% eit mn 
: 4 
kad fie ae ea 
' ‘ g pe a 
 ( | 
¥ ‘ ee rege a 
‘ . > a = rete. 
p A rr) 
a. ae . rie 
34 So Rad : anal 
pe le ie eat: 
a fe 
4 — t Sic os 
: ee: i ae. 
>) * ee ae 
. F ¥ a 2 he . 
' {ie ee 
ao! - ia te is 4 ae 
eas 
= a. 4 = i 
- - j ae 
ae — 1% ea” eo 
f : ey ee e 
a , k ac 
CJ # ies 
4 Bi ¢ Paka 
ee “ es ae 
se a. erie 
og Bers TiSexaece ty 
4 ee ied 
mi a alg 
: _ a : — 
‘ hoes ‘ 
| va aie 
fi oe # j mye eae 
: , 4 ; eet 
: i 
— 
e Ss igh eid i 
: w > tag HH om a9 
Ee au o" et see 
| My Pe ek ae ies a 
ee eS) toca. IN 
ase ae oe fs ee eA 
Bean 7 eSieae 
' a ce) 
; am ‘re a 
: Fine 
: ek aay 
ue teva 
is * z 
“hice pent 
Ce 
” ee ; = e : 
VE tae Se 
rast: Ee | 
aR pee 
Laas 4 
ae 
a ies 
% ‘ a 
“ ee 
ee * Res, 
“49 aj venaiel bal 
A tad apt 
: = “ oe 
a Bes a beara re 
erie sine od 
aga oa i 
Pres) (aren % chit hy 
cia ‘ pees Se 
ea P, 
pee seat % q 5 
i: OM j ‘ 
“ . ghia er ck shes poy Vv Z 
cot © ——° -* te 
1 ; ‘ey Bey 
nol i THE MAGAZINE FOR . cae 
Cor tae ; : % ; 
Ree i : oi 
a . ae 
oe . x ees 
i. : ie 
ae : « f 
¥ * ts a 3 
: ms j — : 
% » 
i a 3 * 
& FUIST LOOK = : 
a NEWEST ROVEL » — . : 
7 H . 
oF tee a 2 ‘ . = i . 
. BA : : ; 
Si ras : : 9 
/. in a Man’s Wor | 
Z ie So yee % q 
es : pee 108 Sul — 
nal ; 
= Aa a a 
arn 2 
fag . ase 
“se _ ; meres 
the, si! . es 
% oa 
"Ss = - ad ng heat a Ey + r a 3 al - ¥ - = 
Sts es Mies ka cea FAM ee ta Gi Let Ac fall bie esse lm i / Ai ade Ok eR: | ae ei Aca Bs, Ge: Seah MTS ee Oe ee Day ay eh Pyne oy 7 Gi ARs _ : 
Shi Ee OR © aia a PS ey a 


nil loes he enitpelanilly oileh 


44 ua ey , inn We 2 : a ? fi i E : 3 ; 
: 2 . 5 4 : Sree SPP chek ae Saene * 2 rad esa \ a ies 2 Sy a a” 
ca « r " . — se ee oe ‘a Agia gs a : “= a aes 
Cla TO gael Ny ema Pe tF8 P - — 
‘ i * “oe r Re Ee a ME a Oe * ee eee oS te Wi eet ne ee . ts Pi cee ; 
Se PP sx , ba iy >. ee eee me ee s 
te . ss # nl oe ; oe ‘ ‘ ‘ ; ca + 7 * es ¥ My ! q pe ie 5 ; r 
i . “ a ay - P * he ; % - ‘ 7 . R : 
oo : teak + oe he rp) I yet ae a E ™ = 
rate iar iW . 5 ied Me! as ° = +. ie Poi, bl , oe ty ™\ , pectin ‘ 
eee, Oe ae : x eer: > =z : A a Da ean <i ge al * . 
i on a “f % oe ; weg 4 ‘me ae a ae : 
eee 3 és = . Saat ‘ SF *, cm ie na ae 
ce ‘bb % A, ” te ¢ . Saas » ae oe ae ‘ a he 
ce eo oe ng Bee * Ve ‘ ae : Eee ~~ >a wear pl * ; 
uA ageless Leal’ r 3 : - 7 4 TS deal Z : E . “+. gf ag en eee PS 
ie oe ies ‘ wt aD, > “ howe titties tte : : é ey Ne ——— i 
i ad at ‘7 * : Pons > “9 Speen? . -_ r 3 ‘ ae ’ 7 et Thin Te i ea 
ree * P » r Hg ti — * $i Y a hen iy 
a ge . ‘ , aX , pe. Bee Gere eee ie ‘e. a ed, ie 
- ii F od al ge s gen GO : “SE aE ae he . ms. ae 4 
‘a ' penser Oe ra a ; eee ie 3 4 . 
ig : * ‘ j E Po cua aii a ey , peer ¢3y : a m 2 . ni 
ay 4 : ih ee ee ea " perenne : rat wt ba is 1 : 
ae ° ‘ “ey ’ pay ‘ _— ‘ Br? ag a - See i ee 
= ak gf ae é i OS aia ail ne ¢ ae 4 ‘ ‘ Mi zi : ern & t nat 
: 3 isa ' — x : € 3 . ih» 
eg - s Pat j y = gle Fs : hd es safe 
au ‘ “S fea < 4 cuca “ Pt a 7 “HF ° 2 i i fae 
met ~ . ata eS Be ia sag” with ee a? oe ; Pe ae a, 
ma ¢ Pe SeembtS % ener 8. Ray sad , ‘ er ie 4 a ats 
ra } ia Paar pee oahu ws a eer pee 
; ee me ; eee ; & 2; 2 me r ~ " ey eae ae 
iy * ‘a a gS ca ee : ‘ : Pee i ie ’ ; ‘ ’ aa? 
: : i a : Bee Pee to eee é i , h 4 # Wi 
a Mea, i + j: # Re ia gr acct a J yas td if ‘ é FY ; _iilasera ee 
at : — Pe ae iPaeee  k 5G ee pasegeah ‘ se ‘* + Fig C=) A " i ee 
+e Se eee ie | aes Sent eee eS ? es ie _ ; ‘ a - 4 c - Sy eee 
a NE gn =: Pen 5.5 2 Ae GRRE WOR tr kn se ‘ oo ; mm & D b es Fig : * toying nen 
rete 4 By ECs 9 dean ic alters eB Foon ai ge inal sa ? 7 i. ¥ ™ : io fy Pi ig ‘i q r, tr: 
ann ~ ; ¥. ae ow ; Re ia ota =O Lian age mee” viegk gh As Sea ; f } } v ga fe 8 
alk 1 ‘ petro Smee Poe hcl BECP ta gree Le cae a eee . : : wre . ie ; sy +2 eres 
; res O88 cae la Se <a : 4 i 3, , a * or “a3 : ; ; 5 ise 1 
eh, ee + a Sify aces 1 a ve ee <t i al tA ip ss oF ae oe ¥ é P ¢ ‘ ; gat é he Sa 
ae : os eee Se was ee pe Be Gant > Pa 5 Pn ae : ‘ oe 4 * ee | - w yt ze 4 > - atlas. ~ 
sie : i. £4 ; eae at ah Sie "0 pee ee eer ee aS Ser Be * Ree. 4 3 ze : ae * a ae re } aaa i 
es » . ‘ee eee cae ere oer Te Fer ae a Oe A : * J s ae a Fae 4 nt 
7 f 7 : Pe an Pa ai 4 od * ‘ i, ee qke e 5 ! mig ae ae Gay Sy 
. 3 { } ae eae ie. Lee oe Ata oe “ < eS hig ; eg: & / > 4 ‘ : Aner 
i j ete ce 7 a a at o% : ° * afer Bf Se a : 7 § i ea we 
ms iz. ~ ReGen me: f ee Se a * : oe at. ‘ : . 5, af 2 4 i in”, s e Lee Sor 
? j RRs Mire ei et . 7 , bal : + oars -¥ 7 s j e | _ ae «et : - ¥ fis 
: . ag m ae 4 e.* rn he fae. «at . 2 3 Be 
; ’ ry a iis, a - Bces . ¥ . aie - Pa od ‘aR me ? x £ oe 
; i —_— ae e > § ; : ty ore a ees or. a . e; cm << 4s 
te ; ? Pe A si We, ay 4 eh Aalst ee pin ey AS % 4 Be, be 4 es a alee AT ps Ps ‘' a = i 
5 re Sr ise ea heh, ‘. “we <a . a ae tg i f ce : ey 
by ; ae yo re " te Rete pe i wees é . oe ’ Pe aes ; Fu a od ae ta i 
has . on Fa ,. a 3 . ~ ‘ get a me oe . 3 out - 
e a = “ é ber é wee? ele ‘a oe # i ee tj 4 c 
o : fe i er ps acione $ = , w ” Led ; voto : = A. soo ee ae ‘ ee 
3 a . 2 oe * , par rar f ss : a. ; 
hee + * si i ee , i ‘ se. < , eas , ae iy et Oe , F : 
Be igi Sater « ies rg - fe he al ay 
Bei “ ne : - Mee ees fy ae a ~ ee vp \,! . * pees. dint “gs se Pr “ Shree 
see te era Te es ‘ ey iy 4 ae . - ete ry ym A oo : : ij eae 
ond tet oy woe : “a fee og . ae tale ae ae oe v, tai 4 : Fie ’ : ro | he ete 
ae A€ ree i4 ha me sD OE a a ; F ria’ See a : ete. 
 coetis a ‘ me oi gees A) ee a > x a eres oe ae fete a ; ; Bed 
‘re Ca Foes a gps 3S) al é : et Se MS ia " J e 4 . ee SRT Ste + es 
ets fae F , r a - . g coer * Pr a eon ie ‘. Z . Ps eG i See aks . ae Aiea 
ae ‘ . = ‘ A PY , os m < ie y , . - Ee : ; ; Boris 2 
oA “ ® y a i oe ae : e f Mh wae 
ha ay A me os Alls r 3 4 - > po > Set ane —d — 
By 4 7 i - a ‘ as : rae MAIR : = 
ie -  S P Pure “ae eee ae ‘ ay ae bie: : 5 
sat 7 / Po ; . : % = ti j Neon Bair: ; eS 
is . iar ; a7 + om . a ~ ¢ f ? . Tag “ ’ : cee A beer , ag srk 7 ae : 2 
ae 4 s a F ne + 4 - ee 4 ‘i eer ogi: ee “Ret it ee } : a 
aay * 1 a ¥ ; 7 wine tg 3 (at oe eee e ey {i ie % 
4 * 4 ee 4 4 a if Wigan,” “ Z Poe ae yb con . ' = : 
bisay a ge FS a » : 4 ee fie a " : . eae i fi 4 a Bae pec, pes oo * ey £5 
: od tee - a ff re i, @ : ere. a eeu ‘ ; i j - P - ‘s 
ee we ; aoe “ 2 ~ ad x * a a oie ; . . ca 7 2 — Boe “(ag oS ‘ " 
i 2 é 4g F Ja a 4 +, 2 =. ree ri ee 5 =e, Lateenee ie a sda a peer we ‘ hee 8 ae a * % 
eo . Po a SS ? ~ , : “er - ame Be aa ee ee hy meatal ees Aves sy Le 
. ia / J & is : hse) i a ag “ aS ; tes Sarees ee ae 9 — a aie tk 
ae . a  . a 5 > «SR : Bes foo eerie a , ~*~ + a oa eae fey). She ame a . 3 e rd oa meee 
es — ieee a 3 eR ee ot tae : ce , ve a 3 a aia 
fe Bee , 3 i- f 2s  F . ; Pate oc, aon ar ” . oS ears i as re Pd ‘ ; if ches 
aay f i ag ge “ se % ; See tebe Pieekas d iz, eee ee cher aes A reg at NOR pee WE 
ree ‘ Ye aa Ay a ‘ s -. ree Neer mt as cm ; 4 i 2 eer A ’ Deo 9 a ‘ a ed Pema 
‘ “yy ei > 4 ee PRR SRR Car eer eG ae ES Pe ae cee 4 i Oe Tas he * hehe W 
. ie ‘ , : al / Pi ‘ - Rt vet oat snl is an : . i eee et —— so Mew Fhe ween Doge 
ay ‘ “a 7 — i" we ee i ot af a 43 - a ™ a ef ‘ b be es ro io = e a a is 11 
4 ~ : . , owe x s os ae - . t a a. ie a eee 
i ? a ' at ; PSD. eee > eR Fi . ; , me ey oe ie sant mete aeee a Ah ah tage 7 ne Sey a : 
_ ig ; ) . ee ae a We go %, as oat ohne a a i. = -— ye 
a ‘ } aie =e F ss sf « e Ge ie a E ™ me os 
: ” , f ne oe os i P . an b a a 4 s 
. m7 i ae = ia * & re , i : ee “gy a ay 
€. ‘ ' we . cane * ey P “on : - cal, ee 
ae * , é psy 2 : \ he re 4 Age “4 ™», 4: Et ae ae oe ire 4: pea a 
itr, a } lg os cf ae fm ¥ = : 2 eau ee ° en 
ita P ae OER © cal spep cage srs oe see Pe Ss £ ps ee nae oS ae ae i dita > hose 
ess et , } : ARR cee nore al a eh eS BG ae ee ES ce ere Be een rege 
oe ae Ps. ‘ ee ee aes. See J es es eee | oe dee 
pees “el ; : é " er Ss eee so ae 7h BE a eS ee ee me ac syle, Ss le 
eee am ae Be cee caw a ieee ae eee ee ais 
; ite £s \ ve ; E ae aie aca ae ani eS: ba i Resco. at Se 
ipelen a \ } ~ Bat: io as ae poe EM ec ai ee ee seer. sg se ait 
< 7° 4 ; # at 9 wand ie e ie Sea nee = eet: nea i a ce ae, eS Pow ey ele 
i! | > ® 4 fee : ‘ Sarit 2. Sten Mme ue eR ES Se ie ances +e. F re oe as a oc ¥ eee ee 
‘ = - Ais ‘ . ESE ORE arm es ‘ : oe i Be ae ay. hie i Sree : serra c; i en: 
as : i y" ae Ameer tO (aes bp arte ee : zi, f Pe ae V8 
saute ae es : oe ees ee ee ee eee E oe ee bao 
oe , ae é ' : : y. Ree eee a Sg i a eee ein ; Sea 
ras) } “ve . . a 8 ‘ ites re | AME * et ea es, | Cis es —— ee 
hee § . 4 “ \ : ES es Se na el Saughall <a Nae. 
a | Wes . , i, Py ‘ * fess ears Pais he eae: 4 ste i) Tee ar = a — Aes 
’ J eS ak eee Sack, dee Pa = 5 eee D died Rn tT OOO 
one , t 4 \ BP ag. eee Bisa thet A «its ae pene ome. 7 i Meee 
opt a r " Z " re See te eae Sept <5 lle Vo i Sa 
Pata ; Fé . , 3 = Se abs ie gait ¢ ‘ a fer oats: 
vat 7 + . : as <2 ET aa & pant pee: ‘ See: oe ¥ ee ae : 
aad { ; ah PY é : he fabee ra a hee raed ae . ; Ere Per |, 
se : \ ge 3 ws te Basa ae i a, aR sen ee ions 
~ . ca o£ y ae a 2 ~. ia ee 8 i 
en ; hall is 7 , - . Fe 
; : re 7 ' eo: ie ‘all ‘ ee 
Beer . % ae 7 ae te 1 eo aes | Seances Beare ont gg ni om ee. i * : ; a 
ie ve ” ee % ees, ; sia AE cas Ra ie BR ee phn ee ae es oa een SL 
: A ’ x an ce < cppteabls. oe gill aie a sae 2 Se Sh SON a a fersrs i eee, een aR All ae i $ if 7 isis aia eee 
Ne : , k oS ; cg’ hd WRN aie ae nea ca acy Seay ee tina - ais fk Se Sees | 
sen ' «Se pup es «Seer Fa ee ak aeRO leew ee 1 Mir ssa irae aS ae ue = 2 ‘ ee ee ae 
; we a xi, ae rh ie Oe eae ee he oe ven erie, Se Gre a ea i DEO soe aie se F e ee Neck See 
‘ _ 4g : r a. eum gO OE ee ee ee ee ee _: , ae 
: i F ; ars Re Rice ce SS eee eet a, ee c : 2 ey ae 
; * J te > a igcag ee hee alc a ah ce 9): LE ROO a” St ae a = wae a Dt ag 
" - » . i of pp ia! ee “COR Sc? aa es Sree cea co oe i a ae : Jy laren 
. | ; 3 te a ee me ee ONG te MM al eS. Neen apes 
7 ‘ae oe eae) are net ey SE eer ate a eae a es hd.) a ee st oe ate 
» { - 4 ‘ ist fe Se oto et here ee ire oe ee m eae Per a: 
— i , —— ie OR en | ere’ 
sae : ’ ’ é : * : ‘aie a a , Se hs om RN MEM HL el em Ry Re ’ , : 
ne 5 a & — a rea eee ere ok Ny = Soo en ee end : : 
see 4 _ a’ , ‘ en eee og : ree i Abe = eR oer oe ee =. A ea : ; . 
i , " a a eM a Ue ss I Ca fey eck, ae Aen On cok cn ae et wie: hale : f ey 
Si Sa Er ener Pier uae te a re oe eae i est ar 5 : : er ee 
eee a ¥ te . aye! Mahe hes ot to na Rey ee a POV eee. anni ¥< ve : iy rae 
: a & ‘ NR See ei aes i iae SS ee sae > Raid ray re ote ie ie sae Tae ; eT Mela 
ie & ’ oe ee a ee ee ee ey a ee K ee eee 
sat * a Pett oe Seay BPA a Sagas a oe temrs ) ctiieaye, £ Bro erge eo. 2°, Geena ae < + "ane seater DES aaa 
oe } a . & — Se ; See Laas aie 2 PM ee a ay Peat 4 Fee Oe 
ae ‘ : F % : Ria 1g OMS RM Se, a Ak = a te & eee ay 
: = oN : 4 a = et ee ee ee eee bie MEME escas a. : eee dat 
oe x . ee Ny er gre Pe. gee Ba abocicarien aah ee aia mec tt * i. H ee 
ren = 4 %, ar eee negate ts 2 i eau g aes: erm aE Sch Pon? ae te oe . : 
Hee ‘. : 3 * . 4 £ A ivan a a Nh, eee, ok ee Se ee ee tem RC ae ‘ Semeyacte ee 
1, a * if whe a a eee a ie cs | is SMM 5 oe ets Neel sal 
Beals yeas : b ¢ f a , ei ee or Te oS ee ee: eee ee i tte | : he 
ste ons Bri eke : See ie ne a ae * Seer as ee coe oe a ‘ 
oj" ° Uae . 5 pee tea ye ey ine! | oo Ba cca valgha “hn. AGRE Aaa T A 9 ook Stele ah on as: teem " 
“4 a ' . # a — y nia isi ad 0 eae Cee ee: % oe ee ee ee Te ‘ncn AT : 
' is a , : ye wot aes, ‘ EE ce, ee ae are es PROM en Sar Sie ee eT ' ® 
x ee aes e “J J ; ee tiring ins org Maa boc cama at tes re se 2 
S Oe a ee a aaa i : Snes ae ees ree © oe z mie oe a tied 
eae: * & oy: Mee gh oy ‘ EL Mae : Re is Bee § 2 x + y 
Yoga: Gee ey ag : ae aot ay Rs Ss ee ae ree . at . os 
; as ¥ iis ee & . 1S: aie ee a 29 sy 5 cy ‘ rt ae ‘ 
r be j y eo ae - Beers Cee ares cutee ae a Nag iu is el . 
peat ; a ea Ee a ae tt ee ha eine aR ae aN eet by 
aa : PP oe 8 q Pe . a ree er ON ADOT, © tase ere Ree ‘ ae 3 
. 9 eee ‘ a ai ees PE ieee, a al Tee 
aie \ A eee ee * ae oo nt ea a% 4 A ee re “a vee ey 
ae th : as: i % aa fae ee i Ree ee eens peu een ‘ pe honing 
Pe iY: » (ne. 2 ee bs : Hy co Bet “ Heme Pies CN ee a ee ol © ike ied Peres Ns oe 
ey Sy ae Ge GN ee ; al ee =? i 2 md Puan ig aoe, ees eg ae Ss . 
oe & gre ¢ ‘ 2 ea Se tet 3 aoa ere ey oi aes i ae on . fy : 
cg , 4 4 es ages a a & i eee lie Bux > ae ae eka ie at : ee ee ie ““ 
igs eer oer ear ’ ie eee ae ne ge EE ae bike ee ar ee Rye, ; 
ay 4 ’ - J eee zs Z , : a ae RR hee Bese? hea ake Saree ‘ ) 
arte \ P See } agen, ‘ aor 8 * ‘ a “abe Saesag ‘erie las lls a res) ea [pie 
: ee ’ ’ Ae 4 | : Kaen, Se i ss 7— geek cal oo) Bg eile 4 
ae) | » Ys, cae ae , fs ee ae ‘-_ ee .—Clc FL Pee . 
y Age . ae X ; cB ‘ an a te \. 
d f . a had . = Sq. 7 ae e.* 3 me E. * aes ot “ : < : 
, % :: ‘ ' a ; Ba a : — ah bn es. 
® a x 4 j * . a od ° ow | sates. " * “a ve Sy 7 hy - 
+ 7 & " , is spit : . g S * We ag P 
: . 2! ; _ i i Be ; ioe t iy ; | oa : 
é - r . _ aa “fy $ ae peer ; : ee $ * * ‘ . eae oe =) 4 Sy 
ie : ne : —. & =“ = *\ oe ae ies. 
: .¥ ¥ ? ‘ : Bs -, « eS OS Sn d ee 
4% , . Kars . j 4 Bs a “<> ag ' ee 
; ° : r oo sa * i a + ee cores ' i ee 
j ' : 5 gee! ; . Fy aS Sa BR a | — 
a ; My ; : a.) . oa ; reece e sa 
* “3 . cee. ae ‘ oak a ~ 3 ee 
i hi ; * Es tks. aa 7 ae ee — se 4 as cane 
ie ae oF as i ‘ ; ‘ 2s = % Se 7 
; a ¢ : ‘ j . > as : Lae 4 ee ee 2 
:. og — r ye | sf sates « a. ie : 3 - } % - oe 7 ‘ a i, 
erie ; J $ eS oe BS ee a: Wie Millian 
a ; "q scat 4 ‘ a4 / : ae ee acer ew 5 . : a oe... a a ee sete - 
oe : ‘ Aa ? : % : e 7 1 SS a +23 See Sa Per be ge ei Se, 
ek ag ; eee = ee ee ee 
cae a ‘ ; eR aay + 2 5h a P * . eens ee ry ie as hee ARE tae 
ORF ' ‘a f * ‘ ’ 4 . 4 ae 4 ee at oe apie eae oe *, ee i aa 
are tt , € 3: eee’ lee ae, oe ee eS Se 
oo : ‘A Son one x Pint « we” eel ee ae 
a ¥ “ % a : eae ight y sd Fi “ aes sae pA ig omar ae ae . imate 
= - so . ee oe ae = me a " F ns 2 tht Pn ’ 5 : F . Pass 5 rs 
; ‘pi g : . » SF a A ae ; ; = 4 ‘ +o . e 
_ she e ; ; ” ; 4 6 ¢ og . <— 
f : eesty - 7 “ 
ae 
care aL ae 


2 STATES 
2 COUNTIES 
ONE 
“METROPOLITAN” 
MARKET! 


ae 


J (Largest between 
Minneapolis 
and Spokane.) 


Don’t split this important “metropolitan” market 
because of a state-river boundary! Only this tech- 
nicality prevents the Fargo — Moorhead 2-county 
area from being listed as a “standard” metropolitan 


market. We live and buy as ONE big community, 
with 104,500 people in the 2-county area, 277,100 
in the big retail trading zone. And The Forum-News 
_ delivers almost 100% coverage where you want it, 


Largest 


"= compared with only 8% by any Minneapolis daily! 


Represented by Kelly-Smith Company 


circul 


THE FARGO FORUM | 
Moorhead News = 


ation in North Dakota and western Minnesota 


Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 16-17. Assn. of National Adver- 
tisers, Cooperative Advertising Workshop, 
Hotel Sheraton East, New York. 

Feb. 17. Business Publications Audit of 
Circulation Inc., annual meeting, Shera- 
ton-Blackstone Hotel, Chicago. 

Feb. 22-23. Inland Daily Press Assn., 
75th anniversary meeting, Drake Hotel, 


Chicago. 
Feb. 22-24. International Advertising 
Assn., first Latin American convention, 


Caracas, Venezuela. 

March 6-10. National Business Publica- 
tions, annual spring meeting, Boca Raton 
Hotel and Club, Boca Raton, Fla. 

March 14-15. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 17-19. Advertising Federation 
of America, 7th District, Hotel Corn- 
husker, Lincoln, Neb. 

April 1-3. Eastern Intercity Conference 


|of Women’s Advert.sing Clubs, Sheraton- 


Biltmore Hotel, Providence. 
April 3-7. National Assn. of Broadcasters 
annual convention, Conrad Hilton Hotel, 


_COLORADO 


IMA N 


OKLAHOMA CITY 


| 

| 

| 

| 

| 

\ 

Oklahoma City is one of the 
| fastest growing cities in the 
| United States! Get growth 
in your sales with a solid 
| selling campaign in The Daily 
Oklahoman and Oklahoma 
! City Times, the advertising 
media giving you the most 
\ effective coverage of the 
most of the state. 

| 

| 

! 
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The Oklahoma Market...and Oklahoman and Times Coverage 


26 County ABC 58 County 
Retail Trading Zone % of Greater % of 
(including Metro State Oklichoma City State 
Oklahoma City) Market Area 
Population 1,110,200 47.9% 1,575,000 67.9%, 
Households 339,440 48.4%, 480,000 68.5% 
Total Retail Sales $1,301,325,000 55.0% $1,718,777,000 67.6%, 
Food Sales $ 307,682,000 49.3%, $ 421,104,000 67.4%, 
Drug Sales $ 48,941,000 52.0% $ 63,925,000 68.0% 
Auto Sales $ 263,279,000 47.3% $ 362,992,000 65.3% 
Consumer Spendable 
Income $1,782,977,000 49.1%, $2,392,477,000 65.9% 
OKLAHOMAN AND TIMES COVERAGE | %, 2 femily "eeverege” 
Daily Combined 
Circulation 226,612 66.8% 266,407 55.5% 
Sunday Circulation 183,726 54.0% 227,468 47.4%, 


OKL 
grow with 
TOTAL CIRCULATION 


Daily 
Combined 


Sunday 


isher’ . 
1959 Publisne te  udit. 
’ ject to AB 
or. 13, Subie 


948,429 


+ Statement, 


Sources: 


SRDS Consumer Market Date 7/1/58 - 7/1/59. Circulation Sept. 30, 1959. 
Publishers Statement, Por. 13 (Subject to ABC audit). 


Published by The Oklahoma Publishing Company 


THE DAILY OKLAHOMAN 


Represented by The Katz Agency 


Advertising Age, February 8, 1960 


Chicago. 

April 5. Premium Advertising Assn. of 
America conference, in conjunction 
with the premium buyers exposition, 
Navy Pier, Chicago. 

April 20-21. A Publi- 
cations, fifth annual sales management 
seminar, Westchester Country Club, Rye, 
N. Y. 

April 21. Assn. of National Advertisers, 
fifth annual workshop on Advertising to 
Business and Industry, Hotel Plaza, New 
York. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

April 22. Assn. of National Advertis- 
ers, workshop on Shows and Exhibits, 
Hotel Plaza, New York. 

April 24-27. Continental Advertising 
Agency Network, annual convention, 
Fontainebleau Hotel, Miami Beach. 

April 24-27. Annual sales promotion 
convention, National Retail Merchants 
Assn., Paradise Inn, Phoenix. 

April 25-27. Sales Promotion Execu- 
tives Assn., third annual national confer- 
ence, Hotel Astor, New York. 

April 25-28. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 28-30. Advertising Federation of 
America, 5th District, Columbus, O. 

May 1-4. National Newspaper Promo- 
tion Assn., annual convention, Westward 
Ho Hotel, Phoenix, Ariz. 

May 2-4. Forty-fifth annual confer- 
ence, Assn. of Canadian Advertisers, 
Royal York Hotel, Toronto. 

May 4-5. Direct Mail Advertising Assn., 
regional convention, Fairmont Hotel, San 
Francisco. 

May 8-10. Magazine Publishers Assn., 


inated Poei 


4lst annual spring conference, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

May 8-11. A iated Busi Publica- 


tions meeting, Hot Springs, Va. 

May 12-15. Advertising Federation of 
America, 4th District, Beach Club Hotel, 
Fort Lauderdale, Fla. 

May 13-14. Point-of-Purchase Adver- 
tising Institute, third annual meeting, 
Mayflower Hotel, Washington, D. C. 

May 14-16. Advertising Federation of 
America, 2nd District, Skyline Inn, Mt. 
Pocono, Pa. 

*May 15-18. National Sales Executives, 
annual convention, Buffalo, N. Y. 

May 23-25. Assn. of Railroad Advertis- 
ing Managers, Diplomat Hotel, Holly- 
wood, Fla. 

May 26-31. National Federation of Ad- 
vertising Agencies, annual management 
conference, Northernaire Hotel, Three 
Lakes, Wis. 

June 1-3. 
Assn., annual 
toria, New York. 

June 5-8. Advertising Federation of 
America, 56th annual convention, Hotel 
Astor, New York. 

June 5-9. Assn. of Industrial Advertis- 
ers, annual convention, Shoreham Hotel, 
Washington, D. C. 

June 15-17. American Marketing Assn., 
annual meeting, Hotel Leamington, Min- 
neapolis. 

June 19-24. National Advertising Agen- 
cy Network, national conference, Oyster 
Harbors Club, Osterville, Mass. 

June 20-24. First Advertising Agency 
Group, 32nd annual conference, Holiday 
Hotel, Dallas. 

June 26-29. Advertising Assn. of the 
West, annual convention, Hotel Del Prado, 
Mexico City. 

July 10-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, St. 
Francis Hotel, San Francisco. 

July 10-16. Outdoor Advertising Assn. 
of America, annual meeting, to be held 
in conjunction with the International 
Congress of Outdoor Advertising, Royal 
York Hotel, Toronto. 

Aug. 2-5. Third annual Advertising Age 
Creative Workshop, Palmer House, Chi- 


International 
convention, 


Advertising 
Waldorf-As- 


cago. 

Sept. 21-23. Life Advertisers Assn., an- 
nual meeting, Essex House, New York. 

Oct. 2-4 Advertising Federation of 
America, 7th District, Chattanooga, Tenn. 

Oct. 9-13. Direct Mail Advertising 
Assn., 43rd annual convention, Americana 
Hotel, Bal Harbour, Fila. 

Oct. 12-15. Affiliated Advertising 
Agencies Network, annual meeting, 
Mountain Shadows Resort, Phoenix. 

Oct. 17-18. Agricultural Publishers 
Assn., annual convention, Advertising 
Club of New York. 

Nov. 1-3. Point-of-Purchase Advertis- 
ing Institute, 14th annual symposium and 
exhibit, New York Coliseum. 


Nemarow Gains 8 Accounts 
Nemarow Advertising, Vineland, 
N. J., has been appointed to han- 
dle eight new accounts in the past 
two months. The agency’s Vine- 
land office has acquired Richman 
Ice Cream Co., Sharptown, N. J.; 
Gardner Asphalt Co., Tampa, Fla.; 
Gulf Aluminum Co., New Orleans, 
paint manufacturer; Aladdin Soup 
& Sauce Co., Claymont, Del., and 


| McCarthy Sales Co., New Orleans, 


manufacturer of garden products. 
The agency’s New York office has 
acquired Meadowbrook Industries, 
Merrick, N. Y., manufacturer of 
colonial furniture; Guaranteed 
Contact Lenses, New York; and 
Seaboard Plastics Corp., Irvington, 
N. Y., manufacturer of asphalt 
sealers. 
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\llustrator: Stephen Heiser, a photographic illustrator 
with a notable gift for creating high impact compositions 
for national magazine advertising. 


e for color 


No one thought it possible, ten years 
ago, that color gravure run on high- 
speed roto presses could compete in 
quality of reproduction with letterpress 
color. Today this technical reality has 
made possible a new medium for mass 
merchandising with full-color 
advertising ... the national gravure 
magazines circulated through 
metropolitan newspapers. 


Superb quality of color printing which 
captures the most subtle details of fine 
art and photography . . . combined 

with the massive impact of localized 
newspaper circulation in key markets 
... are major factors in the rapidly 
growing popularity of 

national advertising in gravure. 


Only when we recognized the technical possibility 
that the quality of full color reproduction in gra- 
vure could be matched with the quality of letter- 
press, did we establish a Gravure Division. From 
the beginning, the same standards of quality for 
C M &H Gravure were established as those set 
for C M & H letterpress plates: the best that could 
. be made. Many advertisers and agencies have 
been astonished and pleased by the matched 
quality of C M & H photoengraving for letterpress 
and gravure. Many have developed the habit of 
ordering letterpress plates and gravure positives 
from this single source: an assurance of quality, 
a simplification of detail, and a saving of time. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s finest photoengraving plant 
for letterpress and gravure 
333 West Lake Street, Chicago 
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Traffic Control Buys Spots 
Spots on the Dave Garroway 
and Jack Paar shows on NBC-TV 
have been purchased by Traffic 
Control Inc., Boston, 


|turer of Weld, a new epoxy resin. 
The commercials will be aired 
April, May and June. Jerome 
O’Leary Advertising Agency, Bos- 
manufac- | ton, is handling the account. 


HUB OF AN ISOLATED 
TRI-STATE MARKET 


Qualifies as a Major Midwest Test Market 


QUINCY IS A VERY IMPORTANT FOOD MARKET. 
The new Kroger (16,800 sq. ft.) and National 
Food (18,000 sq. ft.) Super Markets in Quincy's 
recently opened 29-unit Casto Shopping Center 
make the Quincy Market TOPS for these great 
companies in the central midwest (exclusive of 
metropolitan St. Louis). 


THE QUINCY HERALD-WHIG 


HAL CULP, Advertising Manager - Phone BA 3-5100 


“Represented by the John Rudd Co."* 


50,111 asc CITY ZONE POPULATION 


ONE NEWSPAPER WIDE 


Kalbfus Retires from Elliott 

Charles W. Kalbfus retired after 
44 years with Elliott Co., Jean- 
nette, Pa., and 39 years as adver- 
tising manager. He is succeeded as 
advertising manager by Orville F. 
Bricker, who has been in advertis- 
ing and sales with Elliott Co. 
since 1943. 


Midland-Ross Names Ryder 
Midland-Ross Corp., Cleveland, 
has appointed Franklin P. Ryder 
director of its newly created mar- 
ket research department. Mr. Ryd- 
er had previously served as mar- 
keting research director and a 
member of the plans board of 
Fuller & Smith & Ross, Cleveland. 


Sullivan Joins Ahrens 

William H. Sullivan Jr. has 
joined the Chicago sales staff of 
Ahrens Publishing Co. and will 
represent all Ahrens’ publications. 
He formerly had sales experience 
with Bill Bros. Publishing Co. and 
Minnesota Mining & Mfg. Co. 


han any other 


PROOF: * 


In North Carolina’s biggest Metropolitan market, total 
retail sales within WSJS-Television’s Grade A Coverage 
area come to $1,396,079,000. Only WSJS-Television 
offers this strong signal strength in its industrially 
rich Piedmont market. 


WAT SS SS television 


Winston-Salem / Greensboro 


Ricks,” 


ak a ili A 


eth Cralna Stn 


<. great a 
\ Q Se 


MARLOT! 


Se 


Headley-Reed, Reps. 


Advertising Age, February 8, 1960 


Nielsen Network TV 
Two Weeks Ending Jan. 10, 1960 


° Copyright by A. c. omen Co. 


seven 0 


Nielsen Total Audicnne” 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 Rose Bowl Football Game (Gillette, NBC) .........:::cccccccsesseeeeeeeeee 21,651 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 21,108 
3 Sugar Bowl Football Game (Bayuk cigars, NBC) ...........ccceee 19,346 
4 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...... yinkiipiieuatian 
5 East West Football Game (Several sponsors, NBC) 
6 Tournament of Roses Parade (Minute Maid, NBC) 
7 Have Gun, Will Travel (Lever, Whitehall, CBS) 0.0.0.0... 
8 77 Sunset Strip (Several sponsors, ABC) 
9 Ed Sullivan Show (Colgate-Palmolive, Kodak, CBS) 
10 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ................0.000008 


PER CENT OF TV HOMES REACHED} 


Homes 
Rank Program (%) 
1 Rose Bow! Football Game (Gillette, NBC) ..........cccccccccssseesesceeeeereneeee 48.5 
2 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .... 47.4 
3. Sugar Bowl Football Game (Bayuk cigars, NBC) .........cccccseeeneeeeeee 43.5 
4 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........:cccccsseeeeseres 41.6 
5 East West Football Game (Several sponsors, NBC) ...........:ccccceeeeeee 39.2 
& Tournament of Roses Parade (Minute Maid, NBC) ...........:cccccceseseeee 38.9 
7 77 Sunset Strip (Several sponsors, ABC) ..........0000 36.7 
8 Have Gun, Will Travel (Lever, Whitehall, CBS) .......... 36.1 
9 Ed Sullivan Show (Colgate-Palmolive, Kodak, CBS) .... 34.5 
10 Red Skelton Show 6. Cc. ee | Pet Milk, damn 34.4 
Nielsen Average ‘“Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) 18,306 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .........cccccccseeeeee 17,583 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) ...............cccccceeeee 15,323 
4 Danny Thomas Show (General Foods, CBS) 14,374 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ...................00008 14,283 
6 Father Knows Best (Lever, Scott Paper, CBS) 14,283 
7 Prdew 0 Wat (Levee, Grcbdled, FOE) sicscisiscscccccsessnsseccsscesiescsiceseoee 13,831 
8 77 Sunset Strip (Several sp ee I sa ihiaids sonconnnidestntacciiesiinemanas 13,696 
9 Rose Bowl Football Game (Gillette, NBC) .............:cccccccsesceeeeeeeeeee 13,334 
10 Wanted, Dead or Alive (Brown & Williamson, Kimberly-Clark, CBS) 13,244 


PER CENT OF TV HOMES REACHED{ 


Homes 
Rank Program (%) 
1 Wagon Train (Ford, National Biscuit Co., R. J. Reynolds, NBC) .... 41.1 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) 
3 Have Gun, Will Travel (Lever, Whitehall, CBS) 
4 Danny Thomas Show (General Foods, CBS) .........cccssscecesserreeeees A 
5 Red Skelton Show (S. C. Johnson, Pet Milk, CBS) ............ccccceeeeeeeee 32.4 
6 Father Knows Best (Lever, Scott Paper, CBS) .........cccsssssseeeeeeees 33.2 
7 77 Sunset Strip (Several sponsors, ABC) .........cssscccssccrcessrercsssseecons 31.9 
8 Price Is Right (Lever, Speidel, NBC) 31.5 
9 Rose Bowl Football Game (Gillette, NBC) 29.9 
10 Wanted, Dead or Alive (Brown & Williamson, Kimberly-Clark, CBS) 29.9 


* Homes reached by all or any part of the program, except for homes viewing only 
one to five minutes. 


| ** Homes reached during the average minute of the program. 


+ Percented ratings are based on tv homes within reach of station facilities 


used by 
each program. 


_ doing (and your competition) | 
. in this” | 


10% MILLION DOLLAR MARKET 
TEMPLE TELEGRAM © 


TEMPLE, TEXAS 
represented nationally by Texas Daily Press lege 
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toss the 
seeds 

and, 

jump back , 


Where else but in Greater Miami? It’s a fertile field just 


= -_ 


waiting to be seeded with your sales message. And once Speaking of seeds and soil and stuff, are you hep ) = ——7 - 

it is—jump back! ’Cause this is a vast, responsive market* toour 6th annual GARDEN GUIDE | | th | 

—where the harvest is tall, lush and beyond expectation. b Full-color Tabloid Magazine Section SUNDAY, | | | 

Remember, MIAMI IS A NEWSPAPER MARKET. The MARCH 13th... reaches a million Herald = 

tiller of the soil is THE MIAMI HERALD — the total sell- 3 readers. Regular rates. . . for one-paper, low- ” a 

ing medium in South Florida. ‘ cost coverage of entire South Florida market. nts 
March 3 closing... RESERVE YOUR SPACE NOW yO 


Got any seeds that need growing? 


*For facts, not rose petals, about 
South Florida, the nation’s 12th 
largest retail market, drop us a line. 
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THE MI AM I HE RAL [JD seeesien 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 
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Sunsweet Launches Campaign | 

Sunsweet Growers, San Jose, 
Cal., is running an eight-page, | 
four-color snap-out recipe insert, 
“Visions of Sugarplums,” in the 
February issue of Coronet. The 
insert gives 15 ways to serve Sun- 
sweet prunes with meats, in salads | 
and in making desserts. Other me- 
dia used in the promotion will in- 
clude Family Circle, Good House- 
keeping, Ladies’ Home Journal, 
Life and Woman’s Day. Long Ad- 
vertising, San Jose, is the agency. 


MINIATURE 
SCALE MODELS 


of office, factory 
and apartment <3 ee 
buildings, accurately ree 4 ce 


detailed interior 
and exteriors. 


Models for Interior Decorators = 

and Museums. Diorama Displays — 

for Advertising and Public 
Relations Promotions. 


JOHN H. WELLS & ASSOCIATES 
75 East Wacker Drive + Chicago 1, Illinois DE 2-6033 


Shell Is No. 1 
User of Int'l Media, 
Ford Is Second 


(Continued from Page 3) 
other significant trend—the rise 
of foregin companies, particularly 
European, as leading international 
advertisers. While U. S. companies 
still account for 55.7% of the total 
dollar volume, their share is de- 
clining. 

For example, in the eight months 
ended Feb. 28, 59, U. S. compa- 
nies accounted for 40 of the top 
50 spots in the table of leading 
international advertisers (AA, 
April 27, 59). In the accompanying 
table, showing the 50 leading ad- 
vertisers of 1959, there are 20 non- 
U. S. companies. 

Four non-U. S. companies— 
Shell, Martini & Rossi, Daimler- 


Benz and KLM Royal Dutch Air- 
lines—rank among the first 10. 
The four leading product cate- 
gories and their respective per- 
centages of dollar volume are: 
Industrial Machinery & Equip- 


RSE a eee 15.6% 
Travel & Hotels .................. 8.8 
Passenger Cars .........c.c00 8.1 
Beer, Wine & Liquor ........ 6.4 


= In using these figures, it should 
be kept clearly in mind what Rome 
Research is measuring—and what 
it is not measuring. This is pri- 
marily a measurement of the ad- 
vertising done in publications cir- 
culating internationally. It is not 
an accounting of advertising placed 
locally. 

Among the publications audited 
by Rome are U. S. export business 
publications, international editions 
of Newsweek, international edi- 
tions of Time Inc. (excluding the 
Canadian), 13 foreign editions of 
Reader’s Digest, Vision, Latin 
American editions of Popular Me- 
chanics and half a dozen leading 


STRENGTH 


STRENGTH: $176,000 —in just 18 hours. That’s the amount 
Northeastern Ohioans donated to the New March of Dimes in 
response to WJ W-TV’s recent special Telethon ... the second 
largest amount ever collected in any market throughout the 
U.S.A. * More than 4,000,000 viewers look to WJW-TV for 
the best of everything ... highest rated news, the greatest 
array of feature movies, and creative, valid public service. 


Ww - 
YOU KNOW WHERE YOU'RE GOING WITH a ie TW 


CBS CLEVELAND 


A STORER STATION - REPRESENTED BY THE KATZ AGENCY 


ety gk hee oa. 
hh tos ee Teal 


Advertising Age, February 8, 1960 


1. Shell Petroleum .............. $741,440 
2. Ford Motor Co. oo... 352,883 
3. Pan American Airways .... 346,146 
4. Douglas Aircraft ............ 345 269 
5. Goodyear Int'l ..........0 298,147 
6. Martini & Rossi ................ 289,186 
7. Champion Spark Plug .... 284,434 
8. Daimler-Benz _..............:0 269,640 
9. Coca-Cola Export .. 263,947 
10. KLM Royal Dutch Airlines 258,765 
11. Omega Watch Co. .......... 253,231 
12. General Motors Overseas 250,887 
13. Monsanto Chemicals ........ 248,565 
14. General Electric Int'l .... 228,956 
15. Allis Chalmers Int'l ........ 207,379 
16. Boeing Airplane ............ 202,061 
17. Pepsi-Cole int'l ................ 199,616 
18. Minnesota Mining .......... 196,367 
19. Firestone Int’l 0.0.0.0... 193,862 
20. Outboard Marine Int'l .... 188,125 
21. Burroughs Corp. .......... 187,583 
22. Ballantine & Son ............ 185,373 
23. Ford Motor Co. Ltd. ........ 183,218 
24. Mobil Overseas Oil ........ 180,382 
25. Phillips Industries .......... 179,464 


Leading International Advertisers in 1959 


Based on Expenditures in International Media 
Source: Rome Research 


ay een $179,085 
27. IBM World Trade Corp. 176,615 
28. Trans World Airlines .... 176,156 
29. Grant & Sons Ltd. ........ 172,988 
30. International Harvester .. 165,516 
31. California-Texas Oil Co. 159,000 
32. Eastman Kodak Co. ........ 146,758 
33. Tokoyo Shibaura Electric 142,415 
34. Rolex Watch Co. ............ 138,835 
35. Austin Motor Co. ............ 136,245 
36. Standard Brands ............ 134,840 
37. Scandinavian Airlines .... 134,264 
BT I sab chssavelascesnaasictenesanns 134,029 
BP Te PRI scccccscchciansesciovere 128,079 
40. Longines Watches ............ 127,485 
By. FR TR. si tcrenasinsivanens 127,456 
ns, PCN eenvenctaseoenacerirne 127,446 
43. Remington Rand Int‘! .... 125,745 
44. De Beers Mines .............. 125,037 
45. Nuffield Exports .............. 123,360 
46. Vickers Armstrong .......... 117,607 
47. Borg Warner Int'l ............ 117,047 
48. Imperial Chemical Ind. .. 117,000 
49. British Overseas Airways 115,762 
50. Dow Chemical Co. ........ 104,924 


consumer books abroad. 

The dominant agency in inter- 
national advertising placement 
continues to be J. Walter Thomp- 
son Co. JWT has nine clients in 
the top 50. Six of them—Ford, Pan 
American, Douglas Aircraft, Cham- 
pion Spark Plug, Burroughs and 
Mobil Overseas—rank among the 
first 25 and account for $1,694,000 
of the $26,700,000 total. 

The 23rd largest advertiser in 
|the group—Ford .Motor Co. Ltd.— 
is Ford’s British company; its ad- 
‘vertising is handled by a British 
agency, Rumble, Crowther & Nich- 
ojas. 

Shell Petroleum’s big budget 
went through Auld & Tilbury, Lon- 
don. # 


‘Minneapolis Star’ Purchases 
‘San Fernando Valley Times’ 
The Minneapolis Star and Trib- 
une has purchased the San Fer- 
nando Valley Times, San Fernando 
Valley, Cal. Purchase price was not 
disclosed. Robert N. Weed, promo- 
tion and public service director of 
the Star and Tribune, has been 
appointed publisher of the Times. 


Chemical Bank to B&B 
Chemical Bank New York Trust 
Co. has appointed Benton & Bowles, 
New York, to develop an institu- 
tional advertising program. Do- 
remus & Co. will continue to han- 
dle the bank’s other advertising. 


_ The Protestant 


in America. 
market. 

Churches and related institutions 
equipment, fuel, fences, play and 


and services. 


® Coverage of 200,000 key Protestant leaders of 


all denominations 


@ Every reader a buying factor—no waste 


@ 81 per cent readership by subscribers 
(independent survey by Opinion Research 
Corp.)—the highest readership among religious 


| circulation 


| 
@ Editorial vitality guaranteed by 140 contributing 
| editors in all parts of the world 


CHRISTIANITY TODAY is your “one magazine cover- 
age” of the Protestant Religious Market. 


Write today for rates and data. 


There are more than 60 million church-connected Protestants 


Their churches and institutions constitute a $2.2 billion 


plies, audiovisual equipment, books, office supplies and equip- 
ment, organs, pianos, furniture, buses, kitchen and dining 


construction materials and thousands of other products 


The Protestant Religious Market is a big market. 

CHRISTIANITY TODAY, the magazine edited for the 
leaders of the Christian World, offers you top coverage of this 
big market through practically 100 per cent saturation of the 
important buying factors. In terms of readership this means: 


buy instructional sup- 


recreation equipment, 


CHRISTIANITY TODAY 


Washington Building, Washington 5, D. & 
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Success Is A Journey...Not A Destination 


In 1959, the end of a decade, advertisers again invested more money in America’s Big 3 Show- 
case Magazines— Look, Life and The Saturday Evening Post—than in any others. Reported in 
the tables below is the growth in circulation, advertising revenue and advertising pages of each 
cf these three great magazines during the 1950’s. 


As marketers look forward to the soaring opportunities and competition of the 1960’s,.a glance 
‘backward at this record of the past decade can be of tremendous value in media planning. For 
in it are solid clues to the trends that are developing ... that will determine future performance. 


In the past 10 years, in the past five years, in the past year—throughout the 1950’s—Look has 
achieved a unique record of consistent gains in every yardstick of media measurement. LOOK’s 
continuing growth is a tribute to the purpose and power of its editorial accent on the exciting 
story of people . . . its cogent appeal to every member of the American family. Here is further 
evidence that, in publishing too, success is a journey, not a destination. 


PEOPLE ARE THE PURPOSE —PEOPLE ARE THE POWER 


Growth Record of the Big 3 Magazines ccains or Losses in the 


LOOK 


Past Decade) 


ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES 
1YEAR (1959 VS.1958).......... + 93,801 +$ 4,586,654 + 69 
5 YEARS (1959 VS. 1954).......... + 1,868,367 + 21,005,659 + 3 
+ 14 


10 YEARS (1959 VS. 1949)........ 0 + 2,684,791 — + 32,615,988 


LIFE 


ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES 
1VYEAR (1959 VS.1958).......... + 111,090 + $ 11,813,263 + 252 
5 YEARS (1959 VS. 1954)......... ‘ + 588,878 + 20,405,721 - S33 
10 YEARS (1959 VS. 1949)........ + 836,464 + §8,094,741 + 1S 


POST 


ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES ; 
1VEAR (1959 VS. 1958).......... + 346,682 +$ 9,992,061 - V6 
5 YEARS (1959 VS. 1954).......... + 1,484,873 + 19,657,842 - 871 
10 YEARS (1959 VS. 1949).......... + 2,049,640 + 38,339,433 -1,307 


Sources: for circulation, Ist 9 months pr ’ interim to ABC fer severteng “ererue emt page | 
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Wher: else but om Greater Miami’ It's a fertile field just 
= = po Speaking of seeds and soil and stuff, are you hep 
walting to weded with your sa message. And once 
; toour 6th annual GARDEN GUIDE 
it is— jump beck’ “Cease this is a vast, responsive market* ; 
where the harwest « tall. lush and beyond expectation. & Full-color Tabloid Magazine Section SUNDAY, 
Remenber, MIAMI IS A NEWSPAPER MARKET. The MARCH 13th... Reaches a million Herald 
tiller of the oil is Team Sesanes ts 1» — the total sell- y) readers. Regular rates... for one-paper, low- 
+d South Florida P cost coverage of entire South Florida market. 
Ing medium m Sout si 
March 3 closing ... RESERVE YOUR SPACE NOW 
Got soy seeds thet need growing” g 
ty 


7 *For jos, net reer petals 
South #lorida. the sateor 2th 


larges retail martet. drop us « 
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- THE MIAMI HERALD 


STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


SECOND IN THE NATION 
IN TOTAL ADVERTISING 
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Sunsweet Launches Campaign 


Sunsweet Growers, San Jose, 


Cal., is running an eight-page, 

four-color snap-out recipe insert, 

“Visions of Sugarplums,” in a 
February issue of Coronet 

insert gives 15 ways to serve Piiced 
sweet prunes with meats, in salads 
and in making desserts. Other me- 


dia used in the promotion will in- 
clude Family Circle, Good House- 
keeping, Ladies’ Home Journal, 
Life and Woman’s Day. Long Ad- 
vertising, San Jose, is the agency. 


MINIATURE 
SCALE MODELS 


of office, factory 
and apartment cS 

buildings, accurately a 
detailed interior a= 

= 

= 

a= 


and exteriors. 
— 
- 
M tor Interior Decorators = / 
a eums. Diorama Displays we > 
iT ivertising and Public : - 


Relations Promotions. 


JOHN H. WELLS & ASSOCIATES 
75 East Wacker Drive - Chicago 1, Illinois -.DE 2-6033 


Shell Is No. ] 
User of Int'l Media, 


Ford Is Second 


(Continued from Page 3) 
other significant trend—the rise 
of foregin companies, particularly 
European, as leading international 
advertisers. While U. S. companies 
still account for 55.7% of the total 
dollar volume, their share is de- 
clining. 

For example, in the eight months 
ended Feb. 28, ’59, U. S. compa- 
nies accounted for 40 of the top 
50 spots in the table of leading 
international advertisers (AA, 
April 27, 59). In the accompanying 
table, showing the 50 leading ad- 
vertisers of 1959, there are 20 non- 
U. S. companies. 

Four non-U. S. 
Shell, 


companies— 
Martini & Rossi, Daimler- 


Advertising Age, February 8, 1960 


Benz and KLM Royal Dutch Air- 
lines—rank among the first 10. 
The four leading product cate- 
gories and their respective per- 
centages of dollar volume are: 
Industrial Machinery & Equip- 
ment 


Ee eee 1. Shell Petroleum .............. $741,440 
Travel & Hotels ..........0000 8.8 2. Ford Motor Co. .............. 352,883 
Passenger Cars oo... 8.1 3. Pan American Airways .... 346,146 
Beer, Wine & Liquor ........ 6.4 4. Douglas Aircraft ........... 345 269 

5. Goodyear Int'l ........0.00 298,147 

s In using these figures, it should 6. Martini & Rossi... 289,186 

be kept clearly in mind what Rome 7. Champion Spark Plug .... 284,434 

Research is measuring—and what 8. Daimler-Benz .........-..00+0+: 269,640 

it is not measuring. This is pri- |] 9. Coca-Cola Export accu 263,947 

marily a measurement of the ad-|| 19 KLM Royal Dutch Airlines 258,765 

vertising done in publications cir-|} 1), Omega Watch Co. ......... 253,231 


culating internationally. It is not|| 42 


. is . General Motors Overseas 250,887 
an accounting of advertising placed 13 


STRENGTH 


STRENGTH: 


YOU KNOW WHERE YOU'RE GOING WITH Wy ia = LW 


A STORER STATION + REPRESENTED BY THE KATZ AGENCY 


$176,000 —in just 18 hours. That’s the amount 
Northeastern Ohioans donated to the New March of Dimes in 
response to WJ W-TV’s recent special Telethon ... the second 
largest amount ever collected in any market throughout the 
U.S.A. + More than 4,000,000 viewers look to WJW-TV for 
the best of everything... highest rated news, the greatest 
array of feature movies, and creative, valid public service. 


. Monsanto Chemicals ........ 248,565 

locally. aals : 14. General Electric Int'l .... 228,956 
Among the publications audited || 5. llis Chalmers Int'l ........ 207,379 
by Rome are U. S. export business 16. Boeing Airplane ............ 202,051 
publications, international editions |} 17. pepsi-Colo Int'l .occcccsees 199,616 
of Newsweek, international edi- 18. Minnesota Mining ........... 196,367 
tions of Time Inc. (excluding the oe eee 193,862 
Canadian), 13 foreign editions of|] 29 Outboard Marine Int'l .... 188,125 
Reader's Digest, Vision, Latin 21. Burroughs Corp. ............ 187,583 
American editions of Popular Me-\} 99 gallantine & Son ccs... 185,373 
chanics and half a dozen leading} 93. Ford Motor Co. Ltd. ...... 183,218 
24. Mobil Overseas Oil ........ 180,382 

25. Phillips Industries .......... 179,464 


Leading International Advertisers in 1959 


Based on Expenditures in International Media 
Source: Rome Research 


Cee SOF. mcscrncsinrenitn $179,085 
27. IBM World Trade Corp. 176,615 
28. Trans World Airlines .... 176,156 
29. Grant & Sons Ltd. ......... 172,988 
30. International Harvester .. 165,516 
31. California-Texas Oil Co. 159,000 
32. Eastman Kodak Co. ........ 146,758 
33. Tokoyo Shibaura Electric 142,415 
34. Rolex Watch Co. .........0 138,835 
35. Austin Motor Co. ......... 136,245 
36. Standard Brands ............ 134,840 
37. Scandinavian Airlines .... 134,264 
SIE II siciacnaststasennscceniceneen 134,029 
39. Air France . 128,079 
40. Longines Watches ............ 127,485 
Meg SEE. DNS. gerscsnovtrencenee 127,456 
I I Te srierccicctsctiesrssey 127,446 
43. Remington Rand Int'l .... 125,745 
44. De Beers Mines .............. 125,037 
45. Nuffield Exports ..........0+ 123,360 
46. Vickers Armstrong .......... 117,607 
47. Borg Warner Int'l ............ 117,047 
48. Imperial Chemical Ind. .. 117,000 
49. British Overseas Airways 115,762 
50. Dow Chemical Co. .......... 104,924 


consumer books abroad. 

The dominant agency in inter- 
national advertising placement 
continues to be J. Walter Thomp- 
son Co. JWT has nine clients in 
the top 50. Six of them—Ford, Pan 
American, Douglas Aircraft, Cham- 
pion Spark Plug, Burroughs and 
Mobil Overseas—rank among the 
first 25 and account for $1,694,000 
of the $26,700,000 total. 

The 23rd largest advertiser in 
|the group—Ford .Motor Co. Ltd.— 
is Ford’s British company; its ad- 
‘vertising is handled by a British 
agency, Rumble, Crowther & Nich- 
oljas. 

Shell Petroleum’s big budget 
went through Auld & Tilbury, Lon- 
don, # 


‘Minneapolis Star’ Purchases 

‘San Fernando Valley Times’ 
The Minneapolis Star and Trib- 

une has purchased the San Fer- 


nando Valley Times, San Fernando _ 


Valley, Cal. Purchase price was not 
disclosed. Robert N. Weed, promo- 
tion and public service director of 
the Star and Tribune, has been 
appointed publisher of the Times. 


Chemical Bank to B&B 


Chemical Bank New York Trust 
Co. has appointed Benton & Bowles, 
New York, to develop an institu- 
tional advertising program. Do- 
remus & Co. will continue to han- 
dle the bank’s other advertising. 


The Protestant 


in America. 


market. 


equipment, fuel, fences, play and 


and services. 


all denominations 


circulation 


®@ Editorial vitality guaranteed by 140 contributing 
editors in all parts of the world 


CBS CLEVELAND 


Write today for rates and data. 


There are more than 60 million church-connected Protestants 
Their churches and institutions constitute a $2.2 billion 


Churches and related institutions buy instructional sup- 
plies, audiovisual equipment, books, office supplies and equip- 
ment, organs, pianos, furniture, buses, kitchen and dining 


construction materials and thousands of other products 


The Protestant Religious Market is a big market. 

CHRISTIANITY TODAY, the magazine edited for the 
leaders of the Christian World, offers you top coverage of this 
big market through practically 100 per cent saturation of the 
important buying factors. In terms of readership this means: 


®@ Coverage of 200,000 key Protestant leaders of 


@ Every reader a buying factor—no waste 


®@ 81 per cent readership by subscribers 
(independent survey by Opinion Research 
Corp.)—the highest readership among religious 


CHRISTIANITY TODAY is your “one magazine cover- 
age” of the Protestant Religious Market. 


recreation equipment, 


~ CHRISTIANITY TODAY 


Washington Building, Washington 5, D. C._ 
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Success Is A Journey...Not A Destination 


In 1959, the end of a decade, advertisers again invested more money in America’s Big 3 Show- 
case Magazines— Look, Life and The Saturday Evening Post—than in any others. Reported in 
the tables below is the growth in circulation, advertising revenue and advertising pages of each 
cf these three great magazines during the 1950’s. 


As marketers look forward to the soaring opportunities and competition of the 1960's, a glance 
‘backward at this record of the past decade can be of tremendous value in media planning. For 
in it are solid clues to the trends that are developing ... that will determine future performance. 


In the past 10 years, in the past five years, in the past year—throughout the 1950’s—Look has 
achieved a unique record of consistent gains in every yardstick of media measurement. LOOK’s 
continuing growth is a tribute to the purpose and power of its editorial accent on the exciting 
story of people . . . its cogent appeal to every member of the American family. Here is further 
evidence that, in publishing too, success is a journey, not a destination. 


PEOPLE ARE THE PURPOSE —-PEOPLE ARE THE POWER 


Growth Record of the Big 3 Magazines (Gains or Losses in the Past Decade) 


LOOK 


ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES 
1YEAR (1959 VS.1958).......... + 93,801 +$ 4,586,654 + 69 
5 YEARS (1959 VS. 1954).......... + 1,868,367 + 21,005,659 + 3 
10 YEARS (1959 VS.1949).......... + 2,684,791 + 32,615,988 + 114 
ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES 
1 YEAR (1959 VS.1958).......... + 111,090 + $ 11,813,263 + 252 
5 YEARS (1959 VS. 1954).......... + 588,878 + 20,405,721 - 533 
10 YEARS (1959 VS.1949).......... + 836,464 + 58,094,741 + 15 
ADVERTISING ADVERTISING 
CIRCULATION REVENUE PAGES 
1 YEAR (1959 VS. 1958).......... + 346,682 +$ 9,992,061 - 75 
5 YEARS (1959 VS. 1954).......... + 1,484,873 + 19,657,842 - 871 
10 YEARS (1959 VS.1949).......... + 2,049,640 + 38,339,433 -1,307 


Sources: for circulation, Ist 9 months interim to A.B.C.; for advertising revenue and pages, full year, P.1.8. 
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PHOTOGRAPHIC 


REVIEW 


Meyerhoff Green 


PONY BOY—With ip 
an assist from a 
box, Graham Pat- 
terson, publisher, 
Farm Journal, } 
gets enough ele- 


vation to try his il by 
Texas-style Stet- roe . 
son on Spike et 
Stevens, who sits 
on pony donated 
by the magazine 
as a prize at the 
Poor Richard 
Club’s annual 
dinner in Phila- 
delphia. Looking 
on is Spike’s ~ 
mother, Mrs. } 
William J. Stev- avi 
ens Jr., wife of Sim 


The Saturday S 
Evening Post’s ie 
managing editor, in 
whoheld the @am 


lucky number. 


Painter Waring 


v AGENCY—Principals of a new agency—Painter, 
tring & Hand—opened in Darien, Conn., are 
‘wn here chatting over plans. They are Larry G. 


WELCOME—Arthur Meyerhoff shakes hands with Benjamin J. Green 

on his becoming a member of the Arthur Meyerhoff Associates, 

Chicago agency, and being elected vp. Mr. Meyerhoff is president 
and Myron E. Chon vp and copy chief. 


Busch Chesley 


phone. 


Chitwood Hand 
Painter, Lawrence A. Waring, and Albert P. Hand 
Jr. Randolph Chitwood is the agency’s art director. 
All are former New York advertising executives. 


A. Fleischman 
JAI-LAI PLAYERS REACH HIGH—John Bromfield, star of 
“U. S. Marshal,” a National Telefilm Associates 
aici series, draws his gun on a group of Jai-Lai players 
at a Budweiser beer sales convention in Tampa, 
Fla. Awed by the law are Adolphus Busch Jr., son 


LOOK HERE—When inclement weather prevented Vernon C. Myers, 
Look publisher, and James Proud, president of Advertising Federa- 
tion of America, from making a speech before the Akron ad club 
recently, the two guest speakers used the telephone. Here they’re 
shown in Look’s Madison Ave. office as they give their respective 
speeches on a telephone hook-up with Ohio. Mr. Proud is on the 
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S. Fleischman Bromfield 

of the chairman of the board of Anheuser-Busch, 
a sponsor of “Marshal”; Harry W. Chesley, presi- 
dent of D’Arcy Advertising Co.; Al Fleischman, 
president of Fleischman & Holland, public relations, 
and Sol Fleischman, tv-radio personality in Tampa. 


' 


| 
' NT 


a 
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CRUISE WEAR—Robert Bruce Inc., 
Philadelphia maker of men’s 
sportswear, will run full and half. 
pages like this starting in April in 
the Chicago Tribune Magazine, 
Esquire, Ebony, Gentleman’s Quar- 
terly, the New York Times Mag- 
azine and Sports Illustrated. Wer- 
men & Schorr, Philadelphia, is the 
agency. 


NORTHERN DRESS— 
Trevor G. Good- 
man, vp and 
managing direc- 
tor, Young & Ru- 
bicam’s Canadian 
operations, outfits 
Dave G, DeVore, 
vp - advertising, 
Drackett Co., with 
accoutre- 
ments necessary 
for the rigors of 
Canadian busi- 
ness. Occasion 
was a: cocktail 
party in Toronto 
given by Drackett 
for the Canadian 
product group of 
Y&R. 


= ee 
” ee a $ ro > t . >. tad 
ee 2 ee a | | é 
_ | = : ~ 
; : “a » : . ae 
j , oe AT) e sad / rm 4s i ee, 
/)  e  « a \wagt z 
ee : * . ao \ - 
ay if a sai \" : 
ie : fie f ; 
cg ie “ae té, é ; “| 
4 - ae 2 a oe ee \\ (= .< ] "i < 
gig } oe a of - Ae 4 3 \ | : : ‘ 
: a ’ i a oH es + f*. % ; / 4 ad 
i é a ‘i 1 e gs 7 : ‘ i : “- ow lm ; gia ‘ 
an . F i ' ; a ok. : aft *: ¥ * \ : ee ae 1 
; yr % , ‘it _ \e id . ee an ae) 
sete : ra af S } ; a : a — Me: ~ vere ee ‘ ; 2 ° i 
ae , " .~ ~ , f o . : Ay * ‘ , + A ' Hts - . j 
= = f ‘ a ad ee j é FF = =. ' . , ; fe 
pa fe oe Ee N * a 2 ae es j 5! no 5 é . ’ moe ; oem 
‘ 24 j. ae: a ‘ e - ; aaa : ies 2 e 4 
RS \ 7 — . Eo ae 6 lr ‘ . ne: f ae ees Eee r 
lle oe % te eo ea pie ee 7 — se ce ye ¥ ey we - 
on * v iets Pr a) = cate ete: AE J ‘\ ai +. 
a sy % ‘k Soe? ee) ‘en, oe 6 ape ASS > a es aaa a é ‘(ok a oasiue ae 
ie oe * - - ie eee < g eg its. ben! ee : - 
eae % ; - i +. Saye) oes Care, _ =, } my CE aera 
inte ig Se % Br: * i a ee bi cee a Es Lats Meeker 
= 4 * eA sat be ma « ; 4 Eee os Pa “23 7 we 
: ae: Ss ie ee; yh Be = ee Oe fr 
s eae a} Bie Oa ae - ge 
2 ‘ ae : . -— ~~ : 
= 
ee a ‘ . . mo 
« — Om Na +! | ss — 
% Ce | ee | “TH IS 
eS ‘| 4 * A Ne ae : sa us — = 3 
TE Pad " a a a : p 7 . os a f. Sy A 
‘ 4 Veo ' H 2 “ FoR. i eer  ) w ‘ fogs: eae % . \ ie 
rae Pr s. - - # , wa a ‘. a Bet Pe. eS 
wee b ~ | / sy ea | oa } “a : - b - ae a == a = “ 
i oe 4 “4. 7. \\ oe ‘ aA i s “ fie 3 ee ee is ; 
ie t mr ' . a 8 - oe x 
- 2 : i Pie, , yee f ' “ . - 4” ti i 
"d g ee Saeaa fs rs e Ty es ——_— 
pails q rr a So FC 3 —— ees, apne co eee fi =e ee pe 
2s ee ae , 4 ee ee * se fy a4 Z Ry eae y 
sina ae ie : ix = f ak a ae OE . _ { 
2 : Va ay : Pe . Beh i nae’ ete ee ae ae ; es SS . is -, : a eotg <4 : f 
inloas . 4 S i ee s ar : > &s oe Sie “si iz j 
oe MGS Fie ae : , : - “< , “SS if 
\ he oo a é 3 pies . 2 q Pees ‘ : 
TT e Sf Fi Sal f | iene oF he bt = 9 
: By} ee é og, BY Le ‘ta Aal 
a . a nf ¥ “ee ‘esi? me} . » oR . 
Be ote o "tat aaa ; . hee id : Se eat ‘ ere ae ‘ . j 
peers re PP ig ae “a Hi i ae i ae oe 2 : ro 
ae, ae Bie. aa’ ap : Ry! obe — 
ee F i: pee bit . fi i a 
is Z ae aes J Me ; t 
oi F ( g yee ‘The Caribbean Influence in Smart Coordinated Casuals 
ia : +: 2 i \ ‘ Bedere the _ “ derab - + hee . 
a eat * oe ‘ ‘etme 5h wer pew a * (0 ot me . 
gt oe se as ' fw pid Tay eye rne ieee ene ee 
B : oe om / -* P| 
fie oe a : ee «+ id 
Siete aa Fs i i s 
me bs r ‘ Rade 3 . . - . 
ladle it <u > 4 L > > ee 
a “soe Sa eg a 
; oe. ee - Sty eg se 
7 a) * t Z ee 
sah 
Bree - ” te a 
om re a — : 
: a 8 foie J : 
ea a . OCR’ aia 4 é oe a 
3 ~ —— “ . oe & Sul ~y Y 
Shes 3 r . ee 3 - é : , . i 
= aii 19 Rix: i a og SPS " s Pewee ‘ ” en : , - Cites : “ ES A s 
—* : Ame es ge Rr Sian " Theetae " Xe sue 3, 
a a : le ry 
" Lee Sao Jo ‘3 af , e, i = Tar 4 
Sy Tat yh ee gael re ek : : ‘ Kit 3 
gt so). . — ee ty Rhee ~ ¥ : ay a 
ane 4 0 SS. : et F ‘ 4 ; j Bx “i 
aa cll — a - . = 4 
an, a ~ / - Lae | J, aes) >= a ‘ Nia 6,7 a 2 i r 
oe i. a es yy a E Ate a. ; 
itt aa a z Sy ae oe oe Ba el Pe ry 4 | i 
nal ba AA 9 a # 4 ' ; ~ oa ‘ a Je E Piles ; K 
bites : i - — ww cs es. % - L »] ¢ 
ness ; & ‘ om : TO th oa a , _ s a 
ig : ‘3 a y é , ; ar 7 “ s 4 ; ps ye a a 
om i Ze ‘ an ar y; ‘igs 3 ah > f) oe 
Se . 5 Tig te ee tg ei Oe de a U " a: , Se 
eee = a : ae ;  — ‘« \ a 
. 3 Ki a a oi ; : ‘ i a : val as is | 4 iy r ’ ‘ 4 - : ¥ 
BER ees r = MMM Mae ie os oan Ee , 
Bape md ’ ce eh lie: aed “i 3 at : i f aye : a8 : 
ee ‘ ee ts 2 : Wee foes ; 
ee ns Bes oe 7 Pa amt Cae pm ge per Rath ¢ df 
‘. li a: ™* an Mi = gf ai ee he Ct ee 
: a Sy aa : ao 1 Sere a 
: . ‘ y , oe cae get Oe Be Whe ae » aa 
eh ' é ; . 22 <a fe ae 
’ ‘ 1 ee ee ; int 4 
a - - _ Ss ae eo. one vad % org fon r 
a baie -* oe Cf TEE "a, a. bs ~~ 
. % ~ “, > + ae . am : had Pi = bs jos a ,- Me a he . | 
> ~ rr ae J Bs , x ‘ > She" Pan K . : 4 wee ‘os 5 ae 7 
| = 5 ag Na pe an Siig gi 2 a _ 7 : 
om * Wo res ‘SBE wan A. pny gr : -_ * \ \ Lear 
a \ tof ipa hy : + 3 S ow G 
m4 a. Big Sarria. - ; ; ; . a, 
oy a4 tk aa em . : ee : ' — { . } es So 
Ae pe : ae i 4 A 1 “fe ae 
a ee a 
n ‘ : » S ant athe ak. 
\ . Sy — oe os * 7 4 Le% 
‘ atte m Seu a “ee 4 = aes i es 
an ee ee ed 
- . r : ‘ 7 cn ate ee ae ie al a Ede en te wees iO 2s aise, toh Vee ew 7 my i Pe Lat ne : a : 
* Seas EA in et | SRE ee Ley Sree EO ee eA eR aesy pie tae z Pe f 
eee e eae cea ae * Meets ee : As 


Of the top ten markets in the U.S., nine are cities but one is a state! Iowa, with a population of 2,747, 300 
ranks after New York, Chicago, Philadelphia, Detroit, Los Angeles and Boston. The unique circulation of 
the Des Moines Register and Tribune puts Iowa in the top ten — it reaches nearly 70% of the whole state! 
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Campbell-Ewald Boosts Network TV Gross Time Billings Most Adults Don’t 
Van Dusen, Hungerford SPRCIAL OFFER ROM KENTUCKY 
Campbell-Ewald Co., New York, Source: TvB Figures from Leading National Advertisers and WANTED KENTUCKY BOURDON qaaememy Know About Payola, 
1as appointed Phillips B. Van Du- Broadcast Advertisers Reports 2 Colt Glasses TV Ss dal H 
en account group supervisor and NETW e 
Robert V. Hungerford art director. ORK TELEVISION ‘Searentecd 5.00 | .00 VALUE ie) canadis: asper 
Vir. Van Dusen, formerly an ac- November % January-November % 4 "National F. t. Champion” Glasses Boston, Feb. 2—Marion Har- 
‘ount executive in the Detroit of- 1958 1959 Change 1958 1959 Change per, president of McCann-Erick- 
ice, joined the agency in 1953. Mr. | asc ......... $10,338,126 $12,929,960 +25.1 $ 92,550,834 $112,033,136 +21.1 aoe, Gepane Caak C RES Se 
{ungerford, formerly an art di-| ces. ......... 21,853,592 23,442,765 + 7.3 224,946,459 242,404,016 + 7.8 SRE Se ae Gere: oe 
ector on special projects in the| NBC .......... 19,817,075 21,765,361 + 9.8 195,154,287 213,837,126 + 9.6 ie warts Sek SAEpENNS We eet 
Yetroit office, joined Campbell-| Total .... $52,008,793 $58,138,086 +11.8 $512,651,580 $568,274,278 +109 Gwe Wer het te qeuenely 
Ewald in 1951. For pe he said, a “con 
3 N Bulow VP a oe ee fidential study” of adults taken 
peagram Names Du e - ABC CBS NBC TOTAL earlier this month revealed: 
| gg og appointed — F rt Cn en, $10,647,078 $22,129,248 $19,299,853 $52,076,179 e 50% had heard no news stories 
Sulow vp, public relations. Mr. gh seneeenennecnnncnnnecnnes pny snp pepe are oneaee oe about television’s recent scandals. 
3ulow, who joined the company|,.. “rr renly 22,077,285 19.739.816 52 126,364 | | deen eemieakionseinmele e 70% had no knowledge of tv’s 
n 1944, was formerly director of 22,298,271 19,674,494 51,919,335 TO show oun AppREce | any aoa “rigged quiz shows.” 
wublic relations 21,171,128 17,984,845 48,066,007|| See e 87% knew nothing about “pay- 
- areas 21,269,782 17,883,111 47,544,363 | WANTED souRsON boas | | ola.” 
August 21,137,261 17,298,527 46,641,308 Mr. Harper cited these study 
} September 21,196,220 18,525,685 48,268,555 results at the two-day New Eng- 
ae 12, 537, 020 23,610,441 22,883,291 59,030,752 land Sales Management Confer- 
TA B | ) | f) S UAE rcs cavsccsissassctese 12,929,960 23,442,765 21,765,361 58,138,086 | | ence and exhibit which attracted 
! 500 and was sponsored by the 
Dealer Imprinting Technicolor Names Bradley Chicago Bank Names Straus CONS CNGNNS—RWL Wine &/Resten Seles Exscutives Chup and 
Our Specialty George W. Bradley has been| The Cosmopolitan National Bank ragged mae Ses, eon om at Sete — a oe 
Any Amount — As Required promoted from assistant sales|of Chicago has appointed House |‘ three Baltimore dailies three i 
ALSO—MAGAZINES, CATALOGS, {|nianager to sales manager of the|of Straus Inc., Chicago, to han- | %4@vs after the Baltimore Colts won| , Beyond these percentages, he 
FOLDERS Eastern division at Technicolor |dle its advertising and public re- |the world professional football gave no further details—who ‘eon 
Products, New York, replacing | lations. A new campaign will be|championship. Orders for more) qucted the survey and for whom 
SERSEN’S IMPRINTING 3) Erik J. Sheldon, who resigned. | launched within the next 30 days |than 4,000 sets of glasses were re-\ His juncheon address avoided 
120 So. Sangamon Street Before joining Technicolor, Mr.|in newspapers, radio, outdoor, di-|ceived four days after ads ran.|yviews on the recent criticism 
Phone: CH 3-2050 Chicago 7, ill. }| Bradley was with Kudner Agency | rect mail and car cards. The bank | Brave & Robinson Advertising,| against tv, radio and advertising 
5|on the Frigidaire account. previously was a direct advertiser. 


HEAP 


CHIEF 


Baltimore, 


is the agency. 


Indict Doll Promoters 

Three vendors of 59¢ dolls and 
outfits, who are charged with wil- 
fully concealing the fact that the 
dolls were made of cardboard, and 
the outfits were paper cutouts, 
have been indicted by a federal 
grand jury on eight counts of mail 
fraud. They are Murray Ross, 
Robert Vallon and Marvin Schere, 
operators of the House of Dolls 
Inc., 22 E. 17th St., New York 3. 
Last June, the three agreed to a 
consent order with the Federal 
Trade Commission concerning 
claims made for a cadmium bat- 
tery additive. Mr. Schere has also 
been identified as owner of Jen- 
asol Co., which sold royal jelly 
capsules. Jenasol was the subject 
of a postal fraud order last year, 
against which an injunction was 
subsequently issued, which stayed 
the execution of the fraud order 
on procedural grounds. 


Infra Corp. Names Chapman 


agency. 


practices. It concentrated upon 
the need for serious thinking and 
planning for the optimistic eco- 
nomic growth in the years ahead. 

But he told ADVERTISING AGE ear- 
lier that “ethics, morality and 
good taste in the tv industry will 
be accomplished by people and 
not by the government,” since 
they cannot be created by legis- 
lation. + 


Gibson Opens PR Company 

D. Parke Gibson, former pro- 
motion director of the Chicago 
Daily Defender, has formed D. 
Parke Gibson Public Relations, 
with offices at 2631 Seventh Ave., 
New York. The new company, 
which will offer public relations 
consultation and services in the 
Negro market, will work in affili- 
ation with Path Associates, Chi- 
cago. 


Stewart-Warner Boosts Burke 
Raymond F. Burke has been ap- 
pointed advertising manager of the 
Alemite and instrument division 
of Stewart-Warner Corp., Chicago. 


Infra Corp., Clarkston, Mich.,;Mr. Burke, assistant advertising 
BIG has named John R. Chapman Co.,|manager since joining the com- 
Birmingham, as its advertising| pany in 1947, succeeds F. R. Cross 


who has retired. 
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HANKSCRAFT 

f DISPLAY MOTORS 
help 
Seven-Up 


set sales in 


Pace es» 


Display created and produced by the Arvey 
Corporation, Chicago,tor Creative 
Point of Sale, St. Louis, Mo. 


FOR 
A REAL 
THIRST 


ee “4 
HOW ADVERTISERS OF FOOD AND era SERVICE i 
t beverage counters everywhere 
FOOD PRODUCTS RANK NATIONAL MAGAZINES “*Fresh Up’ Freddie” jumps for joy, 
eae MAGAZING ADV. REVENUE calling attention to the excellent 
thirst-quenching qualities of Seven- 
1 LIFE $18,224,024 dl a ati Up. Action is supplied by a stand- 
Sree, Steere can d Hankscraft rotar t 
’ animate any type of dis- 4° y motor 
2 Ladies’ Home Journal 10,747,214 play— special action or AC powered by two ordinary flashlight 
3 Reader's Digest: 7,664,999 made without obligation. batteries. Like all displays animated 
ce your Hankscrait by Hankscraft, this silent sal 
representative or send y ‘ > salesman 
4 Saturday Evening Post 7,060,525 cutout dummy and works for weeks without attention! 
5 Better Homes & Gardens 7,005,565 HANKSCRAFT company, Olepiay Motor Division - Reedsburg, Wis. 
s orld’s Largest Manufacturer of Battery-O, ted lay Mot 
Source: P.1.B. (Jan.-Dec., 1959) Sales Offices in none rincipal cities: Chtente . Philadelphia . inaleetin © tow York 
Dallas « Toronto (Ontario) « San Francisco (Eriach Lee Co.) 
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NEWSPAPER 


CIRCULATION 
& COVERAGE... 


The Audit Bureau of Circulation’s fig- located in the area defined as the 
ures and the Daniel Starch and Staff A. B. C. City Zone. Neither organiza- 
Survey findings reported in this ad- tion has anything to do with the other. 
vertisement are both authoritative and However, the San Antonio Light is 
vitally important, but they deal with pleased that both the A. B. C. circula- 
rr we ong of Nadie “9g ws tion figures and the Daniel Starch and 
. B. C. audits the circulation records ; 
of the newspapers. The Starch survey ita ee — s yee of 
was besed on personal interviews to "ewepepers in San Antonio households 
determine the possession of San Anto- provide indisputable evidence of THE 
nio's three newspapers ‘in households LIGHT'S superiority. 


Daniel Starch & Staff has just completed 
an authoritative study among newspaper 
reading households in the San Antonio 
A. B. C. City Zone. These are some of. 
their findings and comparative measure- 
ments. 


COVERAGE OF HOUSEHOLDS 
THE LIGHT alone reaches 62.2% of the 


newspaper-reading households in the San 
Antonio A. B. C. City Zone. Other dailies 
combined reach 53.9%. 


EXCLUSIVE COVERAGE 


74% of the LIGHT homes read no other 
newspaper 


Blorunte Hews 
Fa: 4) AA tat Weay 
aaa 


HOUSEHOLDS WITH CHILDREN 


THE LIGHT reaches more newspaper-read- 
ing households in the A. B. C. City Zone 
with children under 18 than any combina- 


tion of other San Antonio newspapers 
. 


S) ? 
THE LIGHT—alone reaches 64.5% with 3 Circulation of San Antonio newspapers © ° 
° from Audit Bureau of Circulations— 4 
or more children under 18, more than any Publishers’ Statements, 6 months ending ° = 
combination of other San Antonio news- September 30, 1959, compared with the & 
same period for 1958. Curcat 
papers 
Evening News, Morning Express net com- 
Sk uaaaes SE ie ae |... DAILY CIRCULATIONS SUNDAY CIRCULATIONS 
. : > ome Delivered—City Zone 1959 Gain or Loss 
. homes with 3 or more children under 18 THE LIGHT 67,726 + 4,387 Home Delivered—City Zone 1959 Gain or Loss 
1 Morning Express 29,225 — 765 
Evening News 40.335 — 672 let od “on 0 lt Ae 
Total City Zone xpress-News 54,928 + 1,635 
THE LIGHT 84,978 + 4,760 Total City Zone 
ae Express 45,886 + 215 THE LIGHT 89,904 + 2,971 
vening News 60,640 + 362 E -N r 
Total City and Retail Trade Zone mapas aod ee, Seen 
‘ P THE LIGHT 103,587 4+ 4,474 Total City and Retail Trading Zone 
. . no other seaanarie ait alone or in combination, Morning Express 60.639 + 209 THE LIGHT 117,791 
daily, Saturday or Sunday reaches as many ‘ A mag News 69,001 + 476 Express-News 95,579 
otal Net Paid 
households as The Light THE LIGHT 107,483 + 4,056 Total Net Paid 
Represented nationally HEARST ADVERTISING SERVICE INC. Morning Express 66,920 en THE LIGHT 128,136 
c Pp 
Evening News 73,417 am 267 Express-News 107,543 
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*SWINGLES are swinging jingles that SELL! 
They’re created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 

SWINGLES are so good, 800 top advertisers and 
stations have bought over 10,000 of them, with 
a 98% re-order record. 

Put this record to work for you. Write, wire orcall 


THE JINGLE MILL 


201 W. 49 St., N.Y. 19, N.Y. PLaza 7-5730 


Across-the-Board Enforcer... 


F TC: Government's 
Truth-in-Ads Warhead 


Dissatisfied with Courts, 
U.S., Business Agreed to 
Create Much-Bruited Body 


WasHINGTON, Feb. 4—The Fed- 
eral Trade Commission, which has 
so much to say about deceptive 
advertising these days, has a big- 
ger job than almost any other fed- 
eral regulatory agency. 

It’s the government’s chief po- 
licing agency for “unfair and de- 
ceptive practices.” In addition, it 
gets into anti-trust enforcement 
under the Clayton and Robinson- 


Don’t bury your head 


An Ostrich with a buried head misses many things that are 


most obvious. If you haven’t discovered Rounsaville Radio’s 
six Negro Markets you are overlooking an 824 million dollar 
consumer group. That’s what Negroes in the Rounsaville Radio 
area have ready to spend AFTER taxes! 80% of their money is 
spent on consumer items alone. The Negro market is rich... 


and getting richer . . . incomes 


are up 192% since World War 


II! To make sure you’re getting your share of nearly one 
billion dollars, use Rounsaville Radio! All six Rounsaville 


Radio stations are Number-One Rated by BOTH Pulse and 
Hooper. Call Rounsaville Radio in Atlanta, John E. Pearson, 


or Dora-Clayton in the Southeast today! 


Personal Letter 


An advertiser's dream would be a captive audience pre-conditioned 
to buy his product. The nearest thing to making this dream a reality is 
Rounsaville Radio—100% programmed to the Negro audience. Negro 
Radio comes closer to the Captive Audience and Pre-Conditioned Buyer 


than any existing medium. Negro 


performers tell your sales story to 


their Negro listeners, and believe me, they buy! No matter if your budget 
on is large or small...no matter how many media 


must go to 


How to sell 


you plan to use... a proper part of your budget 


Rounsaville Radio or you miss this 


market. You can make excellent use of our Know- 


your products. Call on us, we'll be 


happy to help you. We are one of the oldest and 
largest broadcasters in Negro Radio. 


HAROLD F. WALKER 
V.P. & Nat'l Sales Mgr. 


FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 


WCIN 1,000 Watts (5,000 Watts 
soon)— Cincinnati's Only all Negro- 
Programmed Station! 

WLOU 5,000 Watts — Louisville's 
only al! Negro-Programmed Station! 
WMBM 5,000 Watts — Miami- 
Miami Beach's only full time Negro- 
Programmed Station! 


WVOL 5,000 Watts— Nashville's 
only all Negro-Programmed Station! 
WYLD 1,000 Watts — New 
Orleans’ only full time Negro-Pro- 
grammed Station! 

WTMP 5,000 Watts — Tampa- 
St. Petersburg's only all Negro- 
Programmed Station! 


BUY ONE OR ALL WITH GROUP DISCOUNTS! 
ROUNSAVILLE RADIO STATIONS 


Peachtree at Mathieson, Atlanta 5, Georgia 


R 
wa 


JOHN E. PEARSON Co. 
Nat'l Rep. 


Rosert W. R —_) i 
Caria we | ae 
U R 
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HAROLD F. WALKER 
V.P. & Nat’l Sales Mgr. 


Dora-CLAYTON 
Southeastern Rep. 


Patman Acts. 

Other agencies—ICC, CAB or 
FCC—deal with a single industry. 
FTC is supposed to know about 
almost every industry and every 
company in our economy. 

President Woodrow Wilson orig- 
inally sponsored FTC as a place 
where government and business 
could meet half way “in a common 
effort to square business methods 
with public opinion and the law.” 

After 23 years of experience 
with the Sherman anti-trust law, 
the government felt courts were 
unsympathetic, and business men 
complained they did not under- 
stand what the law meant. Pres- 
ident Wilson told Congress: “Busi- 
ness men desire something more 
than the menace of legal process. 
They desire advice, the definite 
guidance and information which 
can be supplied by an administra- 
tive body.” 


s In practice, there has been less 
consulting than litigating. During 
45 years, FTC has blown cold, 
then hot, on “consultation.” Mostly 
it has provided its “guidance” on 
a case-by-case basis, with thou- 
sands of investigations, culminat- 
ing in 7,700 docketed cases. 


FTC’s Assignment 


e False advertising. Federal Trade 
Commission Act (1914) created 
the commission and ordered it to 
eliminate unfair and deceptive 
practices in commerce. By inter- 
pretation, FTC established false 
advertising as one of them. The 
Wheeler-Lea Act (1938) tightened 
FTC power over food, drug and 
cosmetics ads, authorizing the use 
of injunctions, where health and 
safety are involved, to stop ads 
while the validity of FTC’s com- 
plaint is debated. Also special 
laws order FTC to achieve honest 
labeling for wool and fur products 
and flammable fabrics. 

e Monopoly. The Clayton Act 
(1914) put FTC in the anti-trust 
business, with orders to stop in- 
cipient monopoly by dealing with 
discriminatory practices. This was 
further defined by the Robinson- 
Patman Act (1938) to include dis- 
criminatory rebates, particularly 
discounts, advertising allowances 
and promotion benefits offered to 
one outlet but not another. FTC 
also is fighting monopolistic merg- 
ers, competing actively for cases 
against the Justice Department’s 
anti-trust division on a “first come, 
first served” basis. 

e How big is it? For all this, FTC 
has only 720 employes, including 
the messengers, and about $7,- 
000,000. Some staff members are 
deployed at nine strategically lo- 
cated field offices (Atlanta, Wash- 


ington, New York, Cleveland, Chi- 
cago, New Orleans, San Francisco, 
Seattle, Kansas City), but most are 
at Washington headquarters. Most 
professional staff members are 
lawyers, but some are economists. 
e What is its case load? In a nor- 
mal year FTC has about 1,000 
investigations under way at any 
one time, and a backlog of 1,300 
waiting for attention. Ultimately 
it issues about 270 complaints 
against deceptive practices and 80 
against monopoly. These culminate 
in about 235 deceptive practices 
“orders,” and another 45 to 50 in 
the anti-monopoly field. 

(“Case load” and “orders is- 
sued” figures are something of a 
statistical game. A large per- 
centage of the “deceptive prac- 
tices” cases involve wool or fur 
labeling. Others challenge rela- 
tively obscure correspondence 
schools, real estate offers or “skip 
tracers.” Though FTC’s jurisdic- 
tion over retailing is limited to re- 
tailers in interstate commerce, it 
has many misleading price ads, 
particularly in Washington, where 
retailers are watched by FTC’s 
staff and friends. Strikingly few 
FTC cases are against advertis- 
ing of nationally known compa- 
nies, other than some in the pro- 
prietary drug field.) 

About 60% of FTC’s money and 
personnel are devoted to anti- 
monopoly cases, particularly those 
involving discriminatory advertis- 
ing and promotion allowances. As- 
signments reflect the commission’s 
belief that economic stakes are 
high here, with a serious threat to 
the survival of independent busi- 
nesses. Anti-monopoly assignments 
are treasured at the staff level. 
Cases get reported in the law jour- 
nals, and career potential is con- 
siderably brighter than in the 
anti-deception field. 


Who Runs the Shop? 


FTC’s five commissioners, ap- 

pointed for seven-year terms, all 
have equal say about complaints 
that are to be issued, as well as 
the decisions that are rendered. 
The chairman’s powers are some- 
what more extensive than those of 
the other commissioners because 
he has more contact with the staff, 
and with the press. 
e The commissioners. All five 
FTC commissioners have been ap- 
pointed since President Dwight 
Eisenhower took office in 1953. 
All are lawyers. All admit that 
just keeping up with court deci- 
sions in their regulatory areas in- 
volves about as much reading as 
they can do on a regular basis. 
Most confess to be relatively in- 
frequent readers of trade journals, 
and when they do read them it is 
largely to learn what is being said 
about FTC. But the staff sees to it 
that pertinent news clips get cir- 
culated. 

‘Chairman Earl Kintner, 47. Re- 
publican. Born on an Indiana farm. 
Worked as a newsman while earn- 
ing his way through DePauw Uni- 
versity and the Indiana Univer- 


Advertising Age, February 8, 1960 


officer in the Navy’s amphibious 
forces during World War II. Three 
years postwar service with the 
United Nations war crimes com- 
mission. Joined FTC as trial at- 
torney in 1948, advancing to 
assistant general counsel, then gen- 
eral counsel in 1953. Twice presi- 
dent, Federal Bar Assn., chairman 
administrative law section, Amer- 
ican Bar- Assn.; president, Fed- 
eral Bar Assn. Building Corp. and 
National Lawyers Club. Desig- 
nated FTC chairman last spring 
to fill remaining 15 months of un- 
expired term of retiring FTC 
Chairman John Gwynne. 

Others, by seniority: 

Robert T. Secrest, 56. Born Sen- 
ecaville, O. Democratic congress- 
man 1933-1942, and 1949 until ap- 
pointment to FTC in 1954. Also 
served in the Ohio legislature and 
in the Navy, Italy and the Pa- 
cific. Congressional service in- 
cluded time on House interstate 
and foreign commerce committee, 
“parent” committee handling FTC 
legislation. 

Sigurd Anderson, 56. Shares 
same birth date as Commissioner 
Secrest: Jan. 22, 1904. Born in 
Norway, but emigrated as infant 
when parents settled in South 
Dakota. Raised and educated in 
South Dakota. Entered politics as 
state attorney for Day County in 
1937, ultimately advancing to as- 
sistant attorney general and—after 
war service in the Navy—attorney 
general. Served two terms as 
Republican governor of the state 
before being appointed to FTC in 
1955. 

William C. Kern, 56. First ca- 
reer FTC employe to get a place 
on the commission. His father, 
John W. Kern, was Democratic 
Vice-Presidential nominee in 1908 
and senator from Indiana, 1911- 
1917. Educated at Princeton and 
Harvard law school (with a mas- 
ter’s degree from Columbia), he 
practiced law in Indianapolis 1927- 
°40. Between 1940 and 1954 he was 
on FTC’s anti-monopoly staff, be- 
coming assistant director before 
appointment as successor to for- 
mer chairman James Mead in 1955. 

Edward T. Tait. At 39, he’s FTC’s 
youngster. Born in Indiana, Pa., 
attended University of Pittsburgh 
and was graduated from both the 
school of business administration 
and law school. Overseas service 
as an Army major in World War 
II. He was a member of the Eisen- 
hower campaign train in 1952 and 
became executive assistant to the 
chairman of the Securities & Ex- 
change Commission in 1953. When 
appointed to FTC in 1956, as suc- 
cessor to Commissioner Lowell 
Mason, he was serving on the 
White House staff. 


The Shop 


FTC operates through four ma- 
jor operating divisions, which re- 
port to the commission through 
Harry Babock, executive secre- 
tary. 


e Bureau of investigation, under 


sity law school. Commissioned 


Sherman Hill. It handles com- 


paper, radio and T.V. advertising. 
Answer America. 


ANSWER AMERICA 


Will Make Your Client’s Advertising More Effective 


Answer America, a network with more than 250 telephone answer- 
ing exchanges, with offices in the United States, Canada and Mexico, 
can offer your clients varied services 24 hours every day .. . they 
can maintain branch offices, receive mail and orders, have phone 
service and listings in telephone directories. Mail can be addressed 
to any one of the Answer America affiliates and will be sent to the 
general office for reply or forwarded on to established regional 
offices. Answer America can also do special services, make telephone 
surveys, handle mail and telephone orders to tie in with local news- 


For complete information, write 


Executive Office 


ANSWER AMERICA, INC., 55 East Washington Street, Chicago, Ill. 
RAndolph 6-2339 
AFFILIATE ANSWER CANADA, LTD. 
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eet, now, José Rivera...aged 14. 
His explosive laugh reflects 
a tiny fraction of his inner tension. 
: Slum boy, he’s worldly-wise too soon. 
a Gang wars. Drug addiction. Prostitution. Murder. 
He has seen it all. 
Spirit uncommitted, he struggles to stay decent 
g in an atmosphere of evil. With such odds, 
the wonder is that there is a struggle. 
The problems of youth under stress 
take on a personal meaning 
in this story of one youth...in the 
current LOOK, the exciting story of people. 


PEOPLE ARE THE PURPOSE—PEOPLE ARE THE POWER 


from “THE REAL WEST SIDE STORY,” in the February 16, 1960, LOOK 
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plaints, conducts investigations 
and makes recommendations to 
the commission. In a recent year, 
it received nearly 4,000 complaints, 
many of them from firms con- 
cerned about their competitors. 
Most were pointless. Another 1,200 
were settled by obtaining “letters 
of discontinuance.” At any time, 
the bureau of investigation has 
roughly 1,000 “live” investigations 
under way, 1,300 more awaiting 


action. 


e Bureau of consultation, under 
John Heim. This is what’s left of 
Woodrow Wilson’s dream. It talks 
informally with interested busi- 
ness men, advises on what can 
and can’t be done. Until relatively 
recently the program was large- 
ly sterile, centered in the drafting 
of “trade practice rules,” which 
seldom went beyond text of com- 
mission and court decisions, and 


which offered little comfort to 
confused, conscientious business 
men. Current staff consists of only 
about half a dozen professionals, 
selected for ingenuity, contempt 
for red tape. Recent “guides” in 
such fields as cigaret, tire and de- 
ceptive price advertising use trade 
terms and provide useful exam- 
ples. Informal conferences involv- 
ing across-the-board elimination 
of questionable ads and practices 


Where do you get BETTER SERVICE than at P& A? 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


ELECTROTYPES, NICKELTYPES, PACOTYPES, MATS, R.O.P. COLOR GLASS MATS, 
THERMOSETTING MAT PATTERNS, AND PLASTIC PRINTING PLATES 


HOME 


\\ FURNISHINGS 


AND 
EQUIPMENT 


HOW ADVERTISERS OF HOME FURNISHINGS 
AND EQUIPMENT RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $10,730,490 
2 Saturday Evening Post 7,683,389 
3 Better Homes & Gardens 6,681,962 
4 Good Housekeeping 4,760,117 
5 Ladies’ Home Jeurnal 4,649,987 


Source: P.1.B. (Jan.-Dec., 1959) 


have paid off handsomely, led to 
likelihood that Woodrow Wilson’s 
advice ultimately may command 
respect at the agency he sired. 
Bureau of consultation also has 
control over the division of trade 
practice conferences, the division 
of stipulations and small business 
division. 
e Bureau of litigation. Joseph E. 
Sheehy, director. These are the 
“prosecutors,” who represent the 
commission in the trial of cases 
after a complaint has been issued. 
Two major subdivisions: Deceptive 
practices, under Daniel J. Murphy; 
and anti-monopoly, under Robert 
R. Maclver. 
e Bureau of economics. Simon N. 
Whitney, director. Conducts spe- 
cial studies and cooperates in reg- 
ular quarterly FTC-SEC report 
on corporation income. 


as A fifth major FTC operating 
arm is the office of the general 
counsel, reporting directly to the 
commission. General Counsel 
Daniel J. McCauley Jr. functions 
as legal adviser to the commis- 
sioners. Under his supervision, 
also, are a number of functions, 
including the compliance division, 
which checks up on enforcement 
of FTC orders, and the appellate 
division, which represents FTC 
when cases go to court. 


How FTC Operates 


Complaints reach the commis- 
sion from the public, or from FTC’s 
monitors. After investigation by 
field agents, a preliminary report 
is handled in the bureau of inves- 
tigation. The matter may be 
dropped or settled informally. Or 
it may be forwarded to the com- 
mission with a recommendation 
of formal action. The course of 
action varies according to the seri- 
ousness of the offense, the past 
record of the offender, and its 
willingness to cooperate. 

On the basis of the investigation 
report, the commission decides a 
course of action. Cases may be 
turned over to the division of stip- 
ulation for negotiation of informal 
settlement. Or they may be chan- 
neled to the bureau of litigation 
and a formal complaint issued. 


= When a complaint is issued, the 
ease follows a routine adminis- 
trative pattern. The respondent 
gets 30 days to reply. Ultimately 
hearings are held before a trial 
examiner, who is roughly equiva- 
lent to a federal district judge. 
Though employed by FTC, he has 
no connection with the rest of the 
staff and is not under commission 
discipline. His initial decision can 
be appealed to the commission by 
either side. Following oral argu- 
ment and review of the decision 
by the commission, the case is 
either dismissed or the order mod- 
ified or affirmed. FTC’s own de- 
cision is appealable to any federal 
court of appeal, and ultimately to 
the Supreme Court. 


FTC’s Weapons 


1. Letter of compliance. Least 
formal of FTC’s disciplinary de- 
vices, this involves simply a writ- 
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ten promise to discontinue a dis- 
puted practice. In more than 1,200 
instances last year, that’s how 
investigations ended. There’s no 
publicity. 

2. Stipulation. Much tougher. 
Here the investigators have 
recommended punitive action, 
short of formal complaint. A signed 
agreement is negotiated. It does 
not constitute an admission of 
guilt, nor is it enforceable in court. 
But it is (1) a recorded public ac- 
tion of the commission and is an- 
nounced to the public and (2) the 
stipulation is used as evidence in 
the event of a recurrence of the 
practice. 

3. Consent order. That’s a short- 
cut settlement after a formal com- 
plaint has been issued. Still does 
not constitute admission of guilt, 
but is a legally enforceable order. 
Full details of consent orders are 
announced in decisions of the 
commission and FTC’s press re- 
leases. 

4. Cease and desist order. This 
is a finding of “guilty” after trial. 
Legally enforceable. In Robinson- 
Patman Act cases, FTC orders 
have been used successfully as 
evidence in private triple damage 
litigation. Orders are appealable to 
court, but violation is punishable 
by fine, imposed by federal judge, 
of up to $5,000 for each violation. 

Publicity: FTC cloaks its admin- 
istrative and investigatory opera- 
tions in secrecy but publicizes all 
“judicial” activities, just as courts 
publicize their operations. FTC 
will not discuss consultations with 
individual companies, nor will it 
reveal the sources of complaints 
nor the identities of companies 
that are being investigated. It does 
not discuss “letters of discontinu- 
ance” obtained by investigators. 

When a complaint is issued, it 
is treated the same way that an 
indictment is treated by courts. 
It is a matter of public record, 
and all complaints are announced 
in FTC press releases. Releases 
ordinarily summarize the issues 
involved, specify that the respond- 
ent has 30 days to reply and that 
hearings will follow. Full text of 
the complaint is available to the 
press. FTC issues press releases 
summarizing replies received from 
respondents, initial decisions by 
examiners, and final decisions by 
the commission in every case. 
Texts of initial decisions and com- 
mission decisions are available on 
request. # 


2 Join Meldrum & Fewsmith 

Henry H. Platek, formerly ad 
manager for Cleveland Worm & 
Gear Co., and C. Bruce Hardy, 
formerly of McCann-Erickson, 
have joined Meldrum & Fewsmith, 
Cleveland, as associate media di- 
rectors. 


MacDougall Appointed 

The paint and brush division of 
Pittsburgh Plate Glass Co., Pitts- 
burgh, has appointed Joseph M. 
MacDougall assistant advertising 
manager. He formerly was associ- 
ated with Monsanto Chemical Co., 
St. Louis. 


One to Four Color Letterpress 


PIONEER 


PUBLISHING 


Send us your next job for a quick —accurate 
estimate . .. or let us consult with you and 
save you money from the very beginning. 


PIONEER PUBLISHING CO. 
100 So. Kenilworth Avenue, Ook Park, Illinois 
Mansfield 6-3800 . 
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At Good Housekeeping 


IT’S THE PERFORMANCE, 
NOT THE PROMISE! 
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Performance, not promise, is our platform. Performance has 


made Good Housekeeping the advertising leader in its field 


ENT OR 4 REFUND p 
a’ 
+" Guaranteed by “tg 


Good Housekeeping 
ie S 
$45 avvenmisty WS 


for 37 consecutive years; given us circulation vitality without 


pressing the panic button. And performance has given us sales 


influence with 40,930,000* women who believe in our pledge 


| - | 
of performance, the Guaranty Seal. G 0 0 d H be af 4 e k @ e D ; at g 


If you are interested in performance—sales performance MAGAZINE AND INSTITUTE 


—we can promise you action. 


*Crossley, S-D Surveys, Inc. 
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New York, Feb. 2—Jack Paar, 
his loyal followers, and NBC, 
which grossed $12,998,000 on 1,512 
participations on his show last 
year, all know that he has a lot 
of commercials. So do advertisers, 
a great many of whom seem quite 
happy to spend the $7,200 to $8,- 
100 necessary to buy a minute on 
the 146-station lineup for this 
casual late night potpourri. 

But Mr. Paar, who plays to the 
hilt the role of being candid, has 
made no secret of the fact that he 
often finds this overflowing cup 
of commercials a bit trying. Never 
in the history of entertainment 
have more acts been interrupted 
for a message from the sponsor 
than on this program. 


e Mr. Paar and his rush hour 
traffic jam of commercials have 
been a favorite topic for cartoon- 
ists. One gagster captioned his 
drawing of the announcer on the 
Paar show thusly: “Please bear 
with us while we interrupt this 
string of commercials to bring you 
a brief interlude of the Jack Paar 
show.” 

There are not many people, car- 
toonists or otherwise, who have sat 
down to figure out how many 
times Jack and his gang give way 
to tv ads and of what length. But 
that is just what ADVERTISING AGE’s 
editors did in several cities re- 
cently. To double check our inex- 
perienced stop-watch users, we 
assigned Broadcast Advertisers Re- 
ports to keep a second-by-second 
record of all the advertising car- 
ried on the show the night of Jan. 
14 in New York, Los Angeles, Chi- 
cago and Charleston, S. C. 

Our regular Paar watchers re- 
port that this turned out to be a 
very non-typical night for the tel- 
ecast in terms of the frequency 
of selling interruptions and the 
number of spots scheduled back- 
to-back. 


® However, on the night of Jan. 
14 the BAR report indicated that 
the total amount of time devoted 
to sell on this hour and 45 min- 
ute show as not excessive as de- 
fined in the NAB tv code. On 
each station there was about 22 to 
23 minutes of sell, including 
breaks, participations, and station 
program promotion announce- 
ments. Under the code the accept- 
able maximum is 21 minutes for 
commercials within the show, plus 
station break announcements. For 
three out of the four breaks on 
this show, the stations are per- 
mitted to break for 70 seconds. 
The code currently endorses the 
30-second break limit; but a pro- 
posal calling for an extension to a 
70-second break period is under 
consideration. (As NBC has the 
show parceled out on paper, each 
half hour of the network portion 
of the show is. set up to accomo- 
date three network minutes 
throughout the show, the two local 
announcements back-to-back, plus 
a 70-second station break.) 


= What all of this second-hand 
watching and code phrase ponder- 
ing adds up to as far as the viewer 
is concerned is this: It’s not al- 
ways the length of the commer- 
cial that drives the viewer to seek 
solace in a book or a late night 
movie; even more annoying are 
the jarring short interruptions that 
shatter the mood of the entertain- 
ment just as one is beginning to 
relax after a long weary day. 
Wouldn’t it be better to group 
the commercials in blocks to keep 
the program from being chopped 


up into so many unmanageable 
pieces? + 


Four-City Tabulation of Commercials on the Jack PaarShow 
Monitored Jan. 14 by Broadcast Advertisers Reports 


PM 
1115 
(LOCAL 
Time) 


1130 


1145 


1215 


1230 


1245 


. 


Total: 


Note: L is local; 


in every 


to participations. 


If you get a shook-up feeling from the in-show commercials, the promotion an- 
nouncements for other shows, the back-to-back station breaks, and the more- 
to-come signs (also with commercials) on the Jack Paar program, the photo- 
graphs on both sides of this page will show you why. Shooting off the tv 
screen in New York, Advertising Age's photographer snapped at least one 
shot from every piece of tv advertising carried on the show the night of Jan. 14 
(less than halt of the shots taken are shown here). It seeméd a light night for 
commercials by Paar standards, but there were still an impressive number 
of interruptions; there were about 29 separate sales messages on the program 


as seen in New York. 


NEW YORK LOS ANGELES 
WRCA-TV KRCA-TV 
JACK PAAR n JACK PAAR n 
Ivory Flakes P60 (56) (L) Super Anahist Cold 
Gallo Wine P60 (57) (L) Tablets P60 (58) (L) 
Pro Football Game Dove Beauty 


Promo (04) Bar P60 (59) (L) 


Seahunt Promo (04) (L) 


( Vick Vaporub B60 (54) ( Palmolive Rapid 

( Coty L'Aimont ( Shave B60 (57) 

( Perf B10 (06) ( Fritos Com 
Durkee Inst Minced ( Chips B10 (08) 


Onfons P60 (1413) {N) Durkee Inst Minced 


Onions P60 (1:15) (N) 


F & F Cough Lozenges F & F Cough Lozenges 
& Throat & Throat 
Lozenges P60 (1:18) (N) Lozenges P60 ( 1: 18) (N) 
Sandran Floor Sandran Sun Sparkle 
Covering P60 ( 1: 10) (N) Vinyl] Floor 
Hertz Rent eo Covering P60 (1:09) (N) 
Car te (1) ( Clairol Lady 
Wesson Oi 4 (56)(L} (Clairol P60 (58) (L) 


Telephone Hour ( Robert Hall 
Promo (04) ( Clothes P60 (1:01) (L) 
Telephone Hour 
Promo (04) 


( Playtex Grdl B60 (57) ( Vaseline Hair 
( NY Herald (| Tonic B60 (55) 
( Tribune B10 (06) ( Snowdrift 
Green Mint Mouth Shortening B10 (07) 
Wash P60 (1:09) (N) Green Mint Mouth 
Wash P60 (1:09) (N) 
Mennen Afta-After 
Shave 


CHARLESTON, S.C. 


WUSN -TV 
PM 
JACK PAAR n 10:15 
( Telephone Hour/ (LOCAL 
People Are Funny/ + ae) 


( 

(| Trouble Shooters/ 

(| M Squad/ 

( Championship 

( Bowling Promos (60) 


( Art Carney/ 
( Jerry Lewis 
( 


( Bromo Seltzer B60 (58) 1030 
( Bob Gray Shell 

Dealer B10 (12) 
Durkee Inst Minced 

Onions P60 (1:13) (N) 


~ 


FEFC a 1045 
Lozenges (1:1 
Sandres Floor mom 
Covering P60 (1:09) (N) 
Pub Serv Nursing 
Career P60 ( 1:00) 
Today/ Dough Re Mi/ 
Play Your Hunch/ 
Price Is Right/ 
Concentration/ 
Truth Or 
Consequences, 
It Could Be You 
Promos (55) 
Station Promo (09) 


mem me nee 


( PreparationH B6O (58) 1100 
( Edwards Store B20 (17) 
Green Mint Mouth 
Wash P60 (1:10) (N) 


Conditioner P60 ( 1: 10) (N) 


Mennen Afta-After Shave Bon Ami 
Conditioner P60 (1:10)(N) Clmsr P60 (1:10) (N) 
Bon Ami Arthur Murray Dance 


Clnsr P60 (1:10 Studios P60 (58) (L) 
( Alpine Cig $60 Osh) (ly) ( ny ea “ 


( Ivory Soap P60 (7; L) ( Bar P6O (56) (L) 
Lewis Promo (04) Jerry Lewis 
Promo (03) 


( Clairol Miss Clairol 

(| Hair Color 

( Bath B60 (5 

( Ice Follies B10 (06) 
Dash Det P60 (57) (L) 


( Schlitz Beer B60 (58) 
( Pub Serv 
( Diabetes B10 (07) 


( Lux Pink Liq 

( Detergent P60 (58) (L) 
{ Sta Promo Trouble 

( Shooters (11) 


Tip Top Olympia Beer P60 (58) 
Brd P60 (57) (L) ( Vick Cold 
Lux Liq Det ( a _— (58) (L) 
(Pink) P60 (57) (L) ( Sta Pro 
( Dove Beauty ( Riverboat (15) 


( Bar P6O (58) (L) 


( Pub Serv Better ( Scott Bathroom 


( Schools P60 (58) (Tiss P60 (57) (L) 
Best/Paar Promo (07) ( Chase & Sanborn Inst 
Movie Four Promo (18) ( Cof P60 (58) (L) 
Four Just Men Best/Paar Promo (07) 
Promo —_(07) NBC-NAB ID (03) 
Regal Pale Beer B20(13) 
Sta Promo Seahunt (U7) 
App-22:24 22:56 


N is network. This desigmmtion is not used 
case, but all B (station breaks) are local. P refers 
(means spots were aired back-to-back. 


Promos are program promotion announcements. 


Stopwatch variances—BAR reports that its monitors time the 


Mennen Afta-After 1115 
Shave 
Conditioner P60 ( 1: 10) (N) 
Bon Ami 
Clnsr P60 (1:10) (N) 
Pub Serv 
Army P60 (1:00) 
( Today/ Dough Re Mi/ 
Play Your Hunch/ 
Price Is Right/ 
Concentration/ 
Truth Or Consequences/ 
It Could Be You 
Promos (54) 
Station Promo ( 
Jerry Lewis Promo (04) 
( Playtex Bra B60 (59) 1130 
( Today Promo (10) 
Durkees Inst Mncd 
Onion P60 (1:13) (N) 


— 


F & F Cough 1145 
——_ 4 (1: 14) (N) 
Sandran 

poet P60 (1:11) (N) 
Pub Serv Savings 


/ 
(| Dough Re Mi/ 
(| Play Your Hunch/ 
( Price Is Right/ 
( Concentration/ 
(| Truth Or Consequences/ 
( It Could Be You/ 
( Station Promos (51 
Best Of Paar Promo (0 


22:47 


audio portions only. Video sometimes starts befere the audio. 
BAR is sure all filmed 10-second breaks and 60-second par- 
ticipations ran in their entirety. For this reason in our totals 
the breaks were counted as 10s.and participants as 60s even 
if the figures in the parentheses show slightly less. 


Advertising Age, February 8, 1960 


CHICAGO 
—WNBQ_ 


JACK PAAR n 
Hertz P60 (56) (L) 
Sealy Mattress P60 (53) (L) 
Pro Football Game 
Promo (04) 


( Chase & Sanborn B20 ( 18) 

( Mental Health B20 (17) 

( US Savings 

( Bonds B20 (18) 

( Terry's Frozen 

(| Chop Suey B10 (06) 
O'Keefe Gas Range & 

Peoples Gas P60 (58) (L) 

( Betty Crocker Country 

( Kitchen Cake 

(Mix P60 (56) (L) 

( Rambler P20 (19) (L) 


( Dristan P60 (56) (L) 
( Rambler P10 (09) (L) 


( Lockup Promo (04) 
( Ivory Liquid P60 (57) (L) 
( Lestoil P60 (56) (L) 
Telephone Hour 
Promio (04) 


( Nationdl Food B10 (14) 
( Alpine 
( Cigarettes B10 (06) 
( Northwest Orient 
( Airlines B20 (17) 
( TV Guide B10 (04) 
( Station Promo (12) 
Green Mint Mouth 
Wash P60 (1:09) (N) 
Mennen Afta-After Shave 
Conditioner P60 ( 1: 10) (N) 
Bon Ami 
Clnsr P60 (1; 10) (N) 
( Heavyweight Wrestling 
( Promo (04) 
( First Federal 
( S&L P6O (56) (L 
( Coca-Cola P60 (57) (L) 
Jerry Lewis Promo (04) 


( Jewel Food Stores B20(17) 
( Folger Coffee B10 (07) 

( Stauffer Frozen Foods B20{ 17) 
( TV Guide B10 (04) 
( Station Promo (12) 


F & F Cough 

Lozenges P60 ( 1: 18) (N) 

Sandran Viny! Floor 
Covering P60 (1:09) (N) 


( Playtex 
( Girdle P60 (57) (L) 
( Mr Clean P60 (lL) 
( Station Promo (04) 
( Flako Corn Muffin 
(Mix B60 (57) 
Scent Of Mystery B10 (08) 


23:40 
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MEAD MAKES NEWS 


MANY VARIETIES OF PAPER GROW ON THE “TREES” OF MEAD! 


u 
ar 


FOR PAPERS TO PRINT ON...WRITE ON...COUNT ON...BANK ON... 


| 


SPECIFY MEAD AND CHOOSE FROM THE WORLD'S BROADEST LINE 
pu a 
| | — | 


OF FINE PRINTING PAPERS. IF IT'S PAPER YOU NEED... 


| EI. 
pe pe VS | a subsidiary of THE MEAD CORPORATION Dayton 2, Ohio 
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MEAD papers for every use 


eee e eee eee ee eee eeeeeeeeeeeeeeeeeeeeeeeeFeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee ee 


With seventeen mills, modern facilities, vast 
woodlands and experienced papermakers, Mead 
is in exceptional position to make and market a 
wide range of grades. Shown here is a complete 


listing of Mead grades, each of which success- 
fully meets three requirements: It is the best of 
its class; it fills a real customer need; it provides 
ever greater value through improved quality. 


THE COMPLETE LINE OF QUALITY PAPER PRODUCTS... 


Correspondence and 
Office Papers 


Mead Bond 

Mead Cockle Bond 
Mead Safety Paper 
Mead White Safety Bond 
Mead Mimeo Bond 
Mead Ledger 

Mead Duplicator 

Mead Master Paper 
Maderite Bond 


Moistrite Opaque Bond—12 Ib. 


Moistrite Bond 

Moistrite Mimeo Bond 
Moistrite Ledger 

Moistrite Duplicator 

Moistrite Form Bond & Ledger 
Northlite Mimeo Bond 
Northlite Duplicator 


Letterpress Papers 


Dilcol Translucent 

Black & White Enamel 
Black & White Coated Cover 
Old Ivory Enamel 
Printflex Enamel 
Printflex Enamel Dull 
Printflex Coated Cover 
Richfold Enamel 

Process Plate Enamel 
Escanaba Enamel 
MeadBrite Text & Cover 
Mead Opaque 

Suede Wove & Laid 

De & Se Tints 

Flat White English Finish 


THE MEAD CORPORATION =- 


Imperial Eggshell 
Snowland Printing 


Offset Papers 


Dilcol Offset Translucent 
Black & White Offset Enamel 
Black & White Offset Coated Cover 
Printflex Offset Enamel 
Printflex Offset Coated Cover 
Richgloss Offset Enamel 
Glacier Offset Enamel 
MeadBrite Text & Cover 
Mead Opaque 

Moistrite Offset 

De & Se Tints 

Northlite Offset 

Northland Offset 


Indexes and Bristols 


Superfine Bristol 
Olympic Bristol 
Fiberfold Bristol 
Strongheart Index 
Made (w) right Index 
Innovation Index 
Innovation Vellum 
lonic Blanks 

Index & Cut Cards 


Cover Papers 


Black & White Coated Cover 

Black & White Offset Coated Cover 
Dilcol Translucent 

Dilcol Offset Translucent 
Printflex Coated Cover 

Printflex Offset Coated Cover 


Leatheright Cover 
Spotlight Cover 
Highlight Cover 
Potomac Cover 
Potomac Velour 
Wood Grain Cover 


Label Papers 


Printflex C1S (letterpress and offset) 
Richgloss C1S (offset) 

Richfold C1S (letterpress) 

M.F. Label 


Business and Accounting 
Forms Papers 


Moistrite Form Bond 
Moistrite Form Ledger 
Facsimiie Posting Master 
Carbonizing Bond 


Specialties 


Papeteries & Greeting Card Papers 
Coated & Uncoated Embossed and 

Surface Decorated Papers 
Cigarette Cup Stock 
Duplex, Airmail, White & 

Colored Wove Envelope Papers 
Magazine and Publication Papers 
Tablet Poster and Converting 

Papers 
Hard Bound Book and Pocketbook 

Papers 
Box Wrap and Gift Wrap Papers 
Wet Strength Papers 
Impregnating Papers 
Laminated Papers 
Specialized Technical Papers 


Dayton 2, Ohio 


MEAD Papers, Inc. * 118 West First Street + Dayton 2, Ohio 


New York- - - - 
Chicago- - - 
Boston- - - - - 
Philadelphia - 


papers | 


- 230 Park Avenue 
- 20 North Wacker Drive 
- 80 Federal Street 
- 123 South Broad Street 
Atlanta- - - - 


Cincinnati - - - 
Detroit - - - 
Greensboro, N.C. - - 
Milwaukee - 
- 223 Peachtree Street 


- 4927 Beech Street 
- 401 New Center Bidg. 
- 707 Dover Road 
- 312 E. Wisconsin Avenue 


MEAD PAPERS are available through leading Merchant Distributors in all principal cities of the United States. 


letterpress on MEAD BLACK AND WHITE ENAMEL, 100 Ib. 
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Bill Empowering 
FDA to Set Limit on 
Dyes Reaches House 


WASHINGTON, Feb. 2—The Toi- 
let Goods Assn. and the Depart- 
ment of Health, Education & Wel- 
fare agreed last week that Congress 
ought to do something about exist- 
ing law which bans any additive 
that is harmful to test animals or 
people. 

The issue came into the open as 
the House committee on interstate 
and foreign commerce took up 
legislation to let the Food & Drug 
Administration fix safe “toler- 
ances” for coal-tar dyes. The bill 
has already passed the Senate. 

Voicing support for the bill, 
H-E-W Secretary Arthur Flem- 
ming reiterated his determination 
to move against any substance 
which produces cancer in test 
animals, regardless of the quantity 
involved. He said no one knows 
how much is needed to cause can- 
cer in humans, so there can be no 
safety tolerance for cancer-produc- 
ing items. 


= The Toilet Goods Assn. was 
anxious to clarify the fate of 17 
coal tar dyes which are expected to 
be banned from lipstick. While 
tests showed the dyes can cause 
liver damage in test animals, the 
association contended a woman 
would have to gulp 100 lipsticks a 
day to consume a similar quantity. 

H-E-W spokesmen indicated 
they are sympathetic to the Toilet 
Goods Assn. viewpoint but they 
contend the colors must be banned 
unless Congress clears the law per- 
mitting FDA to fix tolerances. 

FDA is also asking that the 
burden of proof in safety cases for 
color tars rest on manufacturers, 
instead of the government. Similar 
procedures were established for 
new food additives two years ago 
after the government protested it 
lacks research resources to test all 
the products which are submitted 
for clearance. # 


Foster to Swan & Mason 
Kendall Foster, who formerly 
had his own management ap- 
praisal company, has been named 
a vp at Swan & Mason Advertis- 
ing, New York. Mr. Foster served 
as vp in charge of television at 
William Esty Co. until he resigned 
from the agency in 1954. In his 
new post, Mr. Foster will be re- 
sponsible for account development 
and will serve on the plans board. 


Armour Unit Shifts to Ketchum 
Armour Alliance Industries, Al- 
liance, O., manufacturer of coated 
abrasives, adhesives and cushion- 
ing products, has moved its ad- 
vertising account from Foote, Cone 
& Belding, Chicago, to Ketchum, 
MacLeod & Grove, Pittsburgh. The 
company, a division of Armour & 
Co., reportedly did little or no ad- 
vertising in 1959 but plans an 
active ad program this year. 


Morse, Arrenholz Join BBDO 

David Morse has joined the 
Minneapolis office of Batten, Bar- 
ton, Durstine & Osborn as an 
account executive. Mr. Morse was 
formerly with Fitzgerald Adver- 
tising Agency, New Orleans. Rich- 
ard Arrenholz, formerly produc- 
tion manager of Knox Reeves 
Advertising, has joined the produc- 
tion department of BBDO, Min- 
neapolis. 


Johns-Manville Promotes Two 

Johns-Manville, New York, has 
promoted Douglas O. Cooke, for- 
merly assistant ad manager of the 
company’s industrial insulations 
division, to the new post of ad 
manager of the division, and John 
J. McCarthy, formerly assistant ad 
manager of the pipe division, to 
the new position of ad manager of 
the division. 


Bon Ami Boosts Webb 


Olen R. Webb, formerly assistant 
to the sales manager of the indus- 
trial division of Bon Ami, New 
York, has been named sales man- 
ager, succeeding John Holme, who 
resigned. Mr. Webb previously 
was general manager of the Gen- 
eral Contracting Co. in Saudi Ara- 
bia. 


Renault Dealers Name Agency 

Magna Motors and Dolphin Mo- 
tors, eastern distributors of Re- 
nault and Peugeot automobiles, 
have appointed Papert, Koenig & 
Lois, New York, as their adver- 
tising agency, succeeding Fairfax 
Advertising. 


DeLuca Joins Katz Agency 
Vincent T. DeLuca, previously a 
chief time buyer at Erwin Wasey, 
Ruthrauff & Ryan, has joined the 
radio sales staff of Katz Agency, 
New York media representative. 


OFF CAMERA with HAZEL BURNETT 


Hazel Burnett appears daily (9:00- 
9:30 A.M.) on her popular WSBT-TV 
show, ‘‘Homemakers Time'’. This 


Profile of the South Bend, Indiana, housewife—she 
enjoys a family income that's well above the na- 
tional average. She buys quality, but is a careful 
shopper; takes full advantage of increased com- 
petitive situation created by South Bend's many 
new shopping centers, department stores, super- 
markets. She (and friend husband) are confident, 
optomistic. Work is good, so's the pay. They're 
spending at a record pace. To dominate the big 
South Bend market use WSBT-TV . . . the station 
with the confidence and coverage of a 14-county, 
$1,613,896,000 market. The November Nielsen 
gives WSBT-TV 47.8% share of sets in use, sign-on 
to sign-off. Raymer can give you complete details. 


program recently drew 1500 ap- 
plications for enrollment in ‘‘Dollars 
and Sense'’, a home economics 
feature presented in co-operation 
with Purdue University. A few avail- 
abilities still exist on this popular 
housewives show. Write for full in- = 
formation or see Raymer's. 4 


WSBT-TV® | 


South Bend, Indiana * Channel 22 
Ask Paul H. Raymer ¢ National Representative 


*DACRON and ORLON are our registered trademarks. When you use them: Distinguish them—Capitalize and use quotes or italics, or otherwise distinguish by color, 
lettering, art work, ete. Describe them— Associate them with their generic terms—for DACRON the generic term is polyester fiber, for ORLON the generic term is 


BETTER THINGS FOR BETTER LIVING... 


ORLON 


REG. U. S. PAT. OFF, 


an 
DACRON 


EG. VU. S. PAT. OFF. 


are 
trademarks, 
too! 


As this tall white hat identifies the chef, our 
trademarks identify the unique qualities and 
characteristics of two of our modern-living 
fibers. ‘‘Orlon’’* distinguishes our acrylic fiber; 
“Dacron’’*, our polyester fiber. As we use and 
protect these trademarks, they become more 
meaningful and valuable both to consumers 
and to the trade. 


For handy folders on proper use of the trade- 
marks “Orlon” and “‘Dacron’’, write Product 
Information, Textile Fibers Dept., Section 
AA, E. I. du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 

TEXTILE FIBERS DEPARTMENT 


GU PONY 


E68. yu 5. pat. orf 


acrylic fiber. Designate them—As Du Pont’s trademark for its polyester (acrylic) fiber in a footnote or otherwise. 


THROUGH CHEMISTRY 
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ERNEST W. LAWSON |ago for the purchase by the Item| ERNEST W. SAMPSON 
LYNN, Mass., Feb. 2—Ernest w.| of the Telegram-News, Lynn’s only | Cuicaco, Feb. 2—Ernest 
19, publisher and general | Other newspaper. 


of the Lynn Daily Eve- 


Ww. 


Lawson, |Sampson, 59, vp of marketing for 


manager Prior to coming to Lynn, he had| Central Solvents & Chemicals Co., 


ning Item, died Jan. 29. served on the Brockton Times, | died Jan. 25 in Evanston Hos- 
Vir. Lawson, who"had been pub-| Brockton Enterprise, and Worces-| pital. He had been ill for four 
lisher of the Item since 1939, had| ter Evening Post. He was ad direc-| months. Mr. Sampson was a resi- 


concluded negotiations three weeks! tor of the Post. ident of suburban Glencoe. 


OMETHING TELLS ME...: 


You'll be better off 
when you 


USE THE SERVICES OF 


CENTURY 


ELECTROTYPE COMPANY, INC. 


ElectrotypeseTravis R.O.P. Glass Mats 
Plastic Plates e B&W and Color Proofing 
Duplicate Photoengravings 


Be see 


160 East lilinois Street, Chicago 11 « DElaware 7-1541 


a 
y 


HEAP 

BIG 

CHIEF 

ae 
APPAREL, 
FOOTWEAR 
AND 
ACCESSORIES 


HOW ADVERTISERS OF APPAREL, FOOTWEAR 
AND ACCESSORIES RANK NATIONAL MAGAZINES 
RANK MAGAZINE ADV. REVENUE 
1 LIFE $7,734,938 
2 Vogue 4,347,710 
3 Seventeen 3,108,037 
4 New Yorker 2,676,758 
5 Good Housekeeping 2,651,878 
Source: P.I.B. (Jan.-Dec., 1959) ° 
TR ek POD Meet Wee ia Ms ee ee a 


Frank Baker, 80, 
Tacoma Newspaper 
Publisher, Is Dead 


TAcoMA, Feb. 2—Frank F. Bak- 
er, 80, president of the Tribune 
Publishing Co. and publisher of 
the Tacoma News-Tribune, died 
Jan. 31 after an illness of several 
weeks. 

Mr. Baker had been in the news- 
paper business here since 1912. He 
was graduated from Western Re- 
serve University in 1901 and began 
his newspaper career as business 
manager of the Canton Repository. 

In 1904 he joined the Cleveland 
Plain Dealer, of which his father 
was president and general manag- 
er, and in 1910 he went to Boston 
to serve as business manager and 
later publisher of the Boston 
Traveler. He came to Tacoma 
in 1912 when the Traveler was 
merged with the Boston Herald. 

Mr. Baker was president of West 
Tacoma Newsprint Co., a trustee of 
the University of Puget Sound, and 
a member of the American Society 
of Newspaper Editors, American 
Newspaper Publishers’ Assn. and 
Inter-American Press Assn. 


RICHARD C. HARRISON 

East HAppAM, CONN., Feb. 2— 
Richard C. Harrison, 78, the orig- 
inator of one of the nation’s most 
familiar trademarks—Psyche, the 
White Rock girl—died at his home 
Jan. 23. He had resigned in 1940 
after serving 20 years as president 
of White Rock Mineral Springs Co. 

He created the picture of the 
scantily clad girl staring at her re- 
flection in a pool. 

A native of Pittsburgh, Mr. Har- 
rison served with the U.S. office of 
price administration during World 
War II. He was once assistant 
counsel to New York’s public serv- 
ice commission and was personal 
assistant to John P. Mitchel, who 
later became mayor of New York. 


D. CLINTON GROVE 

Sea ISLAND, GA., Feb. 2—D. Clin- 
ton Grove, 73, for many years ad- 
vertising manager of Blaw-Knox 
Co., Pittsburgh, manufacturer of 
industrial goods, died here Jan. 23. 
Mr. Grove was well known in in- 
dustrial advertising and had been 
one of the founders of the Pitts- 
burgh chapter of the National In- 
dustrial Advertisers Assn. (now 
Assn. of Industrial Advertisers). 
He was also a member of the Pitts- 
burgh Advertising Club. 

His career with Blaw-Knox be- 
gan in the company’s early years; 
he organized its advertising de- 
partment. He served as advertising 
manager until 1944, when he be- 
came an assistant to the exec vp. 
He retired in 1952, then served as a 
consultant on special phases of in- 
dustrial advertising. 


DAVID ROSENSTIEL 

Tucson, Feb. 2—David J. Ros- 
enstiel, 35, regional advertising 
and merchandising manager of 
Schenley Industries and son of its 
chairman and president, Lewis S. 
Rosenstiel, died at his home here 
Jan. 27 of a heart attack. Born 
in New York, Mr. Rosenstiel was 
graduated from the University of 
Virginia and served in the Coast 
Guard in World War II. Virtually 
his entire business career had been 
spent with Schenley. 


LEONARD GERSON 


New York, Feb. 2—Leonard B. 
Gerson, 41, vp of Daniel Starch & 
Staff, Mamaroneck, marketing re- 
search consultant, died Jan. 25 
at his home here of a heart attack. 

Mr. Gerson had been director 
since 1949 of the Starch reader 
impression program, a marketing 
research system used by various 
media and advertising agencies. He 
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had been scheduled to speak Jan. 
26 at a seminar here on “Oustand- 
ing 1959 Business Week Advertise- 
ments.” 

A graduate of Temple Univer- 
sity, Mr. Gerson had studied under 
a graduate fellowship at the Uni- 


versity of Pennsylvania. During ed 
World War II he served as an of- of A 
ficer of field artillery in the Pa- cago 
cific theater. He was a director of h 

Irvington House, a hospital for poner 


cardiac children, Irvington, N. Y. 


BE THERE 
WHEN HE IS 
READY ss 

TO BUY! ——= 


It pays to use electronics’ weekly issues 
to create interest and acceptance for 
your products or services. 

Use of the electronics BUYERS’ 
GUIDE and Reference Issue sells all 
your products all year long. It pays to 
be there when your customer—the elec- 
tronics man—is buying in the pages of 
the EBG. 

The electronics man who uses the 
“Guide” is the same man who pays to 
read electronics ...52,000-plus engi- 
neers in Research, Design, Production, 
and Management. 


electronics 


BUYERS’ GUIDE 


and Reference Issue 
THE ELECTRONICS MAN'S BASIC BUYING BOOK 
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DeWitt Clough, 80, 
Former Chairman of 
Abbott Labs, Is Dead 


CuicaGco, Feb. 2—S. DeWitt 
Clough, 80, retired board chairman 
of Abbott Laboratories, North Chi- 
cago,-one of the nation’s largest 
pharmaceutical manufacturers, 
died Jan. 31 at his home here. 

He retired from Abbott in 1952. 


Mr. Clough was hired about 1903! Laboratories, Mr. Clough was/he reported that the annual earn- 
by Dr. Wallace C. Abbott, founder | elected to the board of directors.|ings were $3,156,795. 
of the then Abbott Alkaloidal Co.,|In 1920 he became secretary of the} Mr. Clough worked closely with 
as a parttime space advertising|company and in 1930 vp in charge | Dr. Abbott, becoming secretary 
salesman, for $5 a week. He soon|of advertising. He was instrumen-|and a board member in 1915, the 


| 
| 


became a fulltime advertising and /| tal in the establishment of ‘“What’s|same year the company took its 

business manager of The Alkaloid-| New,” Abbott’s widely known pub-| present name. 

al Clinic, one of Dr. Abbott’s early | lication for the medical profession. 

publishing ventures. A few years He became president of the com-|# Mr. Clough was a pioneer in or- 

later Mr. Clough was named ad-|pany in 1933. That year he re-|ganizing advertising as a profes- 

vertising manager of the company. ported that the concern had a prof-| sion. In 1907 he was one of the 
In 1915, the year after Abbott lit of $549,578. When he stepped up| founders of the Chicago Advertis- 

Alkaloidal Co. had become Abbott to the board chairmanship in 1946, | ing Assn., now the Chicago Feder- 


 . - 
ey >> ~ ay a 
gaeiRies eas 


FUN 8%) 


ngi- 


on, HOW TO FIND HIM 


Many electronics men work in industries such as aircraft, automotive, petroleum, 
chemicals, etc. They work with instrumentation, computers, missile guidance 
systems and the myriad other applications developing each day. 


Now look at the badge that identifies the electronics man. 


It reads R esearch-D esign- P roduction- Management. The interest of the 
electronics man is in any or all of the four areas. 


No matter where you find the electronics man, his engineering background enables 
him to influence the purchase of electronic components and equipment. 


There’s one best way to reach the electronics man, in whatever industry, 


in whatever area he works. It’s the magazine electronics. 52,000 electronics 
men pay to read it... every week. 


THE ELECTRONICS MAN 


“BUYS” WHAT HE READS w..@lect ronics 4B @ 


McGraw-Hill Publication + 330 West 42nd Street, New York 36, New York 
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ated Advertising Club and in 1913 
was a founder of the Advertising 
Federation of America and chair- 
man of its first board of directors, 
then known as its national com- 
mission. He also was one of the 
three founders of the Advertising 
Scholarship Foundation at North- 
western University. 

Writing was a hobby, and his 
published works include “Back- 
bone,” a collection of aphorisms, 
verse and sketches, and “Everyday 
Courage,” depicting courage shown 
by famous Americans. 

During World War I he was a 
captain in the Army quartermaster 
corps. He organized the Drug Re- 
sources Committee, served on the 
pharmaceutical advisory committee 
and other units of the war pro- 
duction board, the office of civilian 
defense and the office of price ad- 
ministration during World War II. 


= Mr. Clough was president of the 
American Drug Manufacturers 
Assn. He has received honorary 
degrees from Knox College and 
Lake Forest College: He has been 
a director of Gillette Safety Razor 
Co., the Crerar Library in Chicago 
and the University of Chicago Can- 
cer Foundation. He was a founder 
of the Executives Club of Chicago. 

Mr. Clough became managing 
director of the Chicago Heart Assn. 
in 1946. In 1959 he was appointed 
its board chairman. In 1953, the. 
association presented him a Gold 
Heart, its highest award. 


ALTA RUTH HAHN 


NEw York, Feb. 2—Alta Ruth 
Hahn, 58, editorial vp of Sales 
Management, died Jan. 28 at Stam- 
ford Hospital of cancer. 

Known professionally as A. R. 
Hahn, she had been managing edi- 
tor of the magazine for 25 years. 
She was named executive editor in 
1954 and last April was appointed 
vp in charge of editorial work. 

Miss Hahn was graduated from 
the University of Illinois in 1922, 
and had been secretary for the 
Dartnell Corp., Chicago, founder 
and former publisher of Sales 
Management. She came to New 
York in 1928 when Bill Bros. Pub- 
lishing Co. acquired the paper. 

She was a past vp of Associated 
Business Publications and a past 
president of the New York Busi- 
ness Paper Editors Assn. She was 
named business woman of the year 
in 1958 by National Sales Execu- 
tives. 


CHARLES R. BIRD 


PHILADELPHIA, Feb. 2—Charles 
R. Bird, 66, General Outdoor Ad- 
vertising Co. area director for Phil- 
adelphia, died suddenly here Jan. 
19. 

Mr. Bird was appointed area 
director Jan. 1, following 30 years 
as manager of the Philadelphia 
branch. His career in outdoor ad- 
vertising covered 40 years, all in 
the Quaker city. : 

The veteran advertising execu- 
tive was twice president of the 
Outdoor Advertising Assn. of 
Pennsylvania and a former nation- 
al director of the Outdoor Adver- 
tising Assn. of America. 


WALTER E. BUNNELL 


RENO, Feb. 2—Walter Eugene 
Bunnell, 81, ‘retired president of 
the old W. H. H. Hull & Co. adver- 
tising agency, New York, died in a 
hospital here Jan. 13. He had been 
residing with his daughter and 
son-in-law, the Robert Perry 
Youngs. 


IRWIN R. TUCKER CO. 


300 W. WASHINGTON STREET - CHICAGO 6, Ili. 
PHONE CENTRAL 6-9480 


@ CHICAGO FOOD BROKERS 


COMPLETE DEPENDABLE COVERAGE OF THE CHICAGO MARKET 
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MRCA Names Berner, Covey 
to New Consumer Panel Posts 
Market Research Corp. of Amer- 
ica, New York, has appointed 
Frederic G. Berner eastern re- 
gional manager and Preston Covey 
stern regional manager of its 
consumer panel division. Both were 
previously vps in client service. 
Mr. Berner succeeds Daniel F. 
Connell, who has been promoted 
to director of marketing of the 
division. Mr. Covey, who will be 


|headquartered in San Francisco, 
|replaces Don W. Connell, now the 
division’s general sales manager. 


Renault Names McLean 
Winston S. McLean has joined 
Renault Inc., New York, as sales 
promotion manager. Mr. McLean 
was formerly a Latin American 
sales representative of Underwood 
Corp., assistant sales manager in 
Mexico for General Tire & Rubber 
and field marketing manager in 


Africa for Goodyear International 
Corp. 


Wayne Named Ad Manager 

Richard L. Wayne, formerly 
creative director of Public Infor- 
mation Associates, New York, has 
been appointed to the new posi- 
tion of advertising manager of 
Stanbee Co., North Arlington, 
N. J., manufacturer of industrial 
textiles for the shoe industry and 
allied trades. 
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Sheraton's got an exclusive in the hotel industry — an electronic reservation system called RESERVATRON. What does it do? 
It gets you confirmed reservations at any of Sheraton’s 54 hotels in 4 seconds flat, that's what. And it's free, too. All you do|department in London back in 
is call the nearest Sheraton Hotel. SEND FOR FAT FREE BOOKLET: 96 pages chock full of facts about all of Sheraton’s hotels | 1926 on the advice of a friend in 
in 39 cities. It'll be useful to you — and prove to us that you read this ad. Address: Sheraton Corp., Ad Age Ad #8, 


470 Atlantic Ave., Boston, Mass. 


HEAP 
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HOW ADVERTISERS OF SMOKING MATERIALS 
RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $7,119,102 
2 Look 5,460,006 
3 Saturday Evening Post 5,444,099 
4 TV Guide 1,558,630 
5 TIME 1,405,139 


Source: P.1.B. (Jan.-Dec., 1959) 
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William Hinks 


Lonpon, Feb. 2—The _ retire- 
ment of Douglas M. Saunders as 


British agency. 


new chairman, and he is 
Tom Sutton, at 37 probably the 
youngest man to hold such an im- 
| portant advertising post in Britain. 

Mr. Hinks joined JWT’s media 


the newspaper business. He had 
originally started out his career 
as an analytical chemist. In 1933 
he was made a director, and a 
managing director in 1946 after 
being in charge of JWT’s London 
office during the war. 


s Mr. Sutton joined JWT’s sub- 
sidiary, British Market Research 
Bureau, in 1949. He left in 1951 


Douglas Saunders 


chairman of J. Walter Thompson | 
Co. Ltd. here has brought about | 
several top level changes in this | Frankfurt to open a German of- 


William Hinks, 58, becomes the | 
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Tom Sutton 


Hinks, Sutton Move into Top Posts at JWT 
in London; Saunders Retires as Chairman 


to get direct commercial experi- 
ence. He rejoined JWT two years 
later and spent six months in the 
London office before going to 


fice. During his seven years in 
Frankfurt, he built JWT’s German 


suc-| office to the point where it now 
ceeded as managing director by | has a staff of nearly 300. ° 


es Mr. Saunders, retiring at 65, 
began his advertising career in 
America—as the first Englishman 
employed by JWT in New York— 
in 1928. The following year he 
was given a senior post in the 
London office and was one of the 
original directors when it was reg- 
istered as a British company and 
became managing director in 1936. 
Since he became chairman in 1947, 
JWT’s billings have increased ten- 
fold. He formed JWT’s present 
large public relations department 
in London in 1953 and assumed 
personal responsibility for it. + 


Holtzman-Kain Adds Three 
Holtzman-Kain Advertising, Chi- 
cago, has added three persons 
to its creative and production staff; 
Norbert Hansen, creative copy, 
formerly with Waldie & Briggs; 
Al Mullen, copy, formerly with 
Chek-Chart Corp., and Marvin 
Maron, assistant production man- 
ager, previously with Carson Pirie 
Scott & Co. The agency has been 
appointed to handle the advertis- 
ing and sales promotion of Holly- 
wood Builders for a new 720- 
home community in Wheeling, III. 


Parsons, Friedmann Moves 
Parsons, Friedmann & Central 
Inc., Boston, has moved to enlarged 
quarters at 69 Newbury St. and 
has opened a “courtesy room” for 


and other salesmen calling on the 
agency. The room may be used as 
a “branch office” by any and all 
out-of-town persons dealing with 
the agency. 


Gunnerson, Seymour Join C-M 
Bruce Gunnerson, copywriter, 
and Guy E. Seymour II, account 
service and pr man, have joined 
Campbell-Mithun, Chicago. Mr. 
Gunnerson formerly was product 
publicity manager of the American 
Dairy Assn., Chicago. Mr. Seymour 
was with WTVO, Rockford, Ill. 


Cleveland Buys WLEC 
Cleveland Broadcasting Inc., 
Cleveland, has purchased WLEC, 
Sandusky, O., from Lake Erie 
Broadcasting Co., subject to Fed- 
eral Communications Commission 
approval, for $425,000. Cleveland 
Broadcasting also owns WERE, 
Cleveland, and WERC, Erie. 


Tracy-Locke Appoints Neale 

Bill R. Neale has been named 
an art director at Tracy-Locke Co., 
Dallas. He has been with the agen- 
cy since 1953. 


Minneapolis Agency Moves 

Scrymiger & Osterholt Avertis- 
ing, Minneapolis, has moved to 
larger quarters at 600 Loring 
Bldg., 1409 Willow St. 


Nan ee RP oe et lh len a= ES SA ee ee hd 


media representatives, suppliers} 


Roach to Succeed Hoheisel 

Oklahoma Gas & Electric Co., 
Oklahoma City, has named Henry 
B. Roach advertising and publicity 
manager, effective March 1. Mr. 
Roach, assistant advertising and 
publicity manager since 1949, will 
succeed Paul Hoheisel who will 
retire on that date. 


Hoftman Joins Joy Mtg. Co. 

Charles F. Hoffman has been 
named advertising manager of the 
industrial division of Joy Mfg. Co., 
Pittsburgh. He formerly was an 
account supervisor in the Pitts- 
burgh office .of Erwin Wasey, 
Ruthrauff &Ryan. 


STORY 
BOARD 


Hear about the guy who 
was given a waterproof, 
shockproof, unbreakable, 
antimagnetic watch? He lost 
it. 

Wheeling wirf-TV 
A disheveled man stumbled into a 
psychiatrist's office, tore open a ciga- 
rette and stuffed his nose with tobacco. 
“IL can see that you need me,"’ said 
the psychiatrist, ‘‘now how can | help you?" 
“Gotta a light?"’ the man asked. 
Wheeling wirf-TV 
Nearly 2 million people in this 36- 
county area look to WTRF-TV for what to 
do with their 24% billion dollar spenda- 
ble income. Getting your share? 
Wheeling wirf-TV 
Don't forget Eli Whitney's famous 
words: ‘Get your cotton-pickin’ hands off 
my gin!” . 
Wheeling wtrf-TV 
Hear about the non-conformist who 
bought a Lo-Fi set... the Martian who 
landed in Monaco and said, ‘Take me 
to your leader's wife."’ 
Wheeling wtrf-TV 
Population explosion? Two million 
here and more coming to keep this boom- 
ing area richer and busier. Retail sales 
ring up to the tune of nearly two billion 
dollars annually in the Wheeling WTRF- 
TV Market. Ask George P. Hollingbery to 
arrange your spot campaigns. 

eling wtrf-TV 

From the WTRF-TV Fictionary of Definitions: 
Temperamental: Easy glum, easy glow. 
Gossip: The knife of the party. 


WTRF-TV 


CHANNEL 


e WHEELING, 
SEVEN 


WEST VIRGINIA 
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Corn-Crisp Chicken 
Push Set by Broiler 
Council, 4 Others 


New York, Feb. 2—A $750,000 
campaign is being launched for 
February and March around corn- 
crisped chicken—a successful rec- 
ipe promotion last year. 

The merchandising partners in 
this related item tie-in will be 
Reynolds Wrap, Pet Milk, Kellogg 
corn flakes and Corn Flake 
Crumbs, the National Broiler 
Council, along with a new partner 
—Ac’cent. 

Extensive consumer advertising, 
using all media, will be supported 
by in-store merchandising and a 
nationwide publicity campaign. 

In support of the promotion, the 

merchandising partners have an- 
nounced the following activities. 
e Kellogg: about 30,000,000 corn 
flakes boxes and some 250,000 box- 
es of Corn Flake Crumbs will car- 
ry the corn-crisped chicken recipe. 
e Pet Milk: about 100,000,000 cans 
of Pet Milk will carry the recipe | 
on the back panel. | 
e Ac’cent International is supply-| 
ing its own point of purchase ma- | 
terial to tie-in with the corn-| 
crisped chicken. | 
e Reynolds will feature the pro-| 
motion on three tv commercials on 
“Adventures in Paradise” and | 
“Bourbon St. Beat.” 
e National Broiler Council will co- | 
ordinate publicity for all partici-| 
pants. 


® In addition, all partners will | 
feature the recipe in magazine and | 
newspaper ads and radio and tv 
spots. + 


McAdams Names Dr. Jacobson 
New Medical Director 


Dr. Abraham S. Jacobson has 
been appointed medical director of 
William Douglas McAdams Inc., 
New York. Dr. Jacobson, with the 
agency since 1954, was formerly 
associate medical director. He suc- 
ceeds the late Dr. Lawrence 
Sophian. 

Dr. Jacobson, the author of nu- 
merous scientific articles dealing 
with rheumatoid arthritis and 
Hodgkin’s disease, will direct the 
medical activities of McAdams and 
supervise all copy. 


Exec Club Installs Jenssen 

Dr. Ward J. Jenssen, head of 
Ward J. Jenssen Inc., has been 
installed as the 1960 president of 
the Los Angeles Merchandising 
Executives Club. Dr. Jenssen suc- 
ceeds Charles Rose, director of 
merchandising for the Los Angeles 
Times. Formerly on the faculties 
of Northwestern University and 
the University of Southern Cali- 
fornia, he has been a market re- 
searcher and management con- 
sultant for more than 14 years. 


VITV Opens in Virgin Isles 

The first television station on 
the Virgin Islands—VITV—will 
begin operating about March 1 in 
Charlotte Amalie, St. Thomas. The 
closed circuit station is owned by 
the Virgin Isle TV Cable Corp. 
and expects to serve 350 sets ini- 
tially. Within three years, how- 
ever, because of the island’s 
burgeoning economy, 10,000 instal- 
lations are expected. 


Kalamazoo Appoints Agency 

Kalamazoo Mfg. Co., maker of 
railroad and other transport equip- 
ment, has appointed Schoonmak- 
er, Williams & Moss, Kalamazoo, 
Mich., to handle its national adver- 
tising and sales promotion. 


McCall Boosts Two 

A. Edward Miller, publisher of 
McCall’s, and Robert Stein, editor 
of Redbook and a McCall Corp. 
vp, have been elected to the Mc- 


Call Corp.’s board. 


Mailers Elect Andrews 


Bruce Andrews, of Stran-Steel 
Corp., has been elected president 
of the Direct Mail Club of Detroit. 
Other officers elected include Carl 
Welti, Detroit Edison Co., lst vp; 
Robert A. Vander Pyl, Advertising 
Letter Service, 2nd vp; Fred Kemp- 
ster, Detroit Diesel division of Gen- 
eral Motors, secretary; and Lester 
Finley, National Bank of Detroit, 
treasurer. 


Lyn Babcock Starts TV Service 

Lyn Babcock, formerly a pro- 
ducer-director at J. Walter Thomp- 
son Co., has resigned to form TV 
Commercial Services, with offices 
at 45 E. 55 St., New York. Miss 
Babcock will offer tv commercial 
production services to agencies 
which do not employ their own 
producers and to those which wish 
to supplement the work of their 
production staffs. 


IF YOU BUY ART AND TYPE 
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and photography, get ART DIRECTION, The Magazine of Creative Advertis- 
ing. It's a monthly magazine with a fabulous visual report of WHAT'S BEST. 
Published since 1949, issues average over 120 pages of tremendous value 


as an art and idea source. Only $6.00 a year for twelve issues; $10.50 


set ART DIRECTION 


A33, 19 W. 44th Street, New York 36, N. Y. 


for 24 issves. 


What's Britain like as a market? 


| British 


housewives 


ale 


do-it-yourseliers 


L P E The London Press Exchange Limited, 110 St. Martin's Lane, London WC2, England 


Advertising & Marketing 


In Britain housewives still look on groceries 
as the raw materials of, rather than 
substitutes for, good cooking. Indeed, in 
the North many housewives were either 
brought up, or are bringing their own 
children up, on home-baked bread. It’s not 
that they are still in the Stone-ground 

Age — they prefer it that way. 

Clearly, any U.S. grocery product 

whose advertising in Britain were 

not planned in the light of this 

knowledge could run into trouble. 

That’s the sort of reason why some of 

the largest American organizations 

choose a native British advertising 

agency to work with them in Britain. 


As one of the two largest agencies outside the 
U.S.A. we can quote a number of examples 
of our ability to integrate the American way 
of thinking with the British way of life. 
How about you? Will you come and 

talk to us? Shall we come and talk to 

you? May we start by sending 

you a booklet about ourselves? 
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Along the Media Path 


Los Angeles Evening Mirror 
News published a 24-page tabloid 
boat section in its Jan. 8, issue. 
Published on the opening day of 
the Southern California Marine 
Assn. Boat Show, the section con- 
tained 17,402 lines of display ad- 
vertising and 1,552 lines of classi- 
fied advertising. 


e Construction has been started on 


a $90,000 expansion program to in- 
clude a 1,500 sq. ft. studio addition, 
plus a $50,000 tv tape recorder and 


a. WESTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 720,776 
Head Horses, 
7,600,000 Head Cattle 


' 3650 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 


a $10,000 film camera for KOB-TYV, 
Albuquerque. 


e Through Foster Parents’ Plan, 
Bob Tracey and many listeners of 
his KDKA, Pittsburgh, record 
show, have “adopted” a _ seven- 
year-old Italian girl. The young- 
ster is the second to be “adopted” 
in this manner with contributions 
sent in by district residents. A 
nine-year-old Greek boy was 
adopted last summer and since that 
time his letters have been read 
over the air and film shots of the 
boy have been shown on KDKA- 
TV: 


e Effective with its January issue, 
Plant introduced its new format 
and name, Plant Maintenance & 
Engineering. The new format fea- 
tures a new cover design as well 
as redesigned interior typography 


BUILDING BOOM 


as 
: os 
~ 


Carter 
bard Cobb, building editor, hold o 


country at the magazine’s award 
with the National Assn. of 


and feature story treatments. It is 
now published by Hitchcock Pub- 
lishing Co., Wheaton, III. 


e On Jan. 31, Keystone Broad- 
casting System, Chicago, celebrat- 
ed its 20th anniversary. The group, 
which had a total of 98 affiliated 
stations on its first anniversary in 
1941, has increased its affiliated 
stations to 1,090. 


e St. Paul Sunday Pioneer Press 
published a special 88-page “prog- 
ress edition” on Jan. 17. The spe- 
cial edition, which covered all 
phases of the city’s economic, civic 
and cultural growth, contained 
more than 130,000 lines of adver- 
tising in which more than 200 ad- 
vertisers told their own progress 
stories. 


Cobb 


AWARD WINNERS—John Carter, editor of American Home, and Hub- 


ne of 17 Best Home for the Money 


Award plaques presented to merchant builders throughout the 


s dinner in Chicago in connection 
Home Builders convention. 


will enable them to run different 
advertisements in any combination 
of four zones. Breakdown by zone 
is northeastern states, extending 
as far west as Wisconsin and IIli- 
nois (Zone 1), southern states, 
(Zone 2), central and western 
states (Zone 3) and California, 
Oregon and Washington (Zone 4). 


e U. S. News & World Report, in 
a special arrangement with Mar- 
shall Field & Co., Chicago, is offer- 
ing the department store’s cus- 
tomers a special election-year sub- 
scription which continues until the 
November elections at the special 
rate of $3.67. Payment of the sub- 
scription can be charged to the 
customer’s account at Field’s. 


e Material Handling Engineering 


Advertising Age, February 8, 1960 


will publish a free daily tabloid 
newspaper during the Material 
Handling Institute’s New England 
Exposition in June. Highlighted by 
a section devoted to new products 
announced at the exposition, the 
daily will be written in Material 
Handling Engineering’s booth dur- 
ing the show, printed during the 
night, and distributed free the next 
morning to exhibitors and show 
visitors. 


e More than 350 art needlework 
buyers, merchandise managers, 
yarn shop owners, manufacturers 
and their agencies attended the 
fifth annual clinic sponsored by 
McCall’s Needlework & Crafts in 
January. 


e The mat services division of Re- 
tail Reporting Bureau, New York 
City, is now offering men’s wear 
advertisers utilizing its advertising 
art services, color separation mats 
which will enable them to use more 
color illustrations in advertise- 
ments. 


e Pepsi-Cola bottling companies of 
Washington, D. C., and Alexandria, 
Va., have scheduled 52 page ads in 
color in the Washington Post and 
Washington Star during 1960. 


e Manufacturing Chemists’ Assn. 
saluted Good Housekeeping on its 
75th anniversary with a special ci- 
tation praising its contribution of 
guiding its audience through the 
technological revolution taking 
place within and without the 
American home. 


A 60-page booklet giving infor- 
mation on the organization and 
operation, the curriculum, and the 
student body of the WFIL-TV, 
Philadelphia, “University of the 
Air,” has been published by the 
radio and television division of 


Triangle Publications. Also in- 


Home Building Goes Up and Up— 
44% Ahead of National Average! 


Residential Contracts Awarded, Ist 10 Months, 1959 


© NEN N* 
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MEMPHIS 
Louisville FEE=SE== 
St. Louis ROARS RR BAAN : 
Little Rock ke 
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Springfield 


| 
1956: 100 


Source: Eighth District Federal Reserve Bank 


The rate of home building in Memphis for 1959 
nearly doubled that for 1956 and forges well ahead 
of the nation. This responsive Mid-South Market 
can be reached most effectively and at lowest cost 
through this one newspaper combination. 
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e Effective with the January issue, 
American Milk Review & Milk 
Plant Monthly resumed its former 
name, American Milk Review. With 
the acquisition of Milk Plant | 
Monthly in June, 1958, American 
Milk Review broadened the mag- 
azine’s name to show the merging | 
of the two books. 


ed the beginning of its 25th year | 
of publication by using full process 
color on both the front and back 
covers. Effective with the January | 
issue, the magazine will use full | 
bleed color scenes of livestock in | 
|New Mexico on the front cover. 
The back cover, under contract to | 
Worley Mills, Clovis, N. M., will 
feature color photos of livestock 
producers who feed Worley feeds. | 
e Beginning with its March issue, | 
American Girl wil! offer its adver- 
tisers a split run program which | 


Lane Fleischmann 


WELCOME—Mills B. Lane, president of Citizens & Southern National 

Bank, Atlanta, demonstrates southern hospitality as he tips his hat 

to R. H. Fleischmann, chairman of The New Yorker, at ceremonies 

marking the opening of the magazine’s southern sales office in that 
city. 


how 


Deoler 


can a magazine 
change a market? 


How can a magazine create a program that changes the 
building industry? Build 760,000 homes a year? Put cus- 
tom remodeling on a mass production basis? Create a new 
*® retail industry? American Lumberman and Building Prod- 
*, ucts Merchandiser did manage these formidable accom- 
plishments with a program, DSC—Dealers Sales Control. 
How? 26 issues a year for 14 years by an award-winning 
editorial staff with a single purpose, dealer workshop 
clinics to sharpen management skills, store design and 


“Sales Control: 


layout service to design new retail stores, a consumer 


New Dimension 


magazine for dealers to use in selling new homes, home 


in the Building Market 


improvements. Details on DSC and the new market it has 
created are available. 


tte, 
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Advertising Age, February 8, 1960 


cluded in the booklet is a summary 
of the courses given by the “Uni- 
versity of the Air.” Additional in- 
formation is available from Tri- 
angle Publications, 400 N. Broad 
St., Philadelphia 1. 


e Effective with its March issue, 
Mart, a Buttenheim publication, 
will be printed by offset lithog- 
raphy. At the same time, the clos- 
ing date has been advanced to the 
18th of the month preceding pub- 
lication. 


e Los Angeles Mirror News car- 
ried 29 pages of classified adver- 
tising in a special Rose Pictorial 
classified section on, Jan. 4, for a 
one-day total of 1,745 individual 
ads and 66,253 lines of advertising. 
Last year the Rose Pictorial edition 
contained 1,638 ads and 52,345 
lines. 


e WUNC, University of North 
Carolina student-operated station, 
and WNUR, Northwestern Uni- 
versity student-operated station, | 
are now broadcasting the “Radio | 
Moscow” series, compiled by WBT, | 
Charlotte, N. C. The program fea- | 
tures tape recorded excerpts from | 
“Radio Moscow’s” English lan-| 
guage broadcasts, plus rebuttal of | 
the Reds’ propaganda line by WBT | 
announcer Alan Newcomb and for- 
eign affairs editor Rupert Gillett. 


e Department of New Laurels: 

Display advertising linage in- 
creased 742% in 1959, reaching a 
total of more than 707,000 lines, 
Prairie Farmer reports. 

’Teen reports advertising linage | 
for the first quarter of 1960 totaled 
17,584 lines, compared with 5,838 | 
for the first quarter of 1959. 

Today’s Secretary reports ad- 
vertising volume increased 38% in 
1959 over the previous year, with 
expenditures in ’59 totaling $154,- 
000, compared with $111,564 in 
"58. = 


DMAA Winners Published 

Award winning campaigns in 
the Direct Mail Advertising Assn.’s 
annual direct mail leaders contest 
will be described and illustrated 
in a monthly portfolio, entitled | 
“Adventures in Selling,” being | 
published by the Reporter of Di- | 
rect Mail Advertising, Garden City, | 
N. Y., for DMAA members. A 
pilot program, the service will be 
expanded to include more than 12 
winners annually if it is well re- 
ceived, the DMAA publication 
said. 


Kohler Adds Account and A.E. 

Albert A. Kohler Co., Old Green- 
wich, Conn., has been appointed 
agency for Manson Laboratories 
Inc., Stamford, Conn., manufac- 
turer of communications equip- 
ment. In addition, John T. Wagnon 
Jr., formerly with the Guild of 
Prescription Opticians of America, 
and Grey Advertising Agency, has 
joined the Kohler staff as an as- 
sistant account executive. 


Pacific Outdoor Boosts Two 
Rocky Jordan, formerly an ac- 
count executive, has been ap- 
pointed sales manager of the San 
Diego division of Pacific Outdoor 
Advertising, Los Angeles. Hal W. 
Brown Jr., formerly a sales repre- 
sentative, has been named plant 
manager of the San Diego division. 


Speed, Emery Merge 

Emery Advertising Corp. has 
announced the merger of its oper- 
ations, accounts and key personnel. 
with Speed & Co., both of Balti- 
more, effective Feb. 1. 


Josephson, Cuffari Named 
Architectural Tiling, Montclair, 
N. J., manufacturer of Atco ceram- 
ic wall and floor tiles, has appoint- 
ed Josephson, Cuffari, of Mont- 


clair, as its first agency. 


Robinson, Pauker to Mogul 

Florine Robinson and Carol 
Pauker have joined the copy staff 
of Mogul Williams & Saylor, New 
York. Mrs. Robinson, formerly 
with Reach, McClinton & Pershall, 
has been named copy group head. 
Miss Pauker was formerly with 
Fletcher Richards, Calkins & Hol- 
den. 


Plowe Joins Grant Advertising 
Elliott Plowe, who resigned re- 


cently as a vp of Batten, Barton, 
Durstine & Osborn, has joined 
Grant Advertising, New York, as 
a senior vp, effective Feb. 1. For- 
merly with H. J.. Heinz Co. and 
Peter Paul Inc., Mr. Plowe joined 
BBDO in 1954. 


Rogers Joins Art Statf 

Jack C. Rogers has joined the 
staff of Showacre, Coons, Shot- 
well, Adams Advertising Agency, 
Spokane. Mr. Rogers has operated 


the Rogers Advertising Art studic 
during the past year. 


Lynch & Hart Appointed 

Phelan-Faust Paint Mfg. Co.,| 
St. Louis, has named Lynch &| 
Hart Advertising to handle its ad- 
vertising program. 


Roberts Names Geissinger 
Roberts Products Co., Los Ange-| 

les, has named W. B. Geissinger 

& Co. to handle its advertising. | 


Wax-Sige Results! 
That’s What Advertisers Reach in 
The Sporting News 
National Baseball Weekly —St. Louis, Mo. 


280,000 Copies Weekly — 
With 98% Male Readership 


Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


“Darn fool thinks he 


! 
: 
; 


can sell more 


a + 59 
in Peoria! The general store boys might still think of Peoria as it used to 


be — but there's no excuse for today's marketing man making the same 


mistake. Especially since his S.R.D.S. tells him that Metropolitan Peoria 


now has over 300,000 people ... spending so much that while 


the area ranks 80th in population it ranks 43rd in retail sales per household. 


PEORIA JOURNAL STAR 
O'MARA & ORMSBEE, INC. national representatives 


New York « Detroit » Chicago * San Francisco * Los Angeles 
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Mars Names Coady S.M. 


Mars Inc., Chicago candy manu- 


marketing shift in two 
following the promotion of Richard 


W. Solon as ad manager (AA, Jan. National Export Expands 
Export 


25). National 


Tucker Joins Food Mag 
Harold Tucker, formerly with the recent opening of a new office 
facturer, has appointed John Co-| Institutions Magazine, has joined in the Borg Warner Bldg., 200 S. 
ady general sales manager. Mr.|the New York advertising sales Michigan Ave., Chicago. 
Coady, central division sales man- | staff of Inplant Food Management. 
wer for the past two years, joined | He has been assigned to cover New|C&W Elects Steve Baker VP 
Mars in 1948. It is Mars’ second| York, New Jersey and the New 
weeks, | England states. 


Service, New York, has announced 


Stephen Baker, a senior art di- 
rector and member of the creative 
planning board of Cunningham & 
Walsh, New York, has been elected 
Advertising | a vp. 


Pb Barna 
Eigesits 


Portland Maine Newspapers 
PRESS HERALD 
SUNDAY TELEGRAM 


94% coverage of ABC retail zone 
100% coverage of city zone 
represented by Julius Mathews Special Agency 


EVENING EXPRESS 


product testing 


FIRST in the United States 
among cities under 
150,000 population. 


SIXTH in the United States 
g ideal testing cities 
regardless of population. 


SECOND of all testing cities 
in New England 
regardless of size. 


source: Sales Management 
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AUTOMOTIVE, 
- AUTOMOTIVE 
ACCESSORIES 

AND 
EQUIPMENT 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $21,778,330 
2 Saturday Evening Post 18,707,990 
3 Look 7,306,987 
4 TIME 6,670,066 
5 Reader's Digest 5,014,425 


HOW ADVERTISERS OF AUTOMOTIVE, 
AUTOMOTIVE ACCESSORIES & EQUIPMENT 
RANK NATIONAL MAGAZINES 


Source: P.1.B. (Jan.-Dec., 1959) 


Lemcoe Scott 


NEW OFFICERS—Eugene J. Lemcoe, 


a. ie’ 
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Barfield 
director of advertising, Houston 


Post, was elected president of the Texas Newspaper Advertising 

Managers Assn. Jack Scott, advertising director, Port Arthur News, 

was named vp, and Kenneth Barfield, advertising director, Lufkin 

News, sergeant at arms. Not shown here is Jack Campbell, adver- 

tising manager, Fort Worth Star-Telegram, elected secretary-treas- 
urer. 


Magnavox Stresses 
Print in Drive for 
Stereo Theatre Line 


Fort Wayne, IND., Feb. 2— 
Magnavox Co. has begun an in- 
tensive magazine advertising cam- 
paign for its Stereo Theatre line 
of tv-phonograph-radio combina- 
tions. 

The campaign, which got under 
way in late January, will run 
through June. Some ads will show 
the Stereo Theatre line alone; in 
other ads the line will be the dom- 
inant feature. 

Junior spreads are scheduled 
three times in Life, Look and The 
Saturday Evening Post. Three 
b&w pages will run in The New 
Yorker, and two each in House 
Beautiful, House & Garden, Sunset 
Magazine and Town & Country. 
Newsweek and Time will each car- 
ry one b&w page. 

In addition, small space ads are 
scheduled several times in The 
New Yorker, Newsweek and Time. 

Although the Stereo Theatre 
models are at the high end of the 
line (with prices ranging from 
$390 to $650), they account for one 
out of every four Magnavox tv 
sales, according to Karl Carstens, 
ad manager. 


s Magnavox expects to spend 
about $1,250,000 for all consumer 
advertising in 1960. McCann- 
Marschalk, New York, is the agen- 
cy. + 


WBBM Promotes Mitchell 

WBBM-TV, Chicago, has ap- 
pointed Virgil Mitchell as director 
of sales promotion as well as di- 
rector of information services for 
the station. In the former capacity 
he succeeds William Hohmann, re- 
cently named director of sales pro- 
motion and research, CBS-TV spot 
sales in New York. 


White Frost to Doremus 
Doremus & Co., New York. has 
been appointed by White Frost 
Chemicals, Greenwich, Conn., to 
handle the advertising and mar- 
keting of its consumer products, 
Spot Chief pocket-size dry clean- 
er, Spot Chief aerosol spot cleaner, 
Rug Frost aerosol spot cleaner and 
Fur Frost aerosol spot remover. 


Taylor Appoints Zubrow 

Taylor Provision Co., Trenton, 
N. J., manufacturer of meat spe- 
cialty items, has appointed S. E. 
Zubrow Co., Philadelphia, as ad- 
vertising and marketing agency. 
Spot radio and tv campaigns are 
planned for leading eastern mar- 
kets. 


CREI Promotes Packenham 

V. T. Packenham, assistant ad- 
vertising manager of Capitol Radio 
Engineering Institute, Washington, 
D.C., has been promoted to adver- 
tising manager. He succeeds Ed- 
ward H. Guilford, who has joined 
Holmes Institute, a subsidiary of 
the institute, as advertising man- 
ager. 


Ogilvy Names Crane, Calapai 

David P. Crane, vp and account 
supervisor of Ogilvy, Benson & 
Mather, New York, has been 
named senior vp. Santo Calapai, 
formerly an art director with 
J. Walter Thompson Co., has 
joined Ogilvy, Benson as an art di- 
rector. 


Corbin Names Ritter, Sanford 

Corbin Ltd., New York, manu- 
facturer of trousers, has appointed 
Ritter, Sanford, Price & Chalek, 
New York, to handle its advertis- 
ing. 


Davis Joins Library Week 

Ruth Davis, formerly assistant 
promotion director of the Reporter 
magazine, has joined the staff of 
National Library Week to handle 
radio and tv promotion. 


A BIRD’S-EYE VIEW 
OF ONE OF THE LARGEST 
SELECTIONS OF TYPE FACES 
AVAILABLE ANYWHERE 


Mono, Photo, Lino, Ludlow. . . 
set around the clock . . . furnished 
as repros, negatives, positives, 
acetates, photostats, Typehesives, 
Color-aids and all kinds of 
letterpress printing plates, 
including ‘‘Dycril’’* Plates. 
Overnight service to most of the U. S. 
One-line specimen book FREE 
upon request. Write. 

*Du Pont's trademark for its Photopolymer Printing Plates 


PROGRESSIVE Composition Company 
9th & Sansom Sts., Phila. 7 WAlnut 2-2711 


999, 
7 
*\ 
The PROGRESS « HANSON © PROGRESSIVE Group 
One of America’s Most Complete 
Graphic Arts Organizations 


Philadelphia « New York * Newark * Lancaster 
Wilmington + Baltimore « Washington « Richmond 


am ee Adv 
| <2 tens _ = ies “4 Lo: 
4 ici : 
| t | Sees for 
tid ? oy 
R f »~ i \f Li 
| , pan; 
a e-- ~ , S “1% —_ q | aw 
hi | -?s. (Cay / os 7% cans 
sedi: : 3 > 4 don 
ey . ~ rT? = ont 
= Sn oe ae ae a i : 
eee a , a — . = Ef i : Am 
Pag f \ ey Se : sare witl 
= Por » 4a eat A: 
rx ie. sia DS oll 
=n td i Se ' z 2 . ; ay an i F : t 
By ihe launching pad of [7 a (=) SG)" SG 
Be te ) * Fae = com 
oe i Baty arta ge ean ae i ee con 
a aye a OE i ain 
: he 
se pT vel 
ate: &A 
: P| | 
= e edi 
" =o lati 
S wa 
tio. 
; gre 
. Se TT ree ‘ 
air 
Be. es | civ 
at, | cal 
ae s 
ee » —_—_$S—_———_—_——— ——————————— re OoOoOLDOWTD oo ———— th 
aes Fats a =e, wt 
: ee ed 
ig my, w> ., | 
in @ 2 / J a | lai 
. As Pz 
| £g> (ey = «HEAP & 
re a ~ et - fo 
ae Po SR r BIG a 
. fe ? v, > @ 4 & , "4 - 
ee as k. > = < "  ¢ . di 
Ns =) 
ms oy eee ete. If : 
ii . VE So iw oe | 
= — «1S . | 
Be = oy : ei a | ; 
pits TP Meg) AE a Ni ) \ 
. * , oe m i ; Lag Cy oe ou Y Dae rs eo 3 3 ~ : Pp 
2 oy eee | 
mie ae ; yg | . y GRU aes es tg 
7 en a Bh aaa 
Ne s ‘ \ , é _ | JTS s 6 3 
we a Bot OF Bs i SSS 
ee % yy, A VRGINay, ‘ee ot | SZ 
ees ay —. . jie SS — 
ou : a i ae oe e | 
god - E ‘erat ee, ee * Se 
ac ' ere ia. Stee iia ———t 
ie, : SE aa iene 
rata e oo. a | 
pe ae” St . 2 | 
a Ene ~~ = Z e 7, ye ' 4 s - = 
ce > oe mee a | 
pec i , se * ee CN Se | 
ee % 
a 
—————— | ee 
| | 
ae OO RN tr, Re ee RT Ms ea ee ORME Sh ees 


Advertising Age, February 8, 1960 


London Newspaper 
for Americans to 
Make Debut Feb. 25 


Lonpon, Feb. 2—A new com- 
pany has been formed to publish 
a weekly newspaper for Ameri- 
cans in Britain. The paper, Lon- 
don American, will make its debut 
on newsstands Feb. 25. 

It will be published by London 
American Publishing Co., formed 
with a capital of $14,000. The 
chairman is R. S. M. Boult, head 
of a firm of clothing manufac- 
turers, Boult Bros., who is also a 
financier. Most of the capital is 
coming from British sources. 

Managing director of the new 
company is William J. Caldwell, 
an American who came to Brit- 
ain 18 months ago. Until last July 
he was a director of the public 
relations agency of Patrick Dolan 
& Associates Ltd. 

Mr. Caldwell, who will control 
editorial, advertising and circu- 
lation activities for the new paper, 
was formerly director of informa- 
tion for the U.S. foreign aid pro- 
gram. 

The paper will be aimed at Brit- 
ain’s 30,000 resident American 
civilians and the 400,000 Ameri- 
can visitors expected in Britain 
this year. 


= Among early apvointments to 
the paper’s editorial staff are 
three Americans and one Briton 
who have been named associate 
editors. 

The Americans are Maggi No- 
lan, former society editor of the 
Paris edition of the New York 
Herald Tribune; Lawrence Thaw, 
former North American desk edi- 
tor at Reuters news agency in 
London, and Gerd Holborn, who 
has worked with Reuters and 
Reader’s Digest in London. 

Address of the new firm is 
Pinces House, 190 Piccadilly, Lon- 
don, W.1. + 


Raymond Gomber Joins 
Klau-Van Pietersom-Dunlap 

Raymond F. Gomber has joined 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, as a vp and account su- 
pervisor. 

Mr. Gomber was formerly vp 
and manager of the business and 
industrial divi- 
sion of the Chi- 
cago office of 
Compton Ad- 
vertising. Prior 
to that he head- 
ed Compton’s 
Milwaukee of- 
fice until it 
closed last June. 
Before joining 
Compton, Mr. 

oe Gomber was 
Raymond F.Gomber with Westing- 
house’ _ Electric 

Corp. and G. M. Basford Co. 


Jones Named President of 
TV Program Export Assn. 

The newly formed Television 
Program Export Assn. held its first 
board of directors meeting Jan. 20 
and elected Merle S. Jones, presi- 
dent of CBS Films, its president. 
Other officers are: Martin N. 
Leeds (Desilu), Sidney Kramer 
(NTA) and Tom J. McDermott 
(Four Star Television), vps; Herb- 
ert L. Golden (United Artists), 
secretary-treasurer. 

William H. Fineshriber Jr. is 
continuing as consultant to the 
association, working out of 41 E. 
42nd St., New York. 


Enloe Advances Bell, Cumming 

Stanley P. Bell, formerly media 
director, has been appointed vp 
and senior account executive on 
Squibb and Ayerst Laboratories at 
Cortez F. Enloe Inc., New York 
Edward G. Cumming, formerly as- 
sistant media director, succeeds 
him. 


Burdick Adds Coty Portion 
Coty Inc. has appointed Burdick 
& Becker, New York, to handle 
advertising for new treatment 
products. In making the an- 
nouncement, Wallace T. Drew, vp 
and marketing director, said, “The 
appointment of Burdick & Becker 
will in no way affect the status of 
BBDO, which will continue to 
handle the advertising for all 
other Coty products.” Coty had 
recently been rumored considering 
an agency shift; these reports 
have been emphatically denied. 


Sheep Group Names Harvey 

The American Sheep Producers’ 
Council, Denver, has announced 
the appointment of Margaret Har- 
vey as assistant director of ad- 
vertising. She will work primarily 
with the new wool advertising 
program being developed by the 
council. She was director of ad- 
vertising and promotion for Dan- 
iels & Fisher, Denver department 
store, serving with the store for 
25 years. 


PROGRESS IN CHARLESTON 


1959 Building Permits 
Break Record In City 


Charleston had its greatest construction 
year in history during 1959. 

W. E. Kirk, city building inspector, said 
permits granted by his office totaled 
$12,762,427 during the year. 

Top permit of 1959 went recently to an Ala- 
bama construction firm which is building the 
oer federal building on Quarrier 

treet. 


Last year the city issued $11,345,112 in 
building permits. Then it had the $4,000,000 
construction of the new C&P Telephone Co. 
building in its total. 

“A large number of homes constructed this 
year swelled the local construction figure,” 
Kirk said. 


Reprinted from The Charleston Daily Mail, Dec. 31, 1959 


== gharlestor 


HA STON SA YORE 


tee Sundays 


CHARLESTON 1S WEST VIRGINS NO. 1 MAR 


Baily Bail == \ 
symm |= 


== 


\ZETTE-MAIL === 


\ =] 


bag The Charleston fiazette 6 \ 


CHARLESTON 1S WEST VIRGINS 4) \ 
___ STATE AND INDUSTRAL CAPTAL. 


IN WEST VIRGI 


1 


By THE GHARLESTN NEWSPAPERS J 


» America’s modern way of doing business 


1000 records a day—no longer a shipping problem for one of the world's largest transcription companies. 


‘Look what Raleigh ships by Air Express in one day! 


Raleigh makes transcriptions —recordings of advertising commercials and pre-recorded programs 
to be broadcast from many radio stations. There’s no margin for error—one slip-up and the sponsor 
doesn’t get what he paid for. Only AiR EXPRESS gives Raleigh Records receipted, on-time delivery— 
overnight ... coast-to-coast. The big difference is AIR EXPRESS dependability. It’s the nation’s most 


complete air-ground 


arranges everything—and AiR EXPRESS rates are low. 
Use AiR ExPRESS—jet-age wings of modern marketing 
—and you're FIRST TO MARKET ... FIRST TO SELL. 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY + GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 


shipping service. One phone call 
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Feature Section 


Advertising Age eet 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Joint Merchandising Rears Its Head 
Deodorant Ad Tires Creative Man 


Real Estate Ad Is Busy, Exciting 


Tyler Picks Ten for January... 


Good Taste Unexciting Doctrine? 
Better'n Being Legislated Out of Business 


By William D. Tyler 


Now that advertising has attained a na- 
tional ranking somewhere between swas- 
tika-painting and white slavery, there is 
no longer any room for debate as to our 
future course. We have to improve our 

ee wags image through our 
7 : deeds. And, do so as 
oh 3 fast as our agile lit- 
5 tle minds will carry 
us. For it can no 
longer be argued 
that the means jus- 
tify the end. In fact, 
in this climate, the 


effectiveness of ad- 

| vertising can do 
A nothing but de- 

William D. Tyler crease, unless we 
rid ourselves of 


slick, tricky, weaselly practices. 

So, our future course is clear. But we 
still can profitably ponder our past, to see 
what got us into this mess, if only to make 
sure we never get there again. What hap- 
pened was this: we listened to false 
prophets. 

There was the false prophet who main- 
tained that advertising should irritate. He 
had quite a following. We irritated, all 
right. Look at us now. 


= Then there was the one who excused 
advertising that belittled competition by 
calling it “hard sell.” Hard, all right. 
Hard enough to get an entire populace all 
but up in arms. 

And there was the one who believed 
advertising should be like a sharp law- 
yer. It should stay within the law, but 
just barely. That way you could make 
some pretty amazing claims and never 
get caught. Well, hardly ever. Look where 
he got us. All of us. 

Maybe in the years to come we will 
listen a little more carefully to those who 
preach the unexciting doctrine of hon- 
esty, humanness and good taste in ad- 
vertising. It may sound a bit like your 
old Aunt Emma, but then it just may be 
preferable to being legislated out of busi- 
ness. 


Kressline Grab Bags 

This was a color spread for clutch bags. 
Showed 14 styles, and let the reader 
window-shop her way through the entire 
line. But it added to this conventional 
idea a stopper headline and layout plot 
that made the ad fun to look at and read, 
the bags themselves seem smart and 
youthful. The agency is Hockaday Asso- 
ciates, which requests that no individual 
get credit for either copy or idea. Too 
bad. Art Director was Mario Cardillo. 


CandyGram 

A CandyGram, as you may or may not 
know, is candy you send by Western 
Union, the brainchild of William Rent- 
schler. A half-page in leading newspa- 
pers on Dec. 22 constituted the best 
gift ad of the season, in my opinion. It had 
the perfect headline for last-minute 
“This is the only gift you can 
today across the country in time 


shoppers: 
send 


a ra oe 
at age 


Se caer ee itech bier 


This is about the 
only sift you can 
send today across 
the country in time 
for Christmas! 


CandyG ram-= 
Your personal telesram is actually the cover of a 
ber of hend-dipped knwury chor alates, defn ered 
fresh frum freezers an Western Union alfices to 
any plore in the US. Phone Western Union now. 


for Christmas!” It was Royce Wright’s 
of Young & Rubicam, Chicago, and the 
layout was Roger Wilder’s. 


Great Western Savings 

A West Coast savings association has 
been advertising its higher interest rates 
in New York papers with considerable 
ingenuity. The ad shown here demon- 
strates this pretty well. Another in the 
same series shows two nested Stetsons 
under the headline: ‘“We’ve topped our- 
selves,” to announce the new higher 
rate. Cute, but not as good as the ad illus- 
trated. Ken Sullet of Doyle Dane Bern- 
bach in Los Angeles is the writer; Duane 
Toutjian, the art director. 


Don't anybody@:+\ 


This tablecloth was washed in blue 


Now! Interest heoeted to 414° 


Megrent tatemean over paid oo tewmred savings 


&* at Great Western Roving? 


WT ANNUAL BAM, effective January f, 1960 


° we Acoaets Denart nent 
cintalamend Box 45.155, Lov Angetes 43, California 


ee oot #8 


rem we 
ig SPOS too SS 

. - 

i 4 
. 

. 


eral NEN oa Weed ia eal ea ea ar 
pipe ee ee 


Cheer Detergent 

Not a great ad, maybe, but an enor- 
mously clever one for Cheer, puts the 
white space to work. It was the idea of 
Young & Rubicam’s art directors, Frazier 
Purdy and Art Seller, to turn a magazine 
page into a Cheer-washed tablecloth by 
simply placing a knife, fork, and spoon 
in the usual places. This was done to il- 
lustrate Florence Stoneman’s headline: 
“This tablecloth was washed in blue 
Cheer. Wouldn’t you like all your wash 
this white, this perfect?” 


In a Stately Mood 


CER ed be be 1 | nan Sone ew 


Steuben Glass 

This prestige-building campaign for 
the famous glassmaker is in the classic 
mold— illustration of an outlandishly ex- 
pensive objet d’art ($3,250), plus copy of 
great dignity. It’s Lou Redmond’s, and it 
goes like this: “Crystal has its moods. It 
can be as intimate as a lady’s perfume 
bottle or as ceremonious as a monument. 
The shining object above is The United 
States Bowl. It is a vessel to be filled 
only with the long thoughts of the be- 
holder ... Study these stately pieces. Feel 
the solemn hush they create. And, ob- 
serve that when the light falls upon them, 
they shine with something very much 
like immortality.” Great stuff. Gus Wav- 
potich of Ogilvy, Benson & Mather did 
the layout. 


Bell Telephone System 
The telephone ad shown here brings 
news of greater interest to the average 


TOMORROW’ S TELEPHONES ? 


They're being tested today! 


40 we on 
day noch! Oe sae aera tee feng tere A tomes a rem et 


BELL TELEPHONE SYSTEM ® 
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citizen than he can find in a typical news- 
paper. This is news of change and im- 
provement in one of his most familiar 
and useful possessions. It is something 
that will affect each one of us thousands 
of times in our life, and the ad lets us in 
on it before it happens. What better 
backdrop for a message intended to dem- 
onstrate the Bell System’s interest in its 
subseriber’s preferences? Copy by Ayer’s 
Howard Simpson, and Walt Reinsel made 
the layout. 


This full-page newspaper ad headed, 
“Water,” is built around a splendid prose 
poem by Herman Raucher of Reach, Mc- 
Clinton, designed to point out the danger 
of our lessening water supply and to es- 
tablish Fairbanks, Morse as a sort of 
national guardian of this natural re- 
source. The copy block below gives the 
facts of the company’s products and re- 
search that bears on this subject. The ad 
gives stature and renewed visibility to a 
company whose great name has. been al- 
lowed to all but drop out of public sight. 
The layout was Marce Mayhew’s. 


SOLID PLYMOUTH 1960 


The 1960 Plymouth 

The print introduction of the “Solid 
Plymouth” has not been splashy or vis- 
ually arresting, but it has contained a lot 
of meat. The campaign is built around the 


advantages of “Unibody” construction, 
and each ad seems to deal with a different 
aspect. The one illustrated here addresses 
itself to the quietness of the body. Pat 
Gallagher’s headline reads, “We believe 
we have just about every grunt, squeak, 
squeal, groan (followed by 15 other syn- 
onyms for body noise) worked out of the 
solid Plymouth for 1960.” Another ad 
makes the point that there are far fewer 
parts to work loose or require attention 
and illustrates this with a close-up pic- 
ture of nothing but nuts, bolts, washers 
and screws as examples of what are not in 


the new Plymouth. Still another is pro- 
vocatively headed, “Let’s consider the 
165,000 miles you probably won’t drive 
this car,” a neat way of drawing atten- 
tion to a 200,000-mile expectancy. Ayer’s 
Charlie Fisher and Chuck Mackey are 
responsible for the campaign. Bob Dun- 
ning for the art direction. 


a 
no wx necessary! 


ee 


New York Herald Tribune 

Although I think this ad that shows 
the lady in the classroom seat is a fine 
one, I still don’t quite know how it got 
there. A letter from Walter Weir of Don- 
ahue & Coe started the whole thing: 
“Think the attached campaign worth 
mentioning? Jim Ryan and Bob Nutt are 
responsible for the copy, Frank Scoppa 
and Bob Seath for the layouts. If you 
don’t want to use any, I will happily pay 
return postage. P. S.: Understand you’ve 
been seen running around with my wife 
in Jensen’s. Sincerely .. .” I answered 
rather well, I thought. “I am hoping to 
work in some mention, but the campaign 
is better as a series than for its compo- 
nent parts .. .” He answered: “I think 
you are right. Maybe this is the comment 
you could make on whatever ad you 
single out. I rely entirely on your judg- 
ment in the matter...” So here it is. 
Nice, isn’t it? 


i, mend a quarrel Seek outa fe reotien friend 


Dismuss suspicions, and replace st with trust Writea ke ve letter 
resome treastive Gries softanswer Encourage youth Manifest 

ur loyalty in word and deed Keep a promuse und the tune Jorgo 
grudge Jorgue an enemy Luten Apologize if you were wrong. 
Iry to understand Flout envy Examane your demands on others 
k first of somone else Appreciate. Be kind, be ge ntle Laugh 
4 little Laugha litle more Deserve confidence Take up 
sgatnit mahce Decry complacency. Express your 
gratitude Go to church Welcome a stranger Gladden the beart of a child 
Take pleasure in the beauty and wonder of the carth Speak your love Speak 
it again Speak st Shil once agaun 


aris ag. 


briflimas ws celebration 

id there wno celebration that com- 

pares with the realizanon of tts true 
weanung—withthe sudden stirring 
f the heart that has extended it- 
self toward the core of life 
‘Then, only then, is st possible to grasp the sgnificance of that fir't 
(hriamas—to savor in the inward car the wild, sweet music of the angel 
choir, to envision the star-struck sky, and glimpse, bebind the eyelids, 
the ray of light that fell athwart a darkened path and changed the world 


the editors of McCall 


McCall's Magazine 

Just to end this column on the same 
uplifting note with which it began, I have 
chosen the Christmas message McCall’s 
ran in leading newspapers. Written by 
Maggie Cousins of McCall’s, I think it 
has some of the quality of great evangeli- 
cal writing. Congratulations to her and to 
Otto Storch, who is responsible for the 
sensitive art direction. And, not to be 
too altruistic about it, advertising like this 
not only benefits the advertiser in in- 
creased good will and stature, it helps 
win friends for, and confidence in, the 
business you and I love best. + 


~ 


Advertising Age; February 8, 1960 


The Creative Man’s Corner... 


im ¢ ; 


different way.” 


protection.” Or “works gently . . 
normal skin.” 


Tired Blood 
Amazing new formula Munr 
LETS YOUR 
SKIN “BREATHE” 


deodorant that stops odor 
‘ without “stopping up” pores 


This ad for Mum is a prime example of the use in advertising of words 
long worn to a frazzle and no longer fresh or communicative or memorable. 
“Amazing new formula,” for example. Where have we heard that before 
—and how many times? Or “leading medical authorities.” Or “works in a 


Care to savor a few more? “All other leading deodorants.” Ever come 
across that one? How about this: “doesn’t let you down.” Or “more natural 
. much more effectively.” Or “safe for 


So tired, this language. So soporific in use. Is there no sharper way to 
talk about an improved product? The language seems to affect the thinking, 
too. We are never told who the leading medical authorities are—or why the 
new formula is so amazing. Nor are we informed how “all other leading de- 
odorants interfere with the natural ‘breathing out’ process” nor if this is bad 
and, if so, what it might do to us and why we should avoid it. 

It is quite possible that, if the writer or writers sought to use fresher, 
apter words they might have been led to develop a much more informative 
and compelling story than they have. This is advertising at its advertisingest. 


It’s the only leading 


On the Merchandising Front... 


‘Joint Merchandising—the Next 
Wave of the Future 


By E. B. Weiss 


In order more nearly to match size with 
size—it is entirely probable that we will 
be seeing more and more examples, in the 
near-term future, of joint merchandising 
by non-competitive and competitive man- 
ufacturers. 

Currently, I note 
that Gulistan car- 
pets and Ethan Al- 
len furniture are 
running joint ads in 
the shelter maga- 
zines, and cooperat- 
ing promotionally. I 
see that three fur- 
niture manufactur- 
ers, down South, are 


E. B. Weiss pooling their output 
into a combined 
sales and merchandising organization 


(the result will be 25 sales representa- 
tives with a more diversified grouping of 
furniture to show and sell; total output of 


the three plants is estimated in excess of 
$6 million annually). 

I see that Wagner Mfg. Co. and Glamur 
Products joined forces to introduce a 
wall-cleaning applicator. Glamur fur- 
nishes the cleanser—Wagner the device. 
And out on the West Coast, Crown Zel- 
lerbach and Wilco Co. joined forces in 
the merchandising, promotion and adver- 
tising of Zee towels and Wilco window 
spray. 


s Bond bread and Gerber baby products 
have joined in bringing out a bread for 
youngsters (these two are, of course, not 
exactly small companies). And Vick’s and 
DeVilbiss have cooperated on a sprayed 
medicant for colds. 

Even wholesalers are joining forces. 
An interesting example is furnished by 
four- Philadelphia wholesalers who are 
cooperating in an annual Christmas mer- 
chandise show. They set up a separate 
organization to operate the joint show, at 
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WHAT CAN A WIFE 


Should she share her husband? Leave him? Go back 
to her mother? In the February issue of the Ladies’ 
Home Journal, Can This Marriage Be Saved presents 
a true situation that may make some parents tempo- 
rarily indignant...and some grown-up children bet- 
ter able to cope with married life. Features like this 
in the Journal help break down the fences between 
generations. A young woman in her teens or twenties 
will have one point of view, the mature woman an- 


other; but their absorption and feeling of personal 
stake in the matter will be equal. Because the Journal 
gets to the core of things that women care about, it 
enjoys a privileged place in their affections. It’s not 
a publication that’s just looked at. The Journal is 
read, clipped, quoted, mulled over. Its editors are 
written to. Its advertising pages are studied. The fact 
is, the private, personal act of reading the Journal is 
rewarding both to its readers and to its advertisers as 


DO WHEN HER MOTHER-IN-LAW WON'T LET GO? 


in no other medium. Which is why, year after year, 
the Journal is the magazine most deeply enjoyed by 
women and most consistently a factor in their lives. 
(Why, year afte: year, the Ladies’ Home Journal 

is the No.,1 magazine for women-— first in circula- 
tion, first in newsstand sales, first in advertising.) 


A CURTIS PUBLICATION 


LADIES HOME JOURNAL 
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which the druggist is free to choose any 
of the wholesalers for such orders as he 
may want to place. 

Actually, joint merchandising goes back 
many years—in the food field it has of 
course been quite common in the form of 
related-product promotions. But for the 
near-term future I believe it is destined 
for considerable expansion because it 
may offer a technique that will enable 
medium-size manufacturers to obtain 
some of the benefits of large size and thus 
be better able to compete with giant 
manufacturers. It will also permit small- 
er manufacturers to achieve longer and 
more diversified lines, which is what is 
happening with the three furniture man- 
ufacturers mentioned earlier in this 
column. 


s There is reason to believe that the day 
of the independent in this nation is wan- 
ing—not disappearing, be it noted—but 
waning. I think more and more independ- 
ents will have to give up slices of their 
independence, which obviously is what 
happens to the independent merchant 
when he joins a voluntary chain or a 
cooperative. Similarly, “independent” 
manufacturers may have to give up some 
of their independence by merging forces 
with competitors or non-competitors in 


Learning from the Retail Ads... 


what are really “no merger mergers.” 

The grave problem of the medium-size 
and smaller manufacturer—as was true 
of the same size bracket of retailers—is 
to develop a technique that will enable 
him to achieve the benefits of large size 
and still hang on to the basics of his 
independence (when a manufacturer is 
absorbed by a giant corporation his in- 
dependence exists only in theory, not in 
fact). I have a notion that manufacturers 
may develop what will really be their 
own form of “voluntary chain” and even 
their own form of cooperative, adapting 
these retail procedures to the require- 
ments of manufacturers. 

Incidentally, as the independent re- 
tailer accumulates strength through vol- 
untary chains and similar procedures, and 
as giant wholesalers emerge, and as our 
giant. retailers become super-colossal— 
and as giant manufacturing corporations 
sprawl all over the merchandise front—it 
becomes really vitally necessary for the 
independent manufacturers, if I may use 
the term, to team up with one another 
in various forms of joint merchandising. 


= So watch the news reports—and note 
the increasing frequency with which 
these joint merchandising procedures by 
manufacturers will crop up. + 
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The Hard- Working Ad 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This ad is from Melbourne, Australia. 
It is busy, but it is also exciting. It is 
crowded, but it is also interesting. It car- 
ries a lot of copy, but there is a lot of 
story that needs to be told to anyone who 
is half a prospect. 

I live some 40 miles south of San Fran- 
cisco. Not far from us, southeast, is San 
Jose. There is no place on earth where a 
more feverish and dynamic market for 
homes prevails. 

Hence there is an enormous (relative- 
ly) lot of home and subdivision and tract 
advertising in the San Jose area. North 


toward San Francisco, the Peninsula com- 
munities are expanding, but not so rap- 
idly. Real estate advertising is prominent 
in papers to the north too. 


But I rarely, if ever, see home adver- 
tising in Northern California, with merit 
that could compare with this. 

Newspapers soak up ad appropriations 
like great sponges, and the builders get 
little for their money, compared with 
what they might. The market burgeons 
and blooms and the sellers of homes 
make some money, not because their ad- 
vertising is carrying its logical weight, 
but because the incoming thousands of 
people must have homes and are on an 
insistent, determined search. 


Advertising Age, February 8, 1960 
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AD-VERSE REACTIONS 


with charity toward none” 
By Draper Daniels 


The sharkskin-bound deluxe edition 
Of an adman’s ultimate ambition, 
He is the final word, the head, 
Head The man who says the last word said. 
Monarch of all, and self-reliant, 
None say him “Nay,” save every client. 


From one week’s advertising in the 
area newspapers I can pick up enough 
poor ads (worth only a fraction of what 
they could be worth to the advertisers) 
to illustrate an entire text on real estate 
advertising, titled “How Not to Adver- 
tise Homes.” 

While many advertisers try to get busi- 
ness with corner cutting methods, gim- 
micks, and silly ideas not related to their 
businesses—sound and well proved meth- 
ods of straightforward selling, proved by 
vast amounts of research, go untried. 


= One Christmas morning many years 
ago my Christmas gift puppy wandered 
into the street and was killed. I was sore- 
ly grieved, but there was no chain reac- 
tion. 

Near Los Angeles recently a dog wan- 
dered onto the Santa Ana Freeway. He 
was killed, 40 cars piled up along. three 
miles of highway, 11 people were injured 
and $11,000 of damage was done. 

Using ad dollars poorly many years 
ago was not so bad. The pace was slow. 
Advertising was indeed local. No chain 
reaction was likely. 

Today, using weak advertising is as 
complicated in its chain of regrettable 


losses as an accident on the Freeway. 


= The economic pace today is terrific. 
Advertising, even if it’s called “local” (all 
advertising is local) still covers great cir- 
culations, reaches enormous pools of buy- 
ing power and sets off chain reactions 
among suburbs, real estate offices, the 
readers and numerous correlated busi- 
nesses. 

The truly effective ad cashes in on the 
modernity and the miracle of circulation. 
It latches onto numerous mental reac- 
tions that set off chains of activity. 

But too few advertisers ever find this 
out. 

If the man who did this Melbourne 
ad lived in northern California, the union 
of “easy advertising creators” would 
picket him with “unfair to featherbed- 
ding” signs. 

I have never ever, in a great many 
years of advertising creation, research, 
and instruction, found any reason to 
modify my definition for advertising— 
“professional selling multiplied by circu- 
lation.” I am sure most people who create 
advertising today haven’t the slightest 
idea that creating ads has anything what- 
ever to do with selling. + 


Looking at Radio and Television... 


TV Trends for 1960 


By the Eye and Ear Man 


The television industry continues to go 
through an evolutionary period in which 
the new is gradually taking over from the 
old. 

The following items are emerging as 
facts for the fall of 1960. 

(1) The magazine concept. Despite 
newspaper publicity to the contrary, in 
general, the tendency among advertisers 
and their agencies this fall will be to buy 
tonnage in television advertising and not 
shows. The spread-out of messages in 
new network packages will enable an ad- 
vertiser to get nighttime exposure, day- 
time exposure, and frequency without 
having to bear the responsibility for pro- 
gramming taste. 

So far, the advertisers who talk of buy- 
ing a new series or backing a pilot or 
controlling a time period are rare. There 
will, of course, be advertisers who con- 
tinue with corporate image-type buys or 
with the shows that were successful this 
year, but these will be in the minority. 

Although networks protest that this is 
not to their liking, many network ex- 
ecutives are magazine plan boosters. They 
think the system will enable them to pro- 
gram better balanced shows and drop in 
cultural or educational fare or specials 
wherever it seems practical. 

The ad agencies have lost much of 
their creative programming talent to in- 
dependent packagers and the networks. At 
this time there is no agency produced 
television program, nor is there likely 
to be. It costs too much to maintain tal- 
ent and the risks are too great for an 
agency to assume program or even pilot 
costs. 

To the program producers this trend 
means that there are three major cus- 


tomers—the network program chiefs— 
and beyond them the syndicators in a 
very competitive field. 

(2) Specials. There will undoubtedly be 
an increasing number of specials on every 
network in the fall. This may lead to new 
ways of using tv by certain advertisers 
who prefer a big splash with plenty of 
collateral promotion to a regular cam- 
paign. In this group will fall large ad- 
vertisers, who do not normally use tele- 
vision, but who will sponsor occasional 
important shows with educational or cul- 
tural overtones designed to reach a se- 
lective audience and get good press play. 

It is probable that there will be nearly 
300 hours of specials in prime time in the 
1961 television year. Newcomers to tele- 
vision will use these programs to fan up 
interest in-their-companies—much as 
they use special Sunday magazine sec- 
tions in newspapers for the express pur- 
pose of raising the public value of their 
stock. Television may be used for selling 
Florida real estate, special mail order 
items, etc., and many other uses that have 
not yet been tried. 

(3) Prices. Prices will level off in the 
coming year. Not because they are 
pegged; on the contrary, labor costs are 
up all the way around. 

The networks will buy programs at in- 
creased prices of from 5-10% and will 
charge increased time cost of about 5%, 
but they will in turn devise ways in the 
magazine concept of selling the time and 
talent package at current or lower prices. 
The exception will be ABC, which is 
gradually bringing its prices up to the 
level of the other networks. 

(4) Commercials. Commercials will be 
bigger and better and more honest. There 
is no doubt that some short cuts were 
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fe 


t letterpress line reproduct 


% ‘ ‘ 
j “7. “ae 
Pe: a ae at Cae B 
r : ey 8 3 
5 lt talee al Fe. 
: -a% 


<4 
SSE: 
~ Sa ~% 


? 


~S« 


(and you can get it in white and six attractive colors) 


International Paper’s Springh 


gives you pinpoin 


Behe os Ae a. 


BM oor ‘es es ei : z sete a . ms. eee : rte : J % 8; m F at . 
eS eas ™ oe: a oF ow \ ; 
\ 7. hs rong tes B © 
—% “ ‘ * — . 7 ey ie se 3 y f ~ 4: 
50 ££ a. & ee fi Yo \ Ss ee To th *} . ma 
4 : 7 q i 4 za i ‘ “se a : - r A a. 
* 4 Ve sees Brey) See | 
'’ * : . » — F ie ¢ aa ‘ - ie ge : : pe, ’ “ie “4 7 ‘ bs rs om 
: A we 4 4 ‘£ghene Z Pee wo a - “ BEA 18 ’ . + ye 
, _’ se fe eee oe ees ; 
& °° » + ies? Ee OS Pike spi: rs 3: 
Si SL, Was ees ; t. ay eG iS LO i 4 Kea 
a ' : ~ BASS - * BD”. oS Gas ll eg * \ ‘CC atbe > 7 
ee > >*% ; = SK, We pee i ee : Teer ; 
_ is : © 7 % 4 ~~ * , . “+ “4 M 2 ae 4 eit <7 at f ieee 
= ait a ro L 4 ea3 2 , ~P = Jt 3 a ~~ - : a 4" 2 sai 
67h OS BEAR See 2 a be 
ce ae se est <4) ahi 4 | re 
ee es ’ €s: ne é ; an 
th - as \ . . >: = a : ee = ae vi 
cs all % a ms 4 . * 8 ae .. Et ue i be vee ' a 
= 2%. a bb Gatt = Bes a Eee, 
— “on ie oa LS - - = wi ag ye ee a 
§ " Lied } ’ 2 ‘ . , m4 M aa iat “i . 
: * Bi q | FP’ a se . a x a hate? P "A cone athe te pat 
>. e% a * >t AQi (ee ba ' ee is. 
\ § = _ ’ bs . Ko ~~ a re Ce Re: 
; x Po J a : a... \ ’ r » g 23 BN a = o : 
FS 4 is y a P , '- .* = 4 a . “a or; se . > * --) ; ise 
| ; re ee BS wns ee 
| a>” Se 2 gore dias ny a 
me % vabpalpagae 8.4.4 7% - 3 Pia 
ui eee ON Bs Loa, wa: 
~~ 1a i 2 SP eR MRMEEE ERA as 4 Be ite des nt ae eo 
i eee os aia a 
yee weap EE EL Oana ee i eet one : . 
. Ye otang 4 SIFT pe PL ale ISTE A AY YAM) EOS " Coins % 
RR RE coe rea rp 2535. os - | 
inci cejatet eter otatatag Ans Ioyy hy, + A Vel ot IE aes 
op a A wet Vapdpagag nes A 47, ar + pean é a 
a - ee 4. dade "a wind Leletetovayag. or. , E55 , ‘ a} AAA ‘ ; oe 
+ ae Aer Ao japapagapags vet ¥ Beene ; oy. oni , : 
b WS = pb Zee Aan ES me 
. , a . a get, pavate etapa ZF. x E sy Pee - ary ’ Ciaapscainatle 2 
NSD eh e555 See Hei ae — 
of tires: i epetetayaglot na} pa an ay ad 4 at A ees a 
‘ >! ott; paetertey NANG rep, oy - . Are aaa 
eS . | (Ae what tsi PUL, Wnt) BED PETRA APN ERE BAN INAA oes aes 
|’. ei int Hi Set Wan err ae ath A Oa eae a yet as 
%: ae Kigineray 2 y Site Peat ee, nt? _ ay” eae fe he % SG Ade . ‘ ead. oe ing: 
~ hoe eet fotay, fa Tt $24. ap igte, fe Wa i Lip Sad ats lle A ee 5 5 ergs pha ; 
Se RTT 5. Hee ite Desi. Gen, = sae, Ft Peta on”, sires’ : : 
| Sy y ohn eer pars Wiviglel ston Dey < Of) ar” Sy + a ” y Ba 
a 4 4 4 | Res. : ~ z ‘ ; q 7 fe _* ‘ - ° = 
A ge emeibinazaiata Seat, See, Sane ast ego A 
be oh) J peta rah Aoptoiciciaga eae apapats oe 4 asi stglgeg “ AR kes gs ah 7 f — 
' ™ tee / tlhe , . tom. b oF ry \ a. ‘ « eet Tee st - 4 , P “ mace ms ee 
. . ° een. . rs’ ad separ ttitiy < dtglgh ggg ee Tif Sap Ay Py A, i”) SS a seas 
2 i SE ARSE \ Pep rttsistss cinta jot as 5 Ne ao 
a wo) if Vy? yes Wed =I TIF 3 AGTH ighghy fees Ty SS a a xc ewe 
a oe . 4 ° “im Lopay : : may > Mo & tc wg ; Sa 4 Pa 3. eS ood 
ens ae: Ci NS bain Errigutayists righ ie Resale oO Zo 
OO BRON RREE RS: Lat Satis, . eats ee RA, lg ee 
s SERRE Uf ae 0) MM dl 
; Sey ee Rh! et ay esay ajay gf. Ye.) +) A not ee ee 
i Sh Caasaaratat SLSR LEH . Lee 
aa ee OS _>_~ ta) tem ; 6 an (its peetgew ery or coe 
o. SAREE © Ratt Meet Tee eK Geel ae: ef ae 
faa. - 2 aS WHY | - “se of , oe > ry - acid 
a tS See ae ie “igre are Re tm HG aj otag ed. FE. oie - oe ; 
— in 4 eo | : a ee ey at oi tritici ys arm a 4 Bi 
a oe ial) 4, — Reins 479 929 29-2979719) 4) 'e Se ee ee 
i % a. bein : Nore; tas £6 tbe Pa ee wort | my ajayah ajapayayay A ae i ee fe pan 4 “ «Tere <—e eae 
: i ~ * Bags ag 44 siggy a4 9 a . < ae 
en Cy ees ; hebheg Poy. 7 oy BN eae at alate el Pai) ae a Ae Ss Ae 
; 2 4 Ce pple ree A apabahaiey Tih ami De) SE Ae 
} : ~~ Sa. “tied tere pl aay IMFO ABLE fF a e. ~ 
s aaa ra Aaraee eared Be ey edt oo "ye io 
= MEE V3. 9apa es? Popejo Pe poyasz 7 Dr Pok Maratea titres Waele 7A 
pee Baber ease Saat Pglatslstallgtalatsl Le, A ER 
oa Bae ihn See gE Ah gE ope, FAY nA mpajayay is ~S  -ae i ) oe 
sD oa mm eae eames tase ot Furl ae 
x 1 es, ee - ee ots Ps ; r b> * oe Val adelelerale) ort oe . ¢ Re ai ? pags ye ‘ eater z = a we: ys ‘ 7 a “4 az fei ile 
“hp a Mp aaa o Mats Depart abe 8 = | Ualelaihiatlslh ge gl iw 1 CR ap i 
at ir é al eg ZTE Tos > 
oe wd yg LaLa Lay meat = 
Ing. Pang oe ba 
a 
| i Po ; ie =, : 
} Pee = muah ne 
f RE RAT ae iNew Gaede oa fit Fag ma 
i 
Phen ee Sy ies, 
Be aa ak 2s 
— 


What you should know about SPRINGHILL, VELLUM-BRISTOL 
—a leading member of International Paper’s first family of fine papers. 


PRINGHILL VELLUM-BRISTOL now comes 
S in a cleaner, whiter white than ever 
before. Plus 6 new pastel shades! Ivory, 
blue, pink, gray, canary and green. 

On the other side of this insert, a black 
and white photograph was rendered into 6 
separate pieces of line art. Notice the clean, 
graphic impressions. The soft suggestion of 
photographic tone and texture. This sam- 
ple is dramatic evidence that Springhill 


Vellum-Bristol gives excellent letterpress 
line art reproduction. 

Springhill Vellum-Bristol is a 100% 
bleached sulphate sheet. Look at it. Its 
glare-free qualities are self-evident. Now 
take it in your hands and feel it. This sheet 
is strong. With a high bulk vs. weight ratio. 
And the low cost will surprise you! 

Springhill Vellum-Bristol is versatile. 
Gives outstanding results when used for 


offset, letterpress and silk-screen printing. 
It is made to order for menus, covers, die- 
cut cards, swatch cards for fabrics, cata- 
log inserts, direct-mail pieces—any quality 
printing job that must combine low cost 
with superior performance. 

Ask your paper merchant for samples of 
Springhill Vellum-Bristol and information 
about the other printing grades in Inter- 
national Paper's first family of fine papers. 


Fine Paper division INTERNATIONAL PAPER new vork 17, 1. v. 
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Advertising Age, February 8, 1960 


taken in the interest of puffery or exag- 
geration for emphasis during 1959. All this 
kind of tv salesmanship is rapidly disap- 
pearing. Many of the exaggerations are 
being edited out; if editing isn’t sufficient 
new films will be shot. 

While Washington’s attack on commer- 
cials has been carried to ridiculous 
lengths in some cases, the new look will 


be strictly above board in every respect. 
At first the result may be duller without 
the dramatic demonstrations. In order to 
make the commercials better, more mon- 
ey will be spent on better quality prod- 
ucts. And perhaps the commercials will 
start to equal the stature of the pro- 
grams in which they appear instead of 
looking like the poor cousins. + 


From an Art Director's Viewpoint... 


Ah, the Odor of Burning Leaves... 


By Andy Armstrong 


People in cigaret advertising used to 
hold one cigaret each. One model, one 
cigaret. Two models, two cigarets. Fifteen 
models, fifteen cigarets. 

Lately, this custom has undergone an 
interesting change. 
Reverting to a World 
War II idea of Pall 
Mall’s, models in one 
recent campaign be- 
gan to show up with 
two cigarets each. 
Now Oasis, in a de- 
termined effort to 
carry this kind of 
semi-creative think- 
ing one step farther, 
shows a model hold- 
ing not one cigaret, 
not two, but three. 

Oasis was tested against three other 
menthol brands, says the text, if you can 
stand reading down that far. Hence the 
picture, while silly, is logical. A paradox, 
of course, but not a new one. Gracie Allen 
made a fortune with it. 

Think of the further possibilities. Go 
out and test your cigaret against nine- 
teen other brands, then give your models 
fistfulls of cigarets. Or, if you are stingy 
about model fees, rent a cigar store In- 
dian. (Graphic concept registered.) 

Silliness, though, is not Oasis’ major 
felony. The worst indictment of the pic- 
ture, in these times, is its implausability. 
It appears when the aroused federals are 
more than ever on the prowl, thrusting 
the Torch of Truth and Highmindedness 
into this and that dark alley off Madi- 
son Ave., or wherever they suspect we 
operate, questioning innocent networks 
which never even heard of Van Doren 
before, and subjecting to public embar- 
rassment some of our biggest agency heads 
who certainly fly around too much to be 
the least bit conscious of hokey-pokey 
injected by underlings into any of their 
clients’ campaigns. 

These times are bad for hoked-up ads. 
Today’s climate is hardly right for im- 


ye ¥ 


Andy Armstrong 


Salesense in Advertising ... 


One menthol cigarette has to taste best— 


and that’s Oasis! 


I smokers say 


menthol just enough! 


MONEY BACK GUARANTEE 


Change to Oasis — the best-tasting menthol cygarette yet! 


plausible pictures or implausible gim- 
micks of any kind. The public has learned, 
or been told, that all does not smell like 
hyacinths, exactly, in advertising. The 
public, beginning about six months ago, 
began to be somewhat alert to the pos- 
sibility that selling stories can be phony. 

The Oasis picture is part of a selling 
story. As such, it looks phony indeed. 
Who, even in the outlands, will believe 
that young ladies testing cigarets are sub- 
ject to the excruciating ecstasy, the ‘or- 
giastic delight evinced by the female in 
the Oasis picture? Oasis is only a menthol 
cigaret, many readers will say—not a 
29th flavor of Howard Johnson’s ice 
cream, nor even Drambuie in the new 
cylindrical stick form—so why show it as 
producing the last stages of drooling 
euphoria? 

Because no one will take such emoting 
very seriously, the feds will not rush to 
slap injunctions on Oasis or anyone else 
for unbelievable human action in pho- 
tos. But the reading public just might— 
and probably will. + 


How TV Networks Can Win 
Consumer Confidence 


By James D. Woolf 
Creative Consultant 


Raymond J. Petersen, advertising di- 
rector, Good Housekeeping Magazine, 
made the following statement in a speech 
before Philadelphia’s Poor Richard Club: 

“For the last 57 years Good Housekeep- 
ing has maintained 
a policy regarding ad- 
vertising that differs 
from that of any oth- 
er media. It is the 
only medium, broad- 
cast or print, that 


ers that every state- 
ment in every ad on 
its pages is the 
TRUTH.” 

This guarantee, he 
explained, is more 
than just an ordinary endorsement; it is 


James D. Woolf 


guarantees its read-— 


a MONEY-BACK GUARANTEE, guar- 
anteeing the consumer that if the product 
she buys is not exactly as advertised 
in Good Housekeeping, her money will 
be refunded. No other magazine does 
this. 

This is not a risky or costly policy. In 
spite of the fact that Good Housekeeping 
turns down hundreds of thousands of dol- 
lars of advertising every year, the maga- 
zine carries more advertising and makes 
more money than.any other book in its 
field. 1959 was the biggest year in its 
history. — 

“This policy,” said Mr. Petersen, “is 
very similar to the one most people now 
feel should be adopted by our industry at 
large.” 

Says Fairfax Cone:“The problem of 
dishonest and distasteful advertising is 
not going to be solved either by gentle 
pressure from the side of the angels, or 
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the slow process of education ... The 
various media could clean up advertising 
by the time of their next deadlines by 
simply demanding ‘proof of claims’.” 


= I believe the networks should de- 


mand “proof of claims.” I believe further 
that the networks should guarantee the 


The Peeled Eye Department... 


consumer that if the product she buys is 
not exactly as advertised on the screen, 
her money will be refunded. 

Can you think of a more effective way 
for tv to win consumer confidence? 

A difficult procedure? Perhaps so. But 
don’t forget that Good Housekeeping has 
been doing it for 57 years. + 


Peeled Eye Picks Winner 
of Ad-ecdote Contest 


Arnie Matanky Cops $25 Prize 

We hurt way down deep inside—fi- 
nancially—as we reveal the winner of the 
$25 ad-ecdote contest we announced back 
in October. 

We are awarding the prize to Arnie 
Matanky of 26 East 
Huron St., Chicago 11, 
Ill., for his one and 
only, but sterling, en- 
try. But we would 
have loved awarding 
a $25 prize to Frances 
Benson, of Holly, 
Colo., for sheer per- 
severance. She sent 
us 108 entries, and 
some of them are 
pretty cute. 

Unfortunately, how- 
ever, her. best ones 
are not, strictly speaking, ad-ecdotes, that 
is, advertising anecdotes. Therefore, we 
are painfully awarding a $10 second prize, 
though we had not offered a second prize, 
to Miss Benson. The winning ad-ecdote 
and the runner-up’s contribution follow: 


The Winner's Entry 

A New York society matron paid $200 
for an exclusive gown. Later the same 
day she was passing Ohrbach’s and she 
saw the same dress in the window, 
priced at $27. The lady bought the dress 
and rushed back to the exclusive shop. 
The owner of the exclusive store ex- 
amined the lower-priced dress and then 
said haughtily, ‘‘Madam, Ohrbach’s didn’t 
dare to claim theirs was 100 per cent 
virgin wool!” The woman shouted back 
at him, “I want my dress exclusive. I 
don’t care what the sheep do at night.” 


Dick Neff 


Some of the Runner-up’s 108 Entries: 
An advertisement in the Seattle Post- 
Intelligencer: LARGE WICKED DAV- 
ENPORT—was $24.50—now $19.50. 
* * * 
Advertisement in a Los Angeles news- 
paper: FOR SALE: used TV set, perfect 
condition. Owner was little old lady who 
watched only Lawrence Welk. 
* * * 


In San Diego, a loan firm window sign 
reads: ASK ABOUT OUR PLANS FOR 
OWNING YOUR HOME. 


* * * 


Sign on a brownstone front in Green- 
wich Village: “One-room apartment. No 
bath. Suitable for artist.” 


* * * 


Sign on a Russian grocery store: EAT 
SOVIET BRAND BREAKFAST CERE- 
ALS OR ELSE! 

* ms a 

Sign hanging in front of a Pennsylva- 
nia roadhouse: “We don’t sell beer on 
Sunday, and very little on any other day.” 

~ ok * 

A sign in a midwestern restaurant pro- 
claims “T-Bone—25 cents.” When you 
get close enough to read the small print, 
it says, “With meat—$3.00.” 

* a ed 

Sign on the window of a Dublin, Eire, 
shop: WEDDING GOWNS FOR ALL 
OCCASIONS. 


oa os & 


Sign in a store window: “Young Miss’s 
Maternity Fashions.” 
* % * 

Sign over a dry cleaning establishment 
specializing in gloves: LET US CLEAN 
YOUR DIRTY KIDS 

a a m 

Soap advertisement in a New York pa- 
per: “It makes a bath that refreshes, re- 
laxes, and stimulates. You step out of 
your tub ready to meet all comers.” 
Broom Corn News. 

oo * * 


Sign on a table in the gift shop at Mis- 
sion San Juan Capistrano: Lovely to look 
at, Lovely to hold, But if you drop it—It 
is SOLD. 

* a * 

Miami’s car-rental tycoon, Earl Smal- 
ley Jr., reports this sign in a local store 
window: TRY OUR EASY PAYMENT 
PLAN—100% DOWN—NOTHING ELSE 
TO PAY. 


ao * * 


Sign on a movie theater: EXTRA ADD- 
ED ATTRACTION. NO POP CORN. 
* a a 
Notice in Cafe: NO CASHIER— 
PLEASE PAW THE WAITRESS. 
* a + 
From a department store advertisement 
in a New York state newspaper: “What- 
ever type your father is we can help you 
choose a gift to make him grim all year.” 
* * * 


Advertisement at the Chinese Theater 
in Hollywood: THE LIEUTENANT WORE 
SKIRTS—AND—SELECTED SHORTS 


WANTED: CLERK TO WORK IN 
GROCERY STORE EIGHT HOURS A 
DAY TO REPLACE ONE WHO DIDN’T. 

* * * 

Sign in a French antique shop: “Eng- 
lish and French spoken. Cash under- 
stood.” : 

* * > 

In a midwestern city there is a rather 
exclusive block with luxurious shops 
which display such signs as FURS BY 
ROBERT, and COIFFEURS BY 
CHARLES. At the end of the block there 
is a gas station with the sign saying PE- 
TROL BY MURPHY. 


Ad in a farmers’ magazine: WANTED: 
a dairy-farm employe. Must have no bad 
habits—smoke, drink or eat margarine. 

Rt ce ae 

A tailor who had rented a new shop in 
a fashionable section of Chicago took 
a friend to see it. As they approached it, 
they passed a tailor’s shop with this sign 
over the door: HERE IS THE BEST 
TAILOR IN CHICAGO. Then they 
came to one with this printed sign in his 
window: THE BEST TAILOR IN THE 
WORLD. “What are you going to do 
about it?” asked the friend. “This,” said 
the tailor, and produced a card reading: 
THE BEST TAILOR ON THIS STREET. 

# = 2 ; 

In a New York apartment house where 
many doctors have offices, the plump 
elevator girl posted this sign at Christ- 
mas time: PLEASE DON’T FEED ANY 
CANDY TO MABLE—Doctor’s Orders. # 
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KTTV Is Now Times-Mirror 
The corporate name of KTTV 
Inc. of Los Angeles has been 
changed to Times-Mirror Broad- 
casting Co. in a move to “reflect 
the fact that the KTTV organiza- 
tion is already engaged in activ- 
ities which go beyond the opera- 


tion of a television station.” 

The new company will include a 
syndication division which is al- 
ready distributing “Divorce Court” 
and “Paul Coates” nationally on 
tape, and a newly formed commer- 
cial tape production division. 


Carpenter-Proctor Adds One 
Cramore Products, Point Pleas- 


lant Beach, N. J., manufacturer of 
|dri-syrups, instant hot chocolate 


and fruit crystals for volume feed- 
ing establishments, has appointed 
Carpenter-Proctor Inc., Newark, 
to handle its advertising and pro- 
motion. 


Sell the Inner Circle and you've sold the 
Conservative Protestant Church Market 


69,075 Voluntary PAID Readers . . . 96% 


of whom are pastors and church officers who make 

buying decisions. “Christian Life” assures high readership be- | ~~. 
cause CL goes only to those who WANT IT at $4 a year. je 
Investigate this active and growing market for hundreds of [fF] Protestant 
products used for church construction, maintenance and oper- [fF] Churches 


ation. Write for factual brochure. 


Christian Life 


The Business Magazine for Church Leaders 


A $2 billion 
Market 


a 
ecmee 


33 South Wacker Drive, Chicago 6, Ill. 


Information for Advertisers 


The University of Wisconsin is 
distributing a booklet; “Econom- 
ics-in-Action in the Oil Industry,” 
printed under the auspices of 
Standard Oil Co. (Indiana), re- 
porting a presentation of a uni- 
versity short course. The booklet 
reports on the economics of oil 
production, manufacturing and re- 
search, marketing and product 
distribution. 


e An eight-page brochure, “Sales 
Producing Exhibits,” is being of- 
fered by Gardner, Robinson, Stier- 
heim & Weis, Pittsburgh builder 
of exhibits and displays for trade 
shows and conventions. Copies are 
available by writing to Gardner, 
Robinson, 5875 Centre Ave., Pitts- 
burgh 6. 


e Stanley Publishing Co. has re- 
leased “SPC Web Offset Specifi- 
cation Sheet,” providing mechan- 
ical details on letterpress to offset 
conversion by a business paper 
publisher. It presents advertising 
material sent to the publisher un- 
der eight different categories and 
alongside of each category gives 
the explanatory procedure on con- 
verting this material to web offset 


HEAP 
BIG 
CHIEF 
IN 
BEER, 
WINE 
AND 
LIQUOR 


HOW ADVERTISERS OF BEER, WINE & LIQUOR 
RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV. REVENUE 
1 LIFE $14,808,794 
2 Look 6,210,573 
3 Saturday Evening Post 5,462,813 
a TIME 4,962,980 
5 New Yorker 3,400,555 


Source: P.1.B. (Jan.-Dec., 1959) 


production. In a third column there 
is an explanation of the items to 
be billed and the exact cost re- 
flection of offset economies. Copies 
of the specification sheet may be 
obtained from Stanley Publishing 
Co., 431 S. Dearborn St., Chicago 5. 


e An illustrated, 16-page bro- 
chure, describing the products, 
production processes and buying 
patterns of the ceramic industry, 
is now available from Ceramic 
Industry, 5 S. Wabash Ave., 
Chicago 3. 


e “Here’s What the Experts Say 
About Television” - a new 
Television Bureau of Advertising 
booklet, presents in capsule form 
the opinions of leaders of many 
phases of business and advertising. 
Copies are available by writing 
the Television Bureau of Adver- 
tising, 444 Madison Ave., New 
York 22. 


e The effectiveness of daytime 
television on the sale of cosmetics 
and appliances is evaluated in a 
21-page booklet, “Daytime Ren- 
dezvous,” published by the Na- 
tional Broadcasting Company, 
RCA Bldg., Radio City, New 
York 20. 


e “The Chemical Process Indus- 
tries—1959 Census of Plants & 
Employes,” a 136-page booklet de- 
tailing the distribution of plants 
and employes in the chemical proc- 
ess industries, has been made 
available to marketing men by 
Chemical Engineering, McGraw 
Hill Bldg., New York 36. 


e Parents’ Magazine has released 


|a new 48-page survey on laundry 


equipment and its uses in families 
with children, based on a study 
of representative reader-families. 
It reveals specific opinions about 
washers, dryers and ironers and 
lists features which owners con- 
sider most important in washer 
design. The complete “Laundry 
Equipment Survey” is available 
on request from William Meehan, 
research director, Parents’ Maga- 
zine, 52 Vanderbilt Ave., New 
York 17. 


e “Delaware Valley Shopping 
Centers,” an analysis of retail 
outlets in the 14-county Philadel- 
phia trading area, is available 
from the Philadelphia Inquirer’s 
research department for $5. The 
136-page volume locates and de- 
scribes some 284 business sections 
and shopping centers, cataloging 
them by size and type. It also 
indicates the source of traffic 
moving to thegmajor centers from 
56 sections. 


e A 1959-’60 market and media 
data supplement to Canadian Pit 
& Quarry is available on request 
from George Keefe, Wallace Pub- 
lishing Co. Ltd., 146 Bates Rd., 
Montreal 26. 


e A supplement to the 1960 
Variety Department Store Direc- 
tory, listing new items, new 
sources of supply, changes of ad- 
dress and new brand names ap- 
pears in the January, 1960 issue of 
Variety Store Merchandiser. A 
special section in the supplement 
lists a selected group of products 
for the vacation-resort market 
covering such classifications as 
souvenirs, beach goods and toys. 


e “New & Different Ways for 
Building Supply Dealers to Build 
More Store Traffic During Week 
Days” ...a report of 101 sug- 
gestions gathered by Batten, Bar- 
ton, Durstine & Osborn at a mer- 
chandising and promotion panel 
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meeting is available through Jo- 
seph Mayers, marketing depart- 
ment, BBDO, 383 Madison Ave., 
New York 17. The panel was com- 
posed of representatives of build- 
ing material manufacturers, 
wholesalers and retailers in the 
field and editors of building sup- 
ply publications. 


e “Lingerie & Foundation Gar- 
ment Survey,” a report released by 
Seventeen, indicates the impor- 
tance of teen girls as a market for 
lingerie, and reveals buying habits 
by price and fabric. It is based on 
the responses of 1,498 subscriber 
members of the magazine’s con- 
sumer panel. Copies are available 
from Aaron Cohen, director of re- 
search, Seventeen, 488 Madison 
Ave., New York 22. 


e Rubber Age has reprinted copies 
of the “Review and Preview of the 
Rubber Industry 1959-60,” as it ap- 
peared in the magazine’s January, 
1960 issue. For further information 
write Rubber Age, 101 W. 31st St., 
New York 1. # 


Far - Reaching ! 


AJAX SHOE Co. 


What's behind this healthy 
sales increase in Maine? 


It's WCSH-TV, J. B. Their 
merchandising boys came up 
with another sales booster. 


JAS ADVERTISED ON WCSH-TV] 


(most bought twice - got 3 pair) 


Ridiculous? Sure .. . but 
many a serious advertiser has 
been tickled by SIX’s “Far- 
Reaching Effect.” Creativeness, 
as well as carefulness, always 
plays an important part at 6. 


Your Weed TV man will tell 
you more. 


WCSH-TV 


MAINE BROADCASTING SYSTEM 
WCSH.-TV 6, Portland WILBZ-TV 2, Bangor 
WCSH Radio, Portland 
WIBZ Radio, Bangor WRDO Radio, Auguste 
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Special offer from . Heinz 


condensed soups laste the 
you tasted Heme. You'l 


CLIP MONEY-SAVING COUPON! 
Hs Ment Company Bes 4 Pittsburgh 30 Po 
fond 9h chy nes Shame, Slew i U8 


Jou know 


it's goad became ory 
i's Meins! 


PREMIUM—H. J. Heinz breaks its 
Wm. A. Rogers tableware offer 
with a color half page in the Feb. 
27 Saturday Evening Post and 
March 1 Look, followed by ads in 
Family Weekly, First Three Mar- 
kets Group, Los Angeles Exami- 
ner, Louisville Courier-Journal 
San Francisco Examiner, St. Paul 
Pioneer Press and in Sunday sup- 
plements in 302 newspapers. Max- 
on Inc. is the agency. 


Pentron Plans Free Trial 

Pentron Electronics, Chicago, 
will center its February-March 
sales campaign around a five-day 
free home trial promotion for its 
tape recorders. A full promotion 
package is planned for all dealers, 
including in-store aids and various 
advertising aids. The advertising 
schedule for the campaign in- 
cludes the February issues of 
High Fidelity Trade News, Job- 
bers News & Electronic Whole- 
saling, Photo Dealer, Record & 
Sound Retailing, and four weekly 
insertions in Electrical Merchan- 
dising Week, Home Furnishing 
Daily and Radio & Television 
Weekly. Alex T. Franz Inc., Chi- 
cago, is the agency. 


Fruit, Dairy Groups Set Push 

A joint promotion by the Wash- 
ington State Dairy Products Com- 
mission and the Washington State 
Fruit Commission in March will 
feature two Washington products 
—canned Elberta freestone peaches 
and cottage cheese. Media empha- 
sis will be in 18 newspapers 
with page r.o.p. color ads, but 
radio will be used in Seattle and 
Spokane, and four business papers 
will be used. Grant Advertising, 
for the dairy commission, and 
Pacific National, for the fruit 
group, are the agencies. 


Wisner Joins ‘NAHB Journal’ 
George Wisner has been named 
advertising director of NAHB 
Journal of Homebuilding, Wash- 
ington, succeeding Patrick H. Gan- 
non, who has joined Look in New 
York as home building products 
marketing manager. Mr. Wisner 
had been on the advertising sales 
staff of House & Home sirice 1951. 


Carey Joins Wade Agency 

Ed Carey has joined Wade Ad- 
vertising, Chicago, as business 
manager-broadcasting. He previ- 
ously was assistant to the business 
manager of National Broadcasting 
Co., Chicago. 


ane 


, \U. of Michigan Gets 
New Financing for 


Its Consumer Survey 
| ANN ArBoR, Feb. 2—The survey 


of consumer finances conducted 
yearly since 1946 by the Univer- 
sity of Michigan research center, 
with the support of the Federal 
Reserve Board, is being continued, 
despite withdrawal of FRB finan- 
cial aid. It is being carried on with 


and from a number of private busi- 
ness organizations, largely in the 
automotive and housing fields. 

The research center has a $300,- 
000 grant from the Ford Founda- 
tion, extended over a five-year pe- 
riod, which is partly to provide for 
transition from governmental to 
private support for the survey and 
also to make consumer finance 
survey data more readily available 
to the academic world and more 
useful for tests of economic theory. 
A number of companies and indus- 
trial associations already have 
agreed to share a portion of the 
survey’s costs, and additional par- 
ticipants are coming in, said Prof. 
George Katona, director of the cen- 
ter’s economic behavior program. 
Funds from participants vary, gen- 
erally in relation to the amount of 
data gained from the survey they 
expect to find useful. 


s The research center is a division 
of the university’s institute for so- 
cial research. The survey of con- 
sumer finances is a basic source of 
information on the financial status 
of consumers, their demographic 
composition and their economic at- 


’|titudes, based on personal inter- 


views with a representative sam- 
ple of more than 3,000 spending 
units. 

The survey is being conducted 
during January and February. The 
usual yearly release of prelim- 
inary data from the survey will 
come in March. This will outline 
findings broadly, so that users may 
make inquiry and selection of in- 
formation. 

Withdrawal of the Federal Re- 
serve Board support of the survey 
followed the shift of responsibility 
for retail data from FRB to the 
Bureau of Census (AA, Jan. 25). # 


TelePrompTer Denies Charge 

TelePrompTer Corp., New York, 
has termed “untrue and unsub- 
stantiated” charges made by Louis 
J. Lefkowitz, New York state at- 
torney general, that the company 
exercised monopolistic control of 
the viewing rights to the Jo- 
hansson-Patterson heavyweight 
fight last June. A company execu- 
tive expressed shock at the state’s 
preliminary legal proceedings to 
Floyd Patterson Enterprises, for 
the alleged monopoly. 


Doherty, Clifford Names Six 

Douglas A. Cornwell, formerly 
with Compton Advertising, and 
Peter C. Wilkinson, formerly with 
Chas. Pfizer & Co., have joined 
Doherty, Clifford, Steers & Shen- 
field, New York, as account execu- 
tives. Doherty, Clifford also has 
named Bob Martineau, formerly 
with Cunningham & Walsh, to its 
merchandising department and Bill 
Dixon, formerly with WSAI, Cin- 
cinnati, local media representative 
for the Geo. Wiedemann Brewing 
Co. account. Jack K. Carver and 
Samuel B. Vitt, media supervisors, 
have been elected vps. 


NAWGA Adding Specialists 
National-American Wholesale 
Grocers’ Assn., is adding a group 
of four food specialists to its staff 
who will be available to NAWGA 
members. The move is termed “the 
most significant step forward in 
the association’s 54-year history.” 
NAWGA will move to expanded 
quarters at 60 Hudson St., New 


York, on or before April 1. 


aig ag Ae Nb label 


funds from the Ford Foundation| 


-. & 


and skillful publication printing, far too many color 


Despite brilliant preparation, adequate appropriation 


advertisements lack conviction and radiance in illustration, and 


often fall short in accurate product identification. 


[FINI 


Invest in reproduction security with 


HUTCHINGS & MELVILLE, Inc. 
Custom Photoengravers 
4043 North Ravenswood Avenue, Chicago 13, Illinois 


Expert pre-correction in correlation with powderless etching of copper originals 


dissolve TelePrompTer, as well as. 


Oe eae eran ate 


YORKE GROUP 


gives extra value 
to your advertising dollars 


The four medical journals in The Yorke Group 
are trusted and constantly read by a large group 
of influential physicians . . . the leaders in surgery, | 
internal medicine, nutrition and cardiology. These 

medical leaders—over 35,000 of them—pay F 
more than half a million dollars annually for their 


subscriptions to Yorke Group Journals. 


Your advertisement in these journals reaches this 
influential segment of medical practice and shares 
in the prestige and confidence earned by The 
Yorke Group. 


The fifth member, MODERN DRUGS, in its 25 
years of publication, has become firmly established 
as the physicians’ reference publication for 

new drugs. Your advertisement in 

MODERN DRUGS will produce results 
measurable by the direct response to your offer 
of literature or samples—a response that often 
surprises even sophisticated advertisers. 


These five journals are The Yorke Group— 
where the leaders of the pharmaceutical industry 
meet the leaders of medicine. 


The YORKE Publishing Company, Inc. 


Subsidiary of The Reuben H. Donnelley Corp. 
11 East 36th Street, New York 16, N. Y. 
Chicago: FRanklin -2-3861 


New York: MUrray Hill 3-2980 
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Mr. Yeck Precipitates Comment 
on Adman’‘s Semantic Chore 

To the Editor: John D. Yeck, in 
his article “Can Semantics Help 
Our Image?” (AA, Jan. 18) has a 
point. As most of us Madavenue 
people know from our less esoteric 
friends, the general interpretation 
of the word “advertising” is mostly 
negative It «es me as deplor- 
able that the general public thinks 
of the entire concept of advertising 
as badvertising: deceitful, cunning, 
and misleading. 

But it seems strange to me that 
Mr. Yeck apparently overlooked an 
already much mis-used word, 
“huckstering.” If advertising peo- 
ple themselves used the term in 
its proper context, the public 
would not confuse “advertising” 
with “huckstering.” 

Sage Mackay, 
New York. 
4 

To the Editor: ...What adver- 
tising people and agencies need to- 
day is not semantics but friends. 
Stop being as high handed and 
mighty in this business because 
you have a good looking secretary 
and a swanky office. Come off the 


This department is a reader’s forum. Letters are welcome. 


ivory tower and see what the peo- 
ple are in need of and desire... 
Leo Reiner, 
Featured Editorials, New York. 


. 

To the Editor: Haven’t we a 
word already in use that may be 
considered as meaning the antithe- 
sis of advertising? May we suggest 
to Mr. Yeck that word is huckster- 
ing. 

G. Harris Danzberger, 
Hingham, Mass. 


* 

To the Editor: Anent the sug- 
gestion of John D. Yeck that a 
“non-advertising word” be found, 
I doubt that ad shops should tar 
their trade with their own brushes. 

But it may be understood and 
acknowledged that, beside adver- 
tising, there is “badvertising” in 
many media, some of it not ema- 
nating from agencies. 

Erwin L. Schwatt, 
Atlantic City, N. J. 
. 


To the Editor: The _ public’s 
measure of advertising goes far 
beyond the clear cut definitive 
lines of “good” vs. “bad” advertis- 
ing (Can Semantics Help Our Im- 


The Voice of the Advertiser 


| Foam SmLMAN, JR. sey: 


| O78 a Driutlege| 


Yes, u's @ Privilege to Ofer the People of 
the Twin Cities Fine Quality Funerals at the 


age? AA, Jan. 18). Between these 
two solid black and white areas} 
lies a vast shade of gray which 
can’t be accurately described as 
. Much of it is just 
plain nonsense advertising... For 
better word, I call it 
“fadvertising,” hoping it will die as 


good or bad.. 
the sake of a 


quickly as it was born. 


Assuming the majority of adver- 
tisers are directing their sales mes- |[--~ — 
sages to a reasonably intelligent | |— AKE Zone an sin 
public, why do the “fadvertisers” 
feel it essential to aim their tripe 
at a quasi-literate audience? As| stated positions to defend. I know 
an industrial advertising man, I} that there are few men in the mar- 
often wonder how many machine | ket 
tools, stamping presses or power | Evans’ study as valid, but I would | which appeared recently in differ- 


hoists would be sold by fancy and | like to make sure that your gen-| ent issues of the Minneapolis Star 


fantastic phrases. 

R. L. Duckworth, 

Advertising Manager, Wesson 
Co., Ferndale, Mich. 

J ce a 
Researcher Finds Fault with 
Evans’ Homogeneous Sample 

To the Editor: 
Evans’ article on 


owner difference (AA, Nov. 30, 
’59) has come to you as I had ex- and much more real world. Mr. 
pected, but two of the critics are|EVvans apologized for this sample 
open to the challenge that they had | homogeneity twice, and both Mr. 


I > 


HEAP 
BIG 
CHIEF 
IN 
MAJOR 
APPLIANCES 


HOW ADVERTISERS OF MAJOR APPLIANCES 
RANK NATIONAL MAGAZINES 
RANK MAGAZINE ADV. REVENUE 
1 LIFE $3,631,518 
2 Saturday Evening Post 3,136,099 
3 Better Homes & Gardens 2,576,467 
a Good Housekeeping 1,814,611 
5 Reader's Digest 1,626,076 
Source: P.I.B. (Jon.-Dec., 1959) 
Be rt en Ce ee 


Criticism of the| Were as similar as possible and 
Ford-Chevy then looked for differences. He 


« Lowest Possible Price in Our Beautitul 
MODERN HOME-LIKE FUNERAL CHAPEL 
CORALY CATED AT OO et EAST UE STREET 


(Wt suReETT Yow Sa¥t Tees amr even ca EE 


ENGA REPEATS... |¢ 
Fire anerals NEED NOT BE a 


We Believe .. Emotional Overspending !s Not a Symbol of Devotion 


fe om - FUNERAL PRICE! 
wom tome tone ==s$ Spies 
cael 


{we tomes eeanes a 


SAVE TS AD © PHONE ——— DAY O8 NIGHT 


1 Ane OR 5 MOM Gut MR CAM AAP COMPARE OOM Litre 2k ORLA at 


Enga Memorial FUNERAL CHAPEL 
Tel WE 9.5600 


research field that regard 


eral range of readers are aware} 
of the unsatisfactory design of this 
study... 

The central mistake in the 
Evans’ study was his extremely 
homogeneous sample. This means 
that he took a group of people that 


projected his findings to a larger | 


Martineau and Mr. Wallace point 
it out too. 

Let us spell out this mistake in 
an operational example to show 
what this abuse would do in a 
simple market research study: 

You want to find the differ- 
ence between people who buy 
power lawn mowers and those who 
don’t. You go to a deliberately 
homogeneous sample—a_ subdivi- 
sion with the same price homes. 
You compare people who do and 
people who don’t own power mow- 
ers as to their average income 
groups. Because you have deliber- 
ately selected a homogeneous sam- 
ple where incomes are similar you 
find that there is not much differ- 
ence between the owners and the 
non-owners. In fact you become a 
trifle sensational because you find 
that there is much more difference 
for other less essential variables. 
You end the survey and conclude 
that the purchase of power lawn 
mowers is not influenced by in- 
come—a conclusion far removed 
from actual business conditions. 

There is another criticism which 
ties in with the homogeneity of 
the sample. Ford-Chevy dealer- 
ships tend to pair up by location, 
and the bulk of Evans’ homoge- 
neous respondents probably came 
from three of four pairs of dealers. 
This is a basic sample of eight 
rather than 142. The outlets from 
which these cars came have dif- 
ferent sales personalities which 
tend to screen customers. This is an 
intervening variable that was not 
considered in the report. If one or 
more of the (let’s say) Chevy deal- 
erships are predicated more than 
the Ford dealers upon price deal- 
ing than upon quality of service, 
there will be a definite tendency 
for Chevy owners to be “price” 
buyers and Ford owners to be the 
“quality” buyers. This lowers the 
sample size markedly, and again 
stresses the need for sample heter- 
ogeneity. 

Kimball Nedved, 

Market Research Project Man- 

ager, S. C. Johnson & Son, Ra- 

cine, Wis. 
* 


In Words of One Syllable... 

To the Editor: From the letter 
of Franklin B. Evans, Ph.D. (AA, 
Jan. 18), I quote, dazedly: 

“The linear discriminant func- 
tion, an advanced statistical tech- 
nique of multivariate analysis, was 
used for the major analyses.” 

Wha’d he say, wha’d he say? 

Jim Pease, 


Chapel Ads ‘in Bad Taste’ 
To the Editor: Enclosed are two 
funeral chapel advertisements 


and should be filed in the “adver- 
tisements we can do without” de- 
partment. 

The inclusion of the caskets is 
particularly in bad taste. The only 
readership these advertisements 
would have are the people who 


|have a dying relative—and even 
| these persons are not looking for 


the best buys in caskets. They are 
depressed enough, so why add to 
their sorrow by picturing caskets? 
The Enga advertisement states: 
“Emotional overspending is not a 
symbol of devotion”—this may be, 
but is getting the best buy a sym- 
bol of devotion? The Lake adver- 
tisement says: “Stop in anytime... 
No Obligation.” I should hope 
there is no obligation. 
Both advertisements appeared on 
the obituary page. 
Robert A. Shogren, 
Minneapolis. 


o 2 ~ 
CBS Radio Definitely Not ‘Sick’ 

To the Editor: The Eye & Ear 
Man in the issue of Jan. 4 makes a 
number of thoughtful, construc- 
tive and pertinent observations on 
network radio. We would like to 
comment, however, on some re- 
marks which are not applicable to 
CBS Radio. 

“It’s hard to give much of [net- 
work radio’s] time away.” The fact 
is that Arthur Godfrey, Garry 
Moore, Lowell Thomas and Phil 
Rizzuto are sold out. Art Linklet- 
ter’s “House Party” is nearly com- 
pletely sponsored . 

Other networks may have “‘lost 
control of station clearances” but, 
under the Program Consolidation 
Plan which went into effect Jan. 
4, 1959, our affiliates agreed to full 
clearance of a minimum of 30 hours 
of network programming per week 
and are abiding by that agreement. 

We also question the general 
indictment that “programming.. 
has deteriorated to (popular?) mu- 
sic and news.” The CBS Radio Net- 
work regularly programs nine and 
three-quarter hours of drama and 
daytime serials each week, four 
and a half hours of public affairs, 
and 17% hours of comedy-variety; 
from fall through spring, seven 
hours of operatic and symphonic 
music (performed “live”) is broad- 
cast each week. And we ought to 
mention CBS Radio’s on-the-spot 
coverage of major sports events, 
such as the upcoming Winter 
Olympics at Squaw Valley... 

. The image of general network 
“sickness” does not apply to CBS 
Radio. 

Howard G. Barnes, 
Vice-President in charge of 
Network Programs, CBS Ra- 
dio, New York. 

* * = 
Company Name Spelled Wrong 

To the Editor: You’ll probably 
hear from others regarding the ad- 
vertisement for Walter E. Heller & 
Co. (Page 69, AA, Jan. 18), fea- 
turing a testimonial by Don Thom- 
as. 

It does seem inconsistent that 


Longmont, Colo. 


the former president of a large 
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manufacturer, placing an ad per- 
sonally, would not make certain 
that the name of his former com- 
pany was not spelled correctly. 

As he told me many times when 
I was handling broadcast phases of 
his account, the name of the cor- 
poration is the Clinton Engines 
Corp. 

James G. Smith, 

Executive Vice-President, 

Hameroff Advertising Agency, 

Columbus, O. 

+ e + 


A Market Is Many People 

To the Editor: Applause un- 
stinted to James D. Woolf for his 
“Non-Existent Mass Market” col- 
umn (AA, Jan. 18). 

How right he is! A market is 
made up of many individuals each 
with a name like Henry Lincoln 
Johnson and Mary Helen Davis, 
not with a condescending pea-in- 
a-pod name like Johnny Q. Public, 
Joe Blow, John Doe or Jane Doe, 
connoting a faceless, savorless, 
presumably brainless unit of pop- 
ulation. . 

Ernest S. Green, 

Senior Copywriter, Advertis- 

ing Department, Johns-Man- 

ville Sales Corp., New York. 
e * e 
News Picture in Ad 

To the Editor: 
in reading the letter from F. L. 
Corr in the Jan. 11 issue suggest- 
ing the use of news pictures as an 
attention-getting device for an ad. 

For Mr. Corr—and others who 


KRUSH 


Learns Facts 
About Democracy! 


Soviet Premier Nikita S. 
Khrushchev now has a 
new slant on democracy. 
He's found that America 
is not only a land of free- 
dom, but a land of plenty, 
too .. . where people buy 
at the store of their choice. 
Americans like quality — 
that’s why, in the Greater 
Cincinnati area, more 
French-Bauer dairy prod- 
ucts are sold than those of 
any other dairy. 


Peonch Cau 


?? 


“widely known as the best! 


may be interested—I’m enclosing 
an ad we ran for Cincinnati’s old- 
est and largest dairy during the 
recent time that Nikita was with 
us. 

A. A. Radkey, 
Vice-President, Keelor & 
Stites Co., Cincinnati. 

io . e 


Claws Across the Border 

To the Editor: Your story... 
concerning Standard Esso’s con- 
tract with WNTA is interesting 
(AA, Jan. 18). It duplicates exact- 
ly the rules of our own govern- 
ment-owned Canadian Broadcast- 
ing Corp. 

As a matter of fact, in the tv 
series ‘GM Presents,’ General Mo- 
tors on the advice of its agency 
decided that a script, “Shadow of 
a Pale Horse,’ which concerned 
justice in the Australian Bush of 
1880 was too gruesome. General 
Motors tried to have the script 
either changed or dropped. The 


I was interested | 


CBC told GM where to go and pro- 
duced that script on its own in the 
same time slot without sponsor- 
ship. Had it wanted to, the CBC 
could have insisted that GM spon- 
sor that script also. 

Although the story was on Page 
1 of almost all Canadian newspa- 
pers and even in the New York 
Times, your magazine ignored the 
story. Why? 

Let’s face it. No American net- 
work would have had the guts to 
stand up to so big a sponsor. 

Incidentally, in Canada all tv 
and radio advertising has to be 
okayed by the Department of Na- 
tional Health at Ottawa prior to 
broadcast. Thus we see none of 
the types of nonsense such as var- 
ious headache remedies knocking 
each other as is seen on American 
tv. 

Let’s face it, only government- 
owned networks such as in Canada 
can stand up to sponsors. Private 
broadcasters have no guts. 


I. Mandelcorn, 
Montreal. 


This Is Faust Becoming a Joke 

To the Editor: As a charter 
member of the Society for the 
Protection of “Wag” Line Writ- 
ers, it was most interesting to see 
your current “Gladys the beauti- 
ful receptionist” picture and cap- 
tion about Dristan and Isolde. 

You see, a similar thought oc- 
curred to me last April, and was 
so reported in Joe Kaselow’s col- 
umn, enclosed. Now it seems that 
midwestern opera lovers are ral- 
lying to the fold... 

Barry M. Schwartz, 
Vice-President, Pan-American 
Public Relations Ltd., New 
York. 


Mr. Schwartz told Mr. Kaselow, 
who writes the advertising col- 
umn for the New York Herald 
Tribune, that a Brooklyn drugstore 
had a sign reading “Dristan Isolde 
Here.” And last Aug. 24 AA pub- 
lished a letter from Alfred Zusi, 
Seaboard Chemical Corp., N. J 
describing a romantic dialog be- 
tween Dristan and Isolde. 


Sit Back from Your Set, Too | 

To the Editor: Just happened to| 
notice that a major brand of tooth- 
paste is dropping its “invisible 
shield.” Hope nothing happens to 
the personable gentleman that 
stands behind that shield when the 
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usual hodgepodge of assorted|} ' 
sporting equipment comes flying at | Hm 


him. 
Bernie Guggenheim, 
Brooklyn, N. Y. 


Ad Pleases Mr. Bauer 

To the Editor: ... Every once in 
a while, I run across an adver- 
tisement which seems to me to be | 
exceptionally good and- in the | 
public interest. Typical is this one | 
from the Rochester Times Union | 
of Jan. 8, 1960. 

The city was recovering from | 
an ice storm unparalleled in half 
a century. Many areas had been 
without electricity and telephone 
for days. Mr. Ginna’s explanation 
of the situation and his tribute to 
his employes—and the _  under- 


NUERSTANDING 


KS FOR YOUR 


standing community—make a truly 
outstanding advertisement. 
George Bauer, 
Director of Promotion, Na- 


tion’s Business, New York. 


NUTS 10 
LLARS 


“DONUT SALES INCREASED 
BETTER THAN 50% IN 24 
HOURS! wa knows woar THEY ARE DOING!” 


—William Izzard, Adv. 
Coffee Shops), Miami, Florida 


Megr., Royal Castle System, Inc., (77 


HERE'S THE HIT SHOW THAT 
GETS RESULTS FOR ALL 
PRODUCTS...ALL SPONSORS! 


"AWINNER! 


— J. T. Loehnert, Vice President, 
Dollar Federal Savings And Loan 
Bank, Columbus, Ohio 


A BOOMING 
23.1 RATING 


“*.,.and we expect the rating 


to go even higher!” 


—Jack Atwood, Station Mgr., 


WCHS.-TV, Portland, Maine 


“TREMENDOUSLY 


PLEASED!” 


—Walter E. Sickles, Program Director for 


Television—WDBO, Orlando, Florida 


Already sold in 110. 
markets, “Tales of the 
Vikings” is ringing up 
phenomenal sales for 

sponsors coast to coast! 
There are some good 
markets left—snap it up now! 


AMONG 


TOP TEN 


in Los Angeles! Miami! 


St. Louis! Seattle! 


“FIRST PLACE AND CLOSE 


SECOND PLACE RATINGS! 
ALL AUDIENCE APPEAL!” 


—Dave Crockett, Manager of Programming 
—KOMO-TV Seattle, Washington 


The Biggest, Most Spectacular “A li-Family” See Adventure Series Ever Brought To Television! 
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Emotional Appeals in 


Business Paper Ads 


Mustn’t Be Crude or Obvious, Lehman Says 


New York, Feb. 2—Today’s 
reader—especially of business 
publications—is more aware of 


what motivates him than he used 
to be. Based on this premise, a 
young research analyst has called 
for more consideration for “nega- 
tive” or realistic thinking in ad- 
vertising to make ads “more 
varied, more compelling and more 
believable.” 

Charles C. Lehman, senior ana- 
lyst at Daniel Starch, Mamaroneck, 
N. Y., told more than 200 adver- 
tising and publishing executives 
at an annual reader impression 
studies discussion here last week, 
that because of the “increasing 
shrewdness of readers, advertisers 


should consider the possibility that 


readers are more aware of emo- 
tional appeals as such than they 
have ever been before. 

“In consumer advertising,” Mr. 
Lehman said, “some appeals can 
be acceptable and effective even 
when the reader recognizes that 
they are emotional appeals. 


a “In business advertising, the 
advertiser should make sure that 
emotional appeals are not so crude 
or obvious that they arouse sus- 
picion and resentment. The ad- 
vertisement should include enough 
material of a ‘rational’ nature to 
permit the reader to think that his 
positive feelings about the ad and 
the product are based on pure 
logic. 


“The advertiser who under- 
estimates the reader’s intelligence 
only insults him,” he explained. 
“Both the artwork and the copy 
claims in advertising should be on 
the reader’s level or a little above 
it. 

“Another serious error which 
the advertiser can make is to as- 
sume that advertising is the only 
channel of information the reader 
has,” he said. Fs 

“People who are contemplating 
the purchase of some particular 
product may ask friends about 
their experience with the product. 
If the prospective purchaser is a 
business man, and if the product 
is expensive, he may even ask an 
expert to evaluate competitive 
products.” 


s Therefore, Mr: ‘Lehman said, 
“Advertiser and agency should al- 


A Mass Medium with 6715°* 


Paid Cireulation? 


For coverage of the “mass” of beef and dairy cattle industry 
buying power in Florida, The Florida Cattleman provides your 
most thorough and most economical coverage. Ask us to back 
this statement up. Available on request: 1959-60 Surveys cov- 
ering Size of Operations, Feed, Fertilizer, Equipment, Irriga- 
tion, Forage, Fencing, Buildings, Additives, Parasites, Diseases, 


Readership. 


*Latest ABC Audit 
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Joe Brown, Ad Manager, Phone TI 6-7401, Box 891, Kissimmee, Fla. 
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ways attempt to find out if the 
claims they are making are con- 
sistent with user experience and 
with the things which the reader’s 
friends have told him about the 
product.” 

Occasionally, he said, so many 
product features are played up 
in an ad that “the implication 
seems to be that the product is 
perfect.” Unfortunately, he said, 
“perfection is not believable.” 

An advertiser would do better 
to “advertise his effort to achieve 
perfection—but in a brief and 
non-technical way.” He cited Gen- 
eral Electric’s slogan, “Progress 
is our most important product,” 
as a successful example. 

Another negative consideration 
in the content of an ad “is that 
two copy claims may be incom- 
patible,” he said. “Throwing two 
statements together does not 
guarantee that both will be ac- 
cepted. 

“One particular example that 
comes to mind involves cost and 
quality. Business Week readers, 
who are often more interested in 
quality than in cost, sometimes 
find it difficult to believe that the 
best product is also the cheapest.” 


# One of the strong points of 
Morse Chain advertising of its 
“high endurance” chain, he in- 
dicated, “is the candid admission 
in the copy that the product costs 
‘about 10% more than ordinary 


,” 


chain’. 


= Four speakers, Van Cunning- 
ham, vp of Doyle, Kitchen & Mc- 
Cormick; John W. DeWolf, vp of 
G. M. Basford; L. P. Moyer, ad- 
vertising media and research su- 
pervisor, General Electric; and 
Lawrence H. Smith, assistant ad- 
vertising manager of the com- 
mercial division of Socony Mobil, 
used slides to explain how their 
campaigns had been strengthened 
through reader impression re- 
search. # 


Premium Offers Up 3.3%: 
Women’s Offers Drop 
Manufacturers’ premium offers 
in 1959 climbed 3.3% over 1958 to 
a new high, according to the semi- 
annual “Promotion Index” in the 
February Premium Practice. Con- 
tests were up 4.9% and retailer 
promotions increased 47.5% for 
the year. Most of the gains were 
made during the first half of the 
year. 

More offers are aimed at men, 
climbing from about 12% to nearly 
19% of the total. Women’s offers 
dropped from almost 46% to 47%. 
Juvenile offers fell from 21% to 
15% and general offers climbed 
from 21% to 29%. 


Poster Study Results Told 

Directors of Traffic Audit Bu- 
reau, New York, were presented 
the first public presentation of the 
results of research on the measure- 


ling. The project, 
|Outdoor Advertising Assn. of 
|America by Wilbur Smith & As- 
|sociates, traffic engineering con- 


ment of the coverage and frequen- 
cy-of-exposure of poster advertis- 
conducted for 


sultant, has taken almost four 


| years to complete at a cost of more 
|than $250,000. 
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Western 
tHotets 


8 ren recmenaen 


vsp—Western Hotels Inc., with op- 
erations in 10 western states, Can- 
ada and Central America, launches 
its 1960 ad and sales promotion 
campaign starting in February in 
western editions of Newsweek, The 
Saturday Evening Post, Sports II- 
lustrated and Sunset Magazine, 
plus 23 newspapers and business 
publications. Cole & Weber, Seat- 
tle, is the agency. 


Baby Photo Contest to 
Plug Teething Lotion 

Purepac, New York, will launch 
a nationwide “smiling baby” pho- 
tographic contest this month to 
promote its “Num-Zit” teething lo- 
tion for babies. Winners will get a 
$1,000 U. S. Savings Bond and 49 
other prizes. 

Purepac will use American Baby, 
the Dell Modern group, Ebony, 
Parents’ Magazine and True Con- 
fessions to reach mothers. The con- 
test, to run from Feb. 15 to May 
31, will increase the company’s 
1960 ad budget by a “substantial” 
amount, according to Leonard Wolf 
& Associates, Purepac’s agency. 


Glastex Names Rodkin Agency 

Glastex Co., Tinley Park, IIL, 
manufacturer of Speed Queen 
fiberglas boats, has appointed 
Sander Rodkin Advertising, Chi- 
cago, to handle its account, effec- 
tive immediately. The company 
plans its largest ad campaign this 
year, with the emphasis in sports 
and boating magazines, Executive 
Advertising, Chicago, is the former 
agency. 


305 Dailies Raised Price 

The nation’s newspapers con- 
tinued to hike circulation prices in 
1959, with 305 of 1,146 dailies re- 
porting to the American Newspa- 
per Publishers Assn. increasing 
prices in one or more categories. In 
1958, 403 of 1,477 newspapers 
boosted prices. 


Plan New Japanese Directory 

Toa Publications Ltd., Tokyo, 
will publish a new directory, Radio 
& TV Directory in Japan, starting 
in February. The directory, which 
will sell for $2, will cover all radio, 
tv and acoustical equipment re- 
lated manufacturers in Japan, 
and their leading exporters. 


Switch to Lake Shore 


for faster service! 


ELECTROTYPES: 
REILLYTYPES * 


NEWSPAPER MATS 
PLASTIC PLATES 


LAKE SHORE ELECTROTYPE DIVISION 
1224 W. VAN BUREN - CHICAGO 7, ILL. + SEeley 8-1010 


ee el el el le cell llc lc 


| 


Adv 


P 
G 


—moaonnx 3 


-~ owe m= A OHS A OO. et OS 


—-s: 


F 
| = a — 
ee ee | | No 
Cc a= Co 
Po : . | a 
: ) Ne 
es ian 
> chill rr trib 
= 8 -— ye men 
ity i eg CREDIT stan 
iss , 2 ©: a men 
ve a bb i 
ey omen | or s 
ie : mal 
S > wn 4 Vane Site Cutantenee ectellaay belt. faves Ginatne cere wena <a mor 
es : ——{$ ESS SS ads 
pon me SSS A e P 
one ee | er 
. - - — —a —_ _ stat 
| eee rr 
eF 
eray 
ee ~ 
eat corr 
NES e F 
of \ 
al 
chet rul 
s sf ee A ten 
a Ba a un\ 
ae F inte 
eae: cor 
if i‘ dey 
a ee . 
is SO EEE Ru 
S 1 
; "he ON Ae ; vane 3 P : 9 ae ee ai i | chi 
i ts eee N 3 ¥ | ; 
va . | nay EXTRA 5 
a : aku ERN OHIO EDIT! ti: ee < ae 
ge MAY 2, 1960 = br 
oo “I “7 ie P; 
| _ \ ‘ it 
ae fs in 
Bh . - 2 : $: 
ii a v5 4 a} 
4 eas | “ 
we 4 eins 0! 
ee ae c 
ia, £ : me F 
a ns T ] nr ef a 
eis. Be ops cag 
m )) cALL SHAMIE PU . 
— porn {oo 
— protond | OCK = | 
ae : New York 933 ‘ 
an f TON Eee 5 aes fe ee ee ee 
booted be LEXING 
: Wa : el : 
et | 
Y te _ - . 
‘ * a x ‘ ae - 5 P : . * a » ” 7 > * a : ba . | Dae 8) ~ ‘ ¢ + 4 oo \ 7 P ce © “| es. e: | 
7 S&S - nS 


Advertising Age, February 8, 1960 


Norfolk Daily Sets 
Code on Art, Copy 
for Amusement Ads 


NorFo._k, Feb. 2—The Virgin- 
ian Pilot & Ledger-Star has dis- 
tributed a decency code to amuse- 
ment advertisers here, outlining its 
standards for acceptance of amuse- 
ment ads. 

The newspaper’s code covers art 
and copy which “states, implies 
or suggests conduct which by nor- 
mal standards is considered to be 
morally and/or socially unaccep- 
table.” 

Specifically, the newspaper said, 
ads will be banned which show: 


e Pictures of persons in compro- 
mising positions. 


e Pictures of persons shown in a 
state of dress or undress which 
might be construed as suggestive. 


e Pictures showing alcoholic bev- 
erage bottles, narcotic drugs or 
instruments along with persons in 
compromising positions. 


e Pictures portraying a high state 
of violence. 


= In addition, ad copy will be 
ruled unacceptable when it ‘might 
tend to stimulate an unnatural or 
unwholesome attitude toward or 
interest in sex-violence, alcohol 
consumption, narcotics, immorality 
or perversion,” or which uses “the 
device of double meanings.” # 


Brother International Names 
Ruth Ehrlich Ist VP 


Ruth G. Ehrlich, formerly vp in 
charge of advertising, has been 
named lst vp of 
Brother Inter- 
| national Corp., 
division of 
Brother Sewing 
Machine Co. of 
Japan. Miss 
Ehrlich will 
continue to su- 
pervise all ad- 
vertising and 
promotion but 
will now have 
general man- 
agement func- 
tions, including coordination of 
branch offices. 


Ruth G. Ehrlich 


‘Milwaukee Journal’ to Boost 
Price; Issues New Rate Card 

The Milwaukee Journal has is- 
sued a new rate card, increasing 
its advertising rates, effective 
July 1. Rates for a b&w page, one 
insertion, will be increased from 
$1,800 to $1,920. The new rate will 
apply to all advertising published 
on or after July 1. Newsstand price 
of the newspaper will be in- 
creased from 5¢ to 7¢, effective 
Feb. 1. 


Pennsalt Names Sloan, 
Grogan, Three Others 

Russell W. Sloan has been pro- 
moted to manager of a new mar- 
keting planning department of 
Pennsalt Chemicals Corp., Phila- 
delphia. He formerly was manager 
of the commercial development de- 
partment. 

George D. Grogan has been 
named general sales manager of 
the Pennsalt Chemicals Corp. in- 
dustrial chemicals division suc- 
ceeding George R. Lawson, recent- 
ly named general manager of the 
corporation’s chemical specialties 
division. W. G. Kayser Jr. has 
been named sales manager of or- 
ganic chemicals, a newly-created 
post, and Arthur F. Bixby is man- 
ager of sales for the industrial 
chemicals division. 


‘Good House’ Boosts Leyko 

Stanley J. Leyko, formerly pro- 
motion production and _ traffic 
manager of Good Housekeeping, 
has been named administrator of 
the magazine’s promotion depart- 
ment, a new post. 


Michel-Cather Names 3 VPs 

Michel-Cather Inc., New York, 
has named Jess Cloud, Godfrey J. 
Gaumburg and P.F. Palace vps. 
Mr. Cloud was formerly with Bat- 
ten, Barton, Durstine & Osborn, 
Mr. Gaumburg was previously 
with Campbell-Ewald Co., and 
Mr. Palace was formerly with Car- 
rier Corp. 


‘Golf Digest’ Expands 

Golf Digest, Evanston, IIL, golf 
magazine, has expanded its staff 
with the appointments of Rose 
Mary Strafaci as fashion advertis- 
ing director, with headquarters in 
New York, and Karen Lupschultz 
as promotion coordinator, with 
headquarters in Evanston. 


‘Newsweek’ Boosts Bausch 
Newsweek has promoted Rich- 
ard F. Bausch to the new post of 
business manager of the adver- 
tising division. Mr. Bausch was 
formerly an administrative as- 
sistant in the magazine’s ad ad- 
ministration department. 


WITH 


ell South Jersey 


Atlantic, Cape May, Cumberland Counties 


aturation Coverage 


A Rich, Rapidly Growing $500,000,000 Market 


Atlantic Gitu Bress 


Southern New Jersey's ‘Good Morning” Newspaper 


Rolland L. Adams, President 


Scolaro, Meeker & Scott. Inc., National Representatives 


U.S. Army Nike-Hawk, anti-aircraft 
guided missile. Range 22 miles. 


it's Loaded 


with buying power... 


THE INDIANAPOLIS AREA 


@ There's dramatic sales potential in this compact 45-county market! More than 
2 million people—with almost 4 billion annual spendable income—make retail 
sales 15.9%* higher than the national average. 

For massive advertising penetration at economical cost, your best buy in this 
prosperous market is the Indianapolis Star and the News. 

76.7% coverage of the Indianapolis metropolitan area, and 54.9% coverage of 
all households in the entire trading area, give you more for your advertising dollar 
than any other available media. 


Use this business getting combination for maximum sales impact and buying 


response. 


*Sales Management, Survey of Buying Power, 1959 


STAR ....... 
NEWS... 


KELLY-SMITH COMPANY~+ NATIONAL REPRESENTATIVES 


GET THE FACTS! Write for your 
free copy of “FACTS,” a condensed 
report of the booming economic 
picture of Metropolitan Indianapolis. 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


| 


Supermarkets are great places for 
crazy things to happen, but not 
since Khrushchev caused a riot in 
one, have they suffered such in- 
dignity as occurred recently in the | 
Southland. Seems a woman was 
accused of petty larceny by store 
officials who charged she ate a 
variety of products, ranging from 
strawberries and bananas to raw 
carrots and a package of boiled 
ham—all in a course of a shopping 
tour. The defendant’s plea—“Why, 
I've been eating here for years.” 


EATING HERE FOR 


* WHY I'VE BEEN | 
YEARS “7 


So far as we know, this woman was 
not working on a market research 
project. One thing you can be 
sure of, she was not one of our 
field personnel. No sir, our people 
are too busy to let food stand in 
the way of getting a Burgoyne 
sales audit completed. You see, in 
a typical Burgoyne Retail Sales 
Study, unit sales of our client’s 
product (as well as competitive 
brands) must be counted before, 
during and after whatever type of 
promotion is used as a sales stimu- 
lator. 


This means counting product units 
on store shelves, in reserve stock 
and on store purchase orders, not 
once, but three times. In a con- 
tinuing study, there might be doz- 
ens of audits. A prodigious job? 
You bet, but because Burgoyne is 
set up and ready to go in any one 
of the best 50 test markets you can 
name... because our well trained 
field personnel know their stores 
and the people who operate those 
stores—we get the job done effi- 
ciently, accurately, completely. 


We'd like to tell you more about 
our operation—the clients we work 
for, the cities in which we have 
permanently established store 
panels for grocery or drug product 
sales audits, and how a Burgoyne 
Retail Sales Study can show you 
the full, up-to-date sales picture 
on your product. Write or phone. 


FURST BATIOMAL BANE BLOG. Claciuaals 2, one 
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Broadcasting Among | 
Top Contributing 
‘Media: Ad Council | 


WasHINGTON, Feb. 2—Harassed| 
broadcasters welcomed a testimoni- 


|al last week from the Advertising 
Council that no advertising medi- 


um has contributed more in vol-| 
ume, circulation and “dollar val-| 
ue.” 

This timely praise was offered 
in a statement filed by Adver-| 
tising Council President Theodore 
S. Repplier, as the Federal Com-| 
munications Commission consid- | 


| ered need for regulations to tighten | 


| 


| HOME I@ MORE FUN with 


FULL HOUSEP 
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up on public service programming | "eae 


by broadcasters. Mr. Repplier said | 
the statement was submitted by 
direction of the directors of the 
council. 

He said dollar value of contribu- 
tions in time and talent is difficult 
to measure. 


s “Support of the council’s public 
service activity has become so ac- 
cepted a part of broadcasting that 
the general public does not stop to 
think of the vast quantity of val- 
uable time, work, talent contribut- 
ed free of charge by the networks, 
stations, sponsors, advertising 
agencies and performers. 

“As you can see through regular 
broadcasting of material on the 
campaigns I have described, tv has 
made it possible for important ap- 
peals in the public interest to be 
seen every day and night of the 
year, on the big audience network 
programs in the best time periods.” 


Eagle Airways Appoints 
Keyes, Madden & Jones 

Eagle Airways, Britain’s larg- 
est independent scheduled airline, 
has appointed Keyes, Madden & 
Jones to handle its advertising in 
the Western Hemisphere. Eagle, 
which now operates flights be- 
tween Montreal and New York, 
Bermuda and Nassau, will begin 
a Miami-to-Nassau service on 
March 1. The airline also has pend- 
ing applications for other routes in 
the Western Hemisphere. 

Eagle, which also does a large 
charter business, expects to be 
spending an estimated $350,000. 
Promotion of the Miami-Nassau 
service will begin in mid-Febru- 
ary, with newspapers, radio, tele- 
vision and outdoor to be used. Jack 
Bailhe, Keyes, Madden vp, will 
be account supervisor. Harry W. 
Graff Inc., agency for Cubana 
Airlines, is the previous agency. 


Market Research Corp. 
Sets Consumer Panel 


Market Research Corp. of 
America, New York, is setting up 
a nationwide consumer panel to 
report on textile and apparel pur- 
chases. The panel of 6,000 families 
will start recording its purchases 
of 125 items of apparel, household 
furnishings and yard and piece 
goods on March 1. Included will 
be the brand name, color pattern, 
fiber or material, minimum care 
characteristics, age and sex of 
wearer, quantity purchased, price 
paid, name and type of store 
where the item was bought and 
style characteristics. 

Manufacturers or retailers need 
only subscribe to portions of the 
study pertinent to their own op- 
erations. Chemstrand Corp. and 
Eastman Chemicals division, East- 
man Kodak Co., are the first sub- 
scribers. 


Lund Joins French 

Eric F. Lund has joined the ac- 
management group of 
French Advertising, St. Louis. He 
previously was an account execu- 
tive at Gardner Advertising Co., 
St. Louis, and prior to that oper- 
ated the farm service department 
of WLVA radio and WLVA-TV, 


- 


ELECTRIC AD—This is one of the 
single-page ads Edison Electric In- 
stitute will be using during 1960, 
running in Better Homes & Gar- 
dens, Life and The Saturday Eve- 
ning Post. The institute recently 
announced it has dropped tv from 
its 1960 plans to concentrate on 
magazines (AA, Jan. 11). 


‘Garden Merchandiser’ to 
Publish Western Edition 

Garden Supply Merchandiser, 
effective with its March issue, 
will publish a western edition cov- 
ering 13 western states. 


OWER > 


Advertising Age, February 8, 1960 


for a duplicate. 


Forgotten Something? It’s Time to 
Send in Agency Billings Questionnaires 


’ Questionnaires have been mailed to advertising agencies in the 
U. S. and abroad, requesting 1959 billings information for ADvER- 
TIsING AGE’s 16th annual exclusive compilation of agency billings. 

Last year billings information was presented on more than 560 
agencies, including all agencies billing $5,000,000 or more in 1958. 

For inclusion in this important list, agencies must return their 
questionnaires promptly. A form has been sent to the head of 
every listed agency. If you have not received yours, write John 
Crichton, editor, ADVERTISING AcE, 630 Third Ave., New York 17, 


Rek-O-Kut Ads Show Hi Fi 
in Homes of American Pilots 

The Rek-O-Kut Co., New York, 
has launched a five-month cam- 
paign featuring the use of Rek-O- 
Kut high fidelity equipment in the 
homes of American Airlines pilots. 
Ads will show the Rek-O-Kut 
turntables and tone arms and Au- 
dax speakers and speaker systems 
under the theme, “Men of decision 
...demand precision.” 

On the schedule are Esquire, 
New York Times Magazine, Play- 
boy, Sports Illustrated and high 
fidelity publications. Wexton Co. is 
the agency. 


Richards Joins Donahue & Coe 
Ray Richards, formerly an art 
director with McCann-Erickson, 


has joined Donahue & Coe, New 
York, as an art director. Rosemary 
McGirney, of the agency’s copy 
staff in Los Angeles, has trans- 
ferred to the New York office. 


Walker to ‘Family Herald’ 

Frank Walker, research assist- 
ant to the president of the Mon- 
treal Star, will become assistant 
publisher of Family Herald on 
March 1. 


“Subliminal” Advertising 
Ads, letters, literature with instantaneous 
appeal—that tells story at a glance and 
leaves lasting impression. 


“That a ow Wott Y a 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Lynchburg, Va. 


haa rl ao i ee 
ere hoe | 


JEWELRY, 
OPT. GOODS 
AND 
CAMERAS 


HOW ADVERTISERS OF 
JEWELRY, OPTICAL GOODS & CAMERAS 
RANK NATIONAL MAGAZINES 


RANK MAGAZINE ADV, REVENUE 
1 LIFE $3,581,951 
2 Saturday Evening Post 2,652,558 
3 Look 1,280,824 
4 Reader's Digest 821,000 
5 National Geographic 650,139 


Source: P.1.B. (Jan.-Dec., 1959) 
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AFA Calls for Vigilante 
Action in Policing Ads 


(Continued from Page 1) 

ing radio and tv advertisements.” 
In the last three fiscal years, |® In theoretical areas, the AFA 
FTC has issued 500 orders against |conference heard Dr. Lawrence C. 
deceptive advertising claims in in- Lockley of Columbia University’s 
terstate media, he said. |graduate school of business point 

He emphasized, “We already |out that advertising costs are about 
have gone beyond the scope men-|2% of the price of all goods and 
tioned by the attorney general by | services, that margins for retailers 
naming as respondents in several jand wholesalers are about six to 


| cials. 


cases the advertising agencies as 
well as the account executives who 


participated in preparing and pro- | 


ducing the television advertise- 


ments. The legal responsibility of | 


such persons is now at issue be- 
fore the commission.” 

He reviewed the guide program 
of the FTC at some length, con- 


cluding, “I sincerely believe that | 


it, supplemented with our trade 
practice rule program, is our great- 
est tool in assisting you in self 
regulation.” 


s James S. Fish, vp of General 
Mills and chairman of the board of 
AFA, traced AFA’s tradition of 
interest in truthful and disciplined 
dvertising and urged a program 
encompassing (1) for individuals, 
a firm insistence on the difference 
between right and wrong in ad- 
vertising and that each company 
ought to have a clear statement of 
its advertising policy; (2) for 
agencies, that they must “have the 
guts to put these principles over 
billings and take a firm position 
with the occasional client”; (3) 
for media, a clear statement of ad- 
vertising standards which adver- 
tisers must meet; (4) for govern- 
ment agencies, a clear policy—‘“ad- 
ditional ground rules be spelled out 
as early as possible’—and (5) for 
‘associations a time of “together- 
ness” and mutual assistance in 
creating public confidence in ad- 
vertising. 


s Referring to AFA’s vigilance 
plan, he commented that “the im- 
portant thing to note is that there 
already is in existence a structure 
which ideally offers a foundation 
on which to build an effective na- 
tionwide self regulation body. 

“Example and moral suasion 
must be a prime responsibility of 
all of us,” Mr. Fish said, and he 
held out the hope that the plan will 
be “not a panacea, but a simple 
guide to the ways in which we 
harness the structure of AFA to 
help us rid ourselves of the cleat 
marks on our backs and restore an 
environment of good will for our 
advertising messages.” 


John C. Doerfer, chairman of 


the Federal Communications Com- 
mission, advocated an advertising 
industry arrangement with the 
National Assn. of Broadcasters and 
its code review board to “check- 
mate objectionable advertising be- 
fore it gets on the air.” 

Chairman Doerfer said two ob- 
jections to the plan were that it 
involved censorship and it would 


be too costly. He commented that | 


“commercials do not enjoy the pro- 
tection of the first amendment” 


and “in addition, censorship, when | 


self-imposed, is a peculiar term to 
apply to self-discipline.” 


s E. K. Hartenbower, vp and gen- 
eral manager of KCMO-TV, Kan- 
sas City, and a member of the tv 
code review board, summarized the 
progress that has seen an end to 
bait and switch, the announcer 
disguised as a physician, the 30- 


jeight times as much, and that 
|hauling cost is about twice ad- 
vertising cost. Dr. Lockley argued 
that, on an esthetic plane, the 
“general tone of advertising is in 
tune with the general tone of the 
American people.” In his opinion, 
\the “major service of advertising 
jhas been the upgrading of most 
products competing for the same 
markets.” He thinks that when in- 
flation slows down, and the dollar 
stabilizes, business will be more 
competitive, and “at that time, the 
need for advertising to increase the 
marginal utility of goods will be 
great.” 


# John J. Ryan, AFA counsel, an- 
alyzed the background and mean- 
ing of the Cammarano case (AA, 
March 2, March 9, ’59) in which a 
beer distributor had contributed to 
a beer wholesaler’s campaign 
against a public initiative which 
sought to place the sale of beer 
exclusively in Washington state 
stores. He deducted the contribu- 
tion as a business expense, the 
tax department disallowed it, and 
the Supreme Court upheld the tax 
department. 


s Arthur S. Flemming, secretary 
of the Department of Health, Ed- 
ucation & Welfare, praised te Ad- 
vertising Council and the adver- 
tising business for cooperation and 
speed in making information avail- 
able to the public. Secretary Flem- 
ming stated as a basic principle 
that “the American people should 
not be asked to take an additional 
risk of cancer by being asked to in- 
clude in their diet artificial sub- 
stances which in the diet of ani- 
mals would induce cancer.” 

He said, “No economic consider- 
ation should be given higher pri- 
ority than the health of our 
|people.”” And he told the admen, 
\*“When you have claims you’re 
|dubious about, don’t feel hesitant 
to check with us; we’ll show you 
all the evidence available to us.” # 


Hamilton Unit to 
Leave AIA; May Join 
Canada Counterpart 


HAMILTON, ONT., Feb. 5—A re- 
cent membership poll has prompt- 
ed the Hamilton chapter of the 
Assn. of Industrial Advertisers to 
withdraw from the international 
body of AIA in favor of a local 
group operation. 

The remainder of 1960 will be 
considered a transitional period. 
All obligations to AIA, regarding 
paid-up membership dues, will be 
met, thus maintaining a link with 
| AIA this year. 

The prospect of a Canadian 
counterpart to AIA has been indi- 
cated by contact between the Ham- 
ilton and Montreal chapters. Re- 
portedly there has been favorable 
reaction to this idea, and Jim 
Romp, the Hamilton chapter presi- 
dent, has said it is “our eventual 
aim ...to return to AIA or to join 
a Canadian body in affiliation with 
it.” + 


minute commercial. He noted that | 


380 tv stations now subscribe to) 


the code, a record, and reported 
that code provisions against pro- 
gramming deception have been 
strengthened, as well as provisions 
dealing with deceptive commer- 


Gibbons Names Marshall 

K. Dorothy Marshall has been 
named media director of J. J. Gib- 
bons Ltd., Toronto. She formerly 
was media director of Thompson- 
Peterson, Toronto. 


Last Minute News Flashes | 
P&G Loads Ad Guns for New Salvo Detergent | 


San Dreco, Feb. 5—Procter & Gamble is scheduled to break print 
advertising next week for Salvo, a heavy-duty low-sudsing detergent 
in white tablet form which started selling here last month. Tv spots 
emphasizing Salvo’s washing performance and convenience have al- 
ready run. Salvo is foil-wrap packaged in 12-, 24- and 72-tablet sizes) 
and is competitively priced with other low-sudsers. Salvo was tested 
for more than three years before entering this market, P&G reports. 
Leo Burnett Co., Chicago, is the agency. 


Jim Beam Uses ‘Feminine Appeal’ Newspaper Ads 
Cuicaco, Feb. 5—James B. Beam Distilling Co. will include an appeal 
to women for the first time in large-space b&w newspaper ads. Ads 
have already run in Florida, and will be seen in about 25 markets. 
They picture a bottle of Jim Beam standing next to sandwich in- 
gredients, left by the wife for her husband and friends. Headline reads: 


“Pretty nice wife, wouldn’t you say?” Edward H. Weiss & Co. is the 
agency. 


Kelly Rejoins Lawry's as Merchandising Director 


Los ANGELES, Feb. 5—Lawry’s Foods, maker of dressings, mixes and 
allied products, has appointed M. V. (Mike) Kelly to the new post of 
merchandising director. Mr. Kelly resigned as ad manager of Lawry’s 
last fall to join Donahue & Coe, Los Angeles. 


Dow Chemical Gives NC&K New Plastic Wrap 


MiIp.anp, Micu., Feb. 5—Dow Chemical Co. has appointed Norman, 
Craig & Kummel, New York, to handle advertising for a new thin 
sheet plastic wrap. Test marketing will start shortly and national ad- 
vertising is contemplated this year. NC&K has handled Dow’s Zefran, 
a synthetic fiber, for the past two years. 


‘L. A. Times’ Led in Advertising Linage in 1959 

NEw YorK, Feb. 5—The Los Angeles Times was the nation’s top 
newspaper in total advertising linage last year, according to Media 
Records. The Times ran 78,690,743 lines in 1959 as compared with 63,- 
378,199 in 1958. Others in the top ten were Miami Herald, 60,267,704 
lines; New York Times, 60,056,995 lines; Chicago Tribune, 56,237,322 
lines; Milwaukee Journal, 55,689,107 lines; Cleveland Plain Dealer, 
47,589,274; Washington Post, 44,491,452; Washington Star, 44,270,559; 
New Orleans Times-Picayune, 43,745,555, and the Cincinnati Enquirer, 
43,328,964. 


Simoniz Introduces New Tone Furniture Wax 


CuicaGco, Feb. 5—Simoniz Co. will break advertising Feb. 25 for 
Tone, a new aerosol furniture wax. Media schedule includes participa- 
tion on four daytime shows on CBS, 20- and 60-second tv spots in 
21 major markets (up to 21 per week), three-column b&w newspaper 
ads in 70 markets. Initial ads will offer a full refund (89¢) in exchange 
for a portion of the Tone label. Young & Rubicam, Chicago, is the 
agency. 


Thayer Products to Shaller-Rubin; Other Late News 

e Thayer Laboratories division of Revlon Inc., New York, has appoint- 
ed Shaller-Rubin, New York, to handle advertising for Asthmanefrin, a 
consumer product for the relief of asthma, and Vaponefrin, an ethical 
preparation for relief of asthma. Revlon acquired the products in its 
recent purchase of the Asthmanefrin Co., Portland, Ore. (AA, Jan. 18). 
Shaller-Rubin already handles two Thayer products. 


e Brooke, Smith, French & Dorrance, Detroit, has promoted John S. 
Pingel, vp, to exec vp, a new position, and has moved Blount Slade from 
vp to senior vp. Elected agency vps were Hal S. Rumble, manager of 
the media department; Hubert E. Wilds, account executive, and Rich- 
ard D. Gaul, New York division art director. Also in the New York 
division, Robert R. Woodward was named media director and John 
Mercer was promoted to director of graphic arts. 


e CBS-TV’s plan to formulate new principles relating to the accep- 
tance of commercials for personal products and remedies, revealed by | 
CBS President Frank Stanton last week (see story on Page 36), will | 
aim at three main areas of concern: (1) Clinical demonstration of | 
bodily functions, whether schematic or not; (2) abnormal use of scare 


copy for drugs; (3) the fatigue factor, or the point at which a personal 
product ad becomes obnoxious through repetition. 


| 


e Harold Driscoll, former advertising manager of Zenith Radio Corp., 
Chicago, has joined Beltone Hearing Aid Co., Chicago, as advertising | 
manager. He succeeds Burton Kessler, who was promoted to coordina- 
tor of marketing services, a new job. 


e Wilson F. Fowle Jr., formerly with Benton & Bowles, has joined | 
Colgate-Palmolive Co., New York, as Wildroot products manager. 


e Three Canadian agencies considered as strong contenders for the | 
Trans-Canada Air Lines account are James Lovick & Co., Foster Ad- | 
vertising and Vickers & Benson. Trans-Canada will move its $1,300,000 
account out of Cockfield, Brown & Co. some time this year (AA, Nov. 
11, 59); U.S. advertising (about $1,000,000) will remain with McCann- 
Erickson. 


e Brady Co., Appleton, Wis., will open a Milwaukee office March 1. | 
Burton E. Hotvedt, who joined Brady last month as a vp, will head | 
up the office, which will have complete facilities. 


e S&W Fine Foods Inc., San Francisco, and Honig-Cooper & Harring- | 
ton, San Francisco, will “separate amicably” May 1. The company 
said a new agency—either local or one with a fully staffed local office 


—will be chosen within three weeks. S&W’s ad budget is about $500,000. | 


e Bulova Watch Co., New York (McCann-Erickson), is scheduled to| 
return to spot radio for the first time since 1953, running mid-March | 
through June. A $300,000 order of time signals will be used in the top| 
60 markets in this supplementary advertising. 


e Burroughs Corp. has named Ken T. Bement vp in charge of mar-| 
keting as part of its reorganization to separate marketing from engi- 
neering and production, effective March 1. Mr. Bement was general 
sales manager. Named as assistant vps of marketing in the reorgani-| 
zation were R. C. Bailey, former assistant to the president and director 
of pr, and Edward McAllistar, former general manager of marketing | 
for the Electro-Data division, Pasadena. ; | 


| 
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Judge TV Claims 
Only ‘in Context,’ 
Colgate Tells FTC 


(Continued from Page 1) 
part, this occurred because both 
sides agreed to waive tertimony on 
therapeutic properties of the prod- 
uct. 

Colgate stipulated that “quali- 
fied experts in dentistry—in den- 
tal science—if called, would testify 
that neither Colgate Dental Cream 
with Gardol nor any other denti- 
frice on the market would afford 
the users thereof complete protec- 
tion against tooth decay or the de- 
velopment of cavities in the teeth.” 

Edward F. Downs, attorney for 
the FTC, said he accepted this 
stipulation “for the purpose of this 
case.” 

With Colgate agreeing that no 
dentifrice can provide complete 
protection, Mr. Downs limited the 
commission’s case to tv commer- 
cials and newspaper and magazine 
ads which allegedly imply Colgate 
provides “complete” protection. 

His tv exhibits, which were 
shown during the hearing, con- 
sisted of four protective shield 
films, two cartoons and a jingle. 
Two were rejected by the exam- 
iner, who said he failed to see 
statements or tv innuendo sug- 
gesting complete protection. 


= A flareup over evidence was 
avoided when both sides agreed to 
a stipulation which states Col- 
gate’s tv films were revised, fol- 
lowing conferences with FTC staff 
in October, 1958. The agreement 
said the “one-brushing scene” had 
been eliminated, but the use of the 
protective shield technique had not 
been passed on. ; 

The hearing opened with a sharp 
exchange between the examiner 
and Mr. Correa over Colgate’s right 
to complain about ads of its com- 
petitors. The examiner said courts 
have long held FTC does not have 
to proceed against everyone it 
wants. He cited Chairman Earl W. 
Kintner’s speech to ANA last 
Tuesday as proof that this contin- 
ues to be FTC policy. 

Mr. Correa again raised the 
competition theme as FTC attor- 
neys began screening Colgate tv 
spots. He said the impact of the 
ads on the public could not be es- 
tablished unless they were shown 
in the same context in which they 
are seen at home—a viewing ex- 
perience which includes ads for 
competing products. 


|@ The Colgate dental cream with 


Gardol complaint was one of FTC’s 


\first blasts in the midst of the 


Congressional probe of deceptive 
tv programming last November 
(AA, Nov. 23). 

The complaint itself simply says 
Colgate used newspaper, magazine 
and tv ads to represent, directly or 
by implication, that Colgate dental 
cream with Gardol “forms a ‘pro- 
tective shield’ around teeth; there- 
by affording the users thereof 
complete protection against tooth 
decay and development of cavities 
in their teeth.” 


s Colgate’s answer, received only 
last week, denied that the ads, 
when read or viewed in their en- 
tirety, represented or implied that 
the toothpaste “forms a protective 
shield around teeth, thereby af- 
fording the users thereof complete 
protection” (AA, Feb. 1). # 


Publisher Names Phillips 
David C. Cook Publishing Co., 
Elgin, Ill., publisher of religious 
periodicals and educational ma- 
terials, has named Phillips & 
Cherbo, Chicago, as its agency. 
Revere Advertising, Minneapolis, 
formerly handled the account. 
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Bond 


McGraw-Hill Exec 
Suggests ‘Common 
Auditing Bureau 


(Continued from Page 2) 
culations, Mr. Bond proposes that 
the ABC audit the paid part, BPA 
the controlled part, and then com- 
bine both parts intu a single, com- 
mon audit for that publication. 

Endorsing Mr. Bond’s sugges- 
tion was G. C. Buzby, president of 
Chilton Co., Philadelphia, who said 
it would be “a step in the right 
direction.” Most Chilton papers 
are BPA audited. Such a move 
would “make possible standardiza- 
tion and unity” in business paper 
audits, Mr. Buzby said. 


= The proposal came during a 
panel discussion at the session of 
the New York chapter of the Assn. 
of Industrial Advertisers, which 
was moderated by William A. Mar- 
steller, president of Marsteller, 
Rickard, Gebhardt & Reed. It was 
Mr. Marsteller who last June rec- 
ommended the establishment of 
“a single, new fauditing] house 
specifically to provide a_ single 
comparable audit of business pa- 
per circulation.” Last month, how- 
ever, he said the most economical 
way to develop a single auditing 
organization was to stay within 
the framework of ABC and BPA. 

Mr. Buzby commented that he 
could “see no reason to start a 
new audit. You need experienced, 
able people. ABC and BPA are 
both excellent audits with dedi- 
cated people. I see no reason why 
they can’t get together some day.” 
He added that “if you have many 
audits, you have to evaluate the 
audit” before you can judge its 
results. 

Warm to Mr. Bond’s suggestion 
but leery as to the makeup of a 
committee to discuss it was Rich- 
ard Smith, president of W. R. C. 
Smith Publications, Atlanta, most 
of whose papers are BPA. He and 
Mr. Buzby felt that ABC is more 
oriented to paid circulation. A 
committee of ABC péople “in- 
terested in business publications” 
is needed to meet with BPA peo- 
ple “who are all interested in 
business publications,” said Mr. 
Smith. 


= Mr. Marsteller defended the 
ABC when he said the two busi- 
ness paper representatives on the 
31-member ABC board were “not 
the only ones who have an interest 
in business papers.” Members rep- 
resenting agencies and advertisers 
have an interest also, he said. 

R. C. Jaenke, president of Pen- 
ton Publishing Co., Cleveland, 
(all BPA) said the purpose of an 
audit is to “authenticate circula- 
tion claims made by a publisher.” 

Philip H. Hubbard, president 
and treasurer of Reinhold Pub- 
lications, which, save one, are all 
ABC audited, added that audits 
also “try to help advertisers and 
potential advertisers evaluate the 
situation” so they can do a better 
job of buying space. 

Mr. Smith and Mr. Hubbard 
both agreed that to get changes 


Hubbard 
THE PROBLEM: AUDIT—Discussing a common audit at AIA meeting were 
Nelson Bond, McGraw-Hill; Richard Smith, W. R. C. Smith; Phil 


Smith 


in business paper auditing, the 
advertisers were going to have to 
“holler” louder. 


= When asked for comment on 
Mr. Bond’s remarks, Alan Wolcott, 
exec vp of Audit Bureau of Cir- 
culations, told ADVERTISING AGE 
that he thought ABC “would be 
willing to sit down and talk with 
any organization in the industry 
to explore the possibility of great- 
er standardization of auditing prac- 
tices.” 

BPA Chairman Howard Sawyer, 
commenting on Mr. Bond’s sug- 
gestion, said while he “welcomed 
suggestions, BPA now offers an 
audit which, by and large, should 
be satisfactory to space buyers” 
by auditing both paid and free 
circulations. # 


FCC to Ask Power 
to Enjoin, Impose 
Fines, Issue Orders 


(Continued from Page 1) 
vision of programming, which has 
been the subject of a lengthy and 
controversial hearing during the 
past two months (see story on 
Page 6 and “In Washington,” on 
Page 42). 

In its announcement today FCC 
also reported it is considering other 
recommendations made by the at- 
torney general in his report to the 
President on deceptive practices in 
the broadcasting media (AA, Jan. 
4). 

The attorney general’s recom- 
mendations also included: (1) 
more intensive scrutiny of past 
performance in connection with li- 
cense renewals, including spot 
checks in depth to compare station 
performance with promise, and (2) 
rules requiring stations and net- 
works to guarantee the honesty of 
their programs, with provisions 
calling for warrantees from pro- 
gram packages to cover liquidated 
damages. 


= The commission’s announcement 
today said the First Amendment 
prevents it from dealing with an 
offensive program unless that pro- 
gram violates a specific law. The 
commission said it can review over- 
all program balance, but this is a 
complicated and exhaustive proc- 
ess. 

“Making reprehensible practices 
definite violations of law would 
permit the commission to apply to 
the court upon a proper allegation 
of fact for temporary injunction or 
restraining order, pending a pub- 
lic hearing,’’ FCC said. “Increasing 
the power of the commission ef- 
fectively to deal with frauds and 
deceits not heretofore specified in 
law would hurdle the present 
available defense that a person can- 
not be held accountable unless the 
complained-of practice is definite- 
ly and legally prohibited before- 
hand.” # 


Byrde, Richard Adds One 

Morse Bougler, New York, man- 
ufacturer of incinerators, has ap- 
pointed Byrde, Richard & Pound, 
New York, as its agency. Sanger 
Funnell, New York, formerly han- 
dled the account. 
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Buzby Marsteller 
Hubbard, Reinhold; Russ Jaenke, Penton; G. C. Buzby, Chilton, and 


Bill Marsteller, Marsteller, Rickard, Gebhardt & Reed. 


Newspaper Reps Hit 
‘Piecemeal’ Release 
of Bell-Peabody Study 


(Continued from Page 1) 
most of the interviewees regarded 
newspaper selling techniques as 
poor, unimaginative and lacking in 
useful research data. 


paper representatives were pri- 
vately unhappy over what they felt 
to be the “piecemeal release” of 
negative aspects of the Bell-Pea- 
body report. One representative 
said the researchers and Sawyer- 
Ferguson-Walker should have re- 
leased the report in its entirety 
“and let the chips fall where they 
may.” 

(ADVERTISING AGE’s story on the 
study, for example, contained vir- 
tually all the material that was 
made available to this publication.) 


s Efforts by AA to obtain the 
complete report have proved un- 
availing. James L. Ferguson, 
president of S-F-W, said he was 
unwilling to release the entire 
report because some portions were 
of a “classified” nature. He added, 
however, that he had sent copies 
to Herbert R. Meeker, president of 
the American Assn. of Newspaper 
Representatives and of Scolaro, 
Meeker & Scott. 

Mr. Meeker told AA that he had 
sent the report to directors and 
officers of the AANR and that “it 
was up to them if they wanted to 
make anything out of it.” 

Mr. Meeker said that “some 
wanted to forget it and some want 
to make a mountain out of a mole- 
hill.” 


= Herbert W. Moloney, head of 
Moloney, Regan & Schmitt, issued 
a statement calling the report 
“shocking.” 

“To, in effect, issue a blanket 
indictment of an entire industry is 
shocking to me,” he said. “No 
complete industry is ever perfect. 
You have poor advertising agencies 
and good advertising agencies, and 
you no doubt have weak represen- 
tative firms, but you also have 
strong representative firms.” 

Mr. Moloney said his own com- 
pany is respected through the in- 
dustry as a constructive force and 
that it employs “80 well-paid sales- 
men,” with a payroll of over $1,- 
000,000 a year. 


s Both Mr. Moloney and Fred W. 
Pitzer, vp of Jann & Kelley and 
president of the New York chapter 
of AANR, cited the national sales 
force, a joint selling team of the 
AANR and Bureau of Advertising, 
as a constructive force in news- 
paper selling. 

“More than a few, in fact many 
representatives, do an excellent 
job in selling newspapers construc- 
tively,” Mr. Pitzer said. “And the 
representatives have become par- 
ticularly effective in newspaper 
media selling work through their 
association, the AANR, and in 
their national sales force team- 
work with the BofA and the 
Newspaper Advertising Executives 
Assn.” 


@ Warren Bahr, associate media 
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director of Young & Rubicam, told 
ADVERTISING AGE that the repre- 
sentatives are “the last ones to 
blame” in the field of newspaper 
selling. He said it is up to the pub- 
lishers themselves to improve the 
selling techniques of salesmen and 
representatives. # 


‘Criticism of Reps 


It appeared this week that news- 


Echoed by Study 


‘Made 15 Years Ago 


New York, Feb. 3—Recent crit- 
icism of newspaper representative 
selling techniques, reported in Ap- 
VERTISING AGE last week, in many 
instances parallel conclusions made 
after a similar study nearly 15 
years ago by a research team head- 
ed by Neil H. Borden of Harvard’s 
graduate school of business admin- 
istration. 

After investigations into all as- 
pects of newspaper selling, includ- 
ing the role of special representa- 
tives, the Harvard group published 
their findings in a 1946 volume, 
“National Advertising in Newspa- 
pers” (AA, March 25, ’46). The 
study was sponsored by the 
Boston Herald-Traveler. 

7 


® In chapters dealing with sell- 
ing procedures of newspapers, 
the Harvard researchers cited con- 
ditions which, according to Messrs. 
Peabody and Bell, apparently still 
prevail in the business. As reported 
last week, major criticism of news- 
paper selling centered on unimagi- 
native sales techniques, lack of 
useful research data and the low 
economic status of newspaper 
salesmen generally. 

In their 1946 report, the Har- 
vard researchers said the con- 
tinued emphasis on competitive 
selling has resulted in a reaction 
by agency account execs and prin- 
cipals against seeing newspaper 
salesmen. These same agency buy- 
ers, the researchers said, might 
have been interested in the news- 
paper pitch if it were not for the 
“long continued emphasis on com- 
petitive selling,” and if newspaper 
salesmen had “helpful information 
regarding markets and the use of 
newspapers on accounts handled” 
by the agency. 


= The researchers further as- 
serted that newspaper salesmen, 
up to 1946, had been “inadequate- 
ly equipped to give policy form- 
ing executives information or 
ideas regarding problems which 
these executives deem of interest 
and within the scope of their ad- 
ministrative action.” They blamed 
most of newspaper salesmen’s 
troubles on “penny-pinching” 
publishers unwilling to finance ad- 
equate research. 


= Furthermore, the report said the 
“imaginative, idea type” of sales- 
man was “by and large an excep- 
tion in the national newspaper 
field.” 

“Another possible reason for the 
lower rating given newspaper 
solicitors is that they have been 
paid less than salesmen of com- 
peting media,” the report said. 
“Consequently, able men have 
been lost to these media or to 
other advertising or selling work.” 
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Hi Baker, Tilden 


Merges with 


am Compton Agency 


(Continued from Page 1) 
its founders in 1954). 

Mr. Baker will beome a senior 
vp and director of Compton and 
Mr. Tilden will become a vp. The 
two men will become members of 
a three-man executive committee 
which will rule on policy decisions 
for the Chicago office, with Mr. 
Tilden heading up the committee. 


= Dean Landis, vp and general 
manager of Compton’s office, will 
continue in that capacity and will 
serve on the committee. Mr. Baker 
will head up creative activities, and 
Mr. Tilden will be in charge of 
broadcast activities of the merged 
agency. 

Mr. Baker told ADVERTISING AGE 
that all employes of BTBB, about 
50 persons, will move over to the 
Compton offices. Additional space 
has been leased to accommodate 
the combined operation. All of his 
agency’s accounts, he said, also 
will make the move. 

The Quaker Oats business mov- 
ing to Compton includes Quaker 
Oats and Mother Oats, Quaker 
Puffed Wheat and Puffed Rice, 
Muffets Shredded Wheat and 
Ful-O-Pep feeds. The only other 
clients involved are Boyer Chem- 
ical Co., Evanston, Ill., and Squirt- 
Chicago Bottling Co. 


# Asked why they decided to 
merge their agency, Messrs. Baker 
and Tilden said they felt they 
could offer their clients better 
services via a merger with a larger 
agency like Compton. 

Baker, Tilden began talking to 
Compton about merging last sum- 
mer following the departure of 
Oscar Mayer & Co., which event- 
ually chose J. Walter Thompson 
Co. as its agency. AA reported 
exclusively last December that the 
agencies were holding merger dis- 
cussions (AA, Dec. 28). 

In addition to BTBB, Compton 
has discussed mergers with two 
other Chicago agencies in the past 
few months, Mr. Landis said. 


= The move greatly strengthened 
Compton’s Chicago operation, 
which had billings last year of 
about $4,000,000. Accounts handled 
out of Chicago include the Hot- 
point division of General Electric; 
Hotpoint distributor advertising; 
International Minerals & Chemical 
Corp. (corporate ads); the Ever- 
sharp division of Parker Pen Co.; 
Morton House Kitchens; Schulz & 
Burch Biscuit Co.; Bunn Capital 
Co. and Perfect Circle Corp., which 
the agency added just last month. 
Compton currently has about $5,- 
000,000 in billings (Perfect Circle 
bills $750,000). 

Although BTBB lost only the Os- 
car Mayer account last year, 1959 
billings were down sharply from 
1958. Mr. Baker estimated that the 
agency had $5,000,000 in billings 
last year, as compared to $7,000,000 
in 1958. 

Other members of the BTBB 
agency who have been named vps 
of Compton include Clifford E. 
Bolgard, Harry A. Johnson, Wil- 
liam C. Aiston, Cecil Barger, Rena 
Nelson and Robert W. Smyth. 

Wherry, Baker & Tilden changed 
its name to Baker, Tilden, Bolgard 
& Barger last summer following 
the resignation of Mr. Wherry (AA, 
June 1, ’59), who said he had 
“reached a point where I want to 
take a fresh look at things.” He 
joined Campbell-Mithun last 
month as an account executive. 

Harry D. Barger, another prin- 
cipal of the agency, left last July 
to join Wilson & Co. as manager of 
advertising and sales promotion. # 
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Self Rule for Ad Field 


Urged at ANA Meeting 


(Continued from Page 2) 
offensive in any way. Unfortunate- 
ly, regardless of motive, there are 
those—and I certainly include my- 
self in this group—who have been 
involved in decisions or recom- 
mendations for action which have 
resulted in justifiable criticism on 
the part of the public.” 

What’s needed, Mr. Frost said, 
is (1) an increased sense of ad- 
vertiser responsibility and (2) a 
stepped-up system of self-regula- 
tion. Otherwise the advertising 
business is faced with a loss of 
credibility to the public, and with 
the looming possibility of govern- 
ment regulation. 


= Mr. Frost went on to say that in 
broadcasting basic responsibility 
always rests with the broadcaster, 
but that there are advertisers 
who feel that they must have a 
participation in the shows that go 
out over their names, and that 
these advertisers have a great re- 
sponsibility, to be exercised as a 
privilege, rather than a right. 

In the tv commercial area, the 
responsibility is the advertiser’s, 
and this is “the area where self 
regulation begins,” Mr. Frost said. 
He pointed out that it would be 
helpful if advertisers could be cer- 
tain where the FTC would draw 
the line of violation, and he asked 
if it wouldn’t be helpful to develop 
machinery “for clarification of the 
commission’s interpretations prior 
to the issuance of a complaint.” He 
also urged that advertisers give 
themselves substantial margin for 
error—that they avoid the “lip of 
legality.” 

Self regulation in areas of good 
taste, he said, must acknowledge 
an obligation to the public and to 
other advertisers. He asked if “self 
regulation isn’t the same thing as 
self interest,” and he warned that 
continuation of present practices 
would lead only to deterioration of 
advertising investment value and 
to more government pressure and 
control. 


@ These views were praised by 
FTC Chairman Ear] Kintner. Mr. 
Kintner stuck close to previous 
speeches, making these _ specific 
points: 

1. In his opinion, FTC has suffi- 
cient power to correct objection- 
able advertising, but is short of 
money for investigation and test- 
ing. 

2. Advertising men would do 
well to clean their own house. 

3. Advertising is too important 
to be deprecated by the few; what 
is needed is more advertising men 
who “play a safe margin of truth 
in their ads.” 

4. The troubles brought on by 
the tv. quiz scandals are serious 
and long lasting. 

5. Public complaints to the FTC 
about objectionable advertising 
have tripled. 

6. FTC has asked for a modest 
$760,000 to help in intensifying its 
work in combatting deceptive ad- 
vertising. 

7. He specifically disclaimed any 
interest in FTC in (1) clearing ad- 
vertising in advance of printing or 
broadcast or (2) expansion of the 
injunction power, which he said is 
adequate. 

8. A strengthened FTC staff in 
prospect. Also, “a much harder 
look” at “delaying tactics used by 
some advertisers wherein they 
invite endless conferences about a 
questionable advertisement, just so 
long as the ad continues to ring up 
sales.” 


s The chairman of the FTC took 
the opportunity to reply sharply to 
the suggestion first advanced by 


| Rosser Reeves, of Ted Bates & Co. 
lin an exclusive interview with 
| ADVERTISING Ace (AA, Dec. 21) 
jand later in a booklet. Without 
naming Mr. Reeves, Mr. Kintner 
quoted the agency man’s notion 
that FTC requires a staff large 
enough to delve into various 
branches of nutrition, medicine, 
physiology, dermatology, dentistry, 
etc., then snorted, “Any reasonable 
person would have seen clearly the 
folly of this proposed course. If 
the FTC gets that many policemen 
for advertising, it has too many; 
the police state-is not far away. 
And competitive free enterprise in 
the advertising industry will have 
been strangled.” 

And he decried Mr. Reeves’ no- 
tion that self regulation will not 
work. 


s Mr. Kintner urged that since the 
“sins of advertising have been un- 
folded dramatically,” that the re- 
formation “also be given dramatic 
presentation.” 

He said the industry itself is best 
able to show that advertising is 
| “through with condoning cheap 
land misleading tricks and has 
taken bold steps to assure against 
them. 

“The only point I am trying to 
make is that your good intentions 
must be sincere and must be so 
presented that the public and the 
Congress will know that you are 
able and determined to bring about 
a new era of integrity in advertis- 
ing,” he said. 


s Other speakers on the program 
spoke for specialized parts of the 
advertising business: 


e Gilbert H. Weil, general counsel 
to ANA, touched lightly on the 
question of the minor infractions 
FTC has so far been able to dredge 
up and presented a new ANA 
guide, “Legal Rules of the Road to 
Honest Advertising.” 


e Paul B. West, ANA president, 
reported that ANA’s position- on 
advertising and its reevaluation of 
advertising practice had met a 
good reception at the hands of 
government, the press and the 
public. 


e Robert Kintner, president of 
National Broadcasting Co., after 
reporting that broadcasting had 
properly been criticized for the 
quiz show scandals, detailed the 
operation of NBC’s new depart- 
ment of standards and practices 
(he specifically denied it is a police 
unit) and deplored growing attacks 
on Madison Ave. 


e James T. Aubrey Jr., president 
of CBS-TV, reported that CBS is 
intensifying efforts to verify 
claims; that where possible a CBS 
representative will go to witness 
actual demonstrations and _ that 
elsewhere certified descriptions of 
the circumstances and procedures 
will be sought. 

In areas of programming, he 
noted that advertisers are con- 
cerned with selection and place- 
ment of programs on the schedule, 
and with creative production. In 
CBS’ judgment, the composition of 
the schedule is the network’s re- 
sponsibility. There’s no feasible 
way to prevent advertiser partici- 
pation in creation of programs by 
packagers. Within the network, the 
picture alters. News and docu- 
mentary programs are off limits to 
advertisers, traditionally, and en- 
tertainment programs are on lim- 
its, provided the participation is 
not so inexpert or foolish as to 
impair the program. In the serious 
drama area, the CBS judgment is 
that an advertiser may participate, 
so long as his suggestions are con- 


structive, but CBS will judge that. | 
If an advertiser thinks a program | 
element is detrimental to his prod- | 
uct, and if the objection is well | 
founded, the network will change 
the show if the change doesn’t 
impair it, or will broadcast it 
without change, and _ without 
charge. If the objection isn’t well 
founded, the show goes on and the 
advertiser is committed to his 
contract. 

Mr. Aubrey went to some length 
to say he didn’t think “the adver- 
tisers are the bad guys and the 
broadcasters the good guys”; that 
he regards their objectives as the 
same; and that both ought to be 
concerned with the “shallow and 
unjust misconception” that “ad- 
vertising per se is evil.” 


e Donald H. McGannon, Westing- 
house Broadcasting Co., reported 
on last year’s fireworks in the 
NAB tv code, and reported that 
75% of tv stations, with 80% of 
U. S. homes covered, are now code 
members. 


e Gibson McCabe, publisher of 
Newsweek and chairman of Mag- 
azine Advertising Bureau, recalled 
for the admen that magazines’ first 
duty is to their readers. He 
sketched the magazine rationale, 
which holds editors responsible for 
readers and lets advertisers buy 
space around the editorial core 
(“whether it is applicable to other 
media is not for me to say,” he 
noted, politely). 

He reported that MAB has 
formed a copy advisory committee 
in the Magazine Publishers Assn. 
and that it is composed of the MAB 
committee. This will permit any 
magazine to refer a question of 
copy to the committee, without 


advice (the publisher’s right to 
accept or reject the copy is unim- 
paired) and to get a collective 
opinion on the copy promptly. 


e John D. Thees, advertising di- 
rector of the New York Herald 
Tribune and chairman of the na- 
tional advertiser relations com- 
mittee of the Newspaper Advertis- 
ing Executives Assn., reported that 
a survey last year found that 219 
newspapers rejected more than 
$8,000,000 worth of advertising 
which failed to meet standards of 
accuracy and taste. He called at- 
tention to newspaper retail adver- 
tising copy standards, and to the 
work of the newspapers in cooper- 
ation with the National Better 
Business Bureaus. 

He commented that, with dead- 
line pressure;. newspapers cannot 
research every claim in an ad, 
explaining that the newspapers 
have to rely on reputable advertis- 
ers and agencies to submit reliable 
advertising, which he said, they 
usually do. 


e Richard L. Scheidker, senior vp 
of the American Assn. of Adver- 
tising Agencies, appearing in the 
illness of Robert M. Ganger, chair- 
man of D’Arcy Advertising Co. and 
of the Four A’s, sketched the work 
of the Four A’s copy interchange— 
the interchange of opinion on ob- 
jectionable advertising—and of the 
organization’s copy code, which 
recently has been revised and 
strengthened, particularly in tele- 
vision areas. 

In summary, said Mr. Scheidker, 
“We believe that the small but 
persistent amount of advertising in 
bad taste and objectionable to the 
public is a continuing threat to 
confidence in advertising. We be- 
lieve in vigorous self regulation. 
We intend to continue to require 
of each agency elected to the Four 
A’s that it tell how it operates in 
relation to our standards of prac- 
tice, including our copy code. 

“We will continue to seek ways 
to expand and strengthen the Four 
A’s interchange...We are pre- 
pared to take action if there is a 
serious complaint against a mem- 
ber and he does not give a satis- 
factory answer.” # 
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Cervantes Du Pree Varges 


Tonserth Pontoja 


MEXICAN HOLIDAY—Mrs. Dorothy Tonserth, president, Women’s Ad- 
vertising Club of Portland, Ore., greeted Mexican musicians and 
dancers at the Jan. 28 meeting. Seven Mexican musicians and 
dancers with Daniel Du Pree of the Mexican Government Tourist 
Department are on tour of Pacific Coast advertising clubs to pub- 
licize the Advertising Assn. of the West 1960 convention in Mexico 
City June 26 to 29. Musicians and dancers shown here are Oga 
Cervantes, Moises Varges and Antonio Pontoja. 


FTC Stigmatizes Reputable Advertisers as 
‘Snatchers of Crusts from Orphans’: Weil 


New YorK, Feb. 2—Gilbert A. 
Weil, counsel to Assn. of National 
Advertisers, today told the special 
ANA conference: 

“The record bears out that we 
have done a most respectable job 
of keeping our own houses in good 
legal order. 

“For an entire month at the end 
of last year, the Federal Trade 
Commission monitored radio and 
television commercials on a 24 
hour a day basis. Anyone who 


|knows the FTC will know that it 
being bound by the committee’s 


approached that assignment vigor- 
ously and competently. 

“Yet it does not appear that the 
commission’s intensive and micro- 
scopic scrutiny has uncovered a 
great deal of malfeasance, judging 
from how little corrective action 
has been initiated in comparison 
with the great bulk of advertising 
which was reviewed. Even the 
relatively few advertising practices 
the commission itself has seen fit 
to question as the result of its 
search, would not, I believe, strike 
one who views them with a fair 
sense of perspective, as being par- 
ticularly horrendous. 


s “And, don’t forget, so far all the 
publicity has been over the accusa- 
tions. We haven’t heard the 
other side of the stories yet. Even 
those complaints the commission 
has issued do not question the 
basic merits of the products in- 
volved, or deny their true ability to 
live up to the advertising claims 
made for them. Rather the con- 
troversies focus upon narrower 
questions as to the fairness or lack 
of it involved in certain dramatic, 
illustrative and production tech- 
niques for the video screen. Many 
of these complaints may be more 
quibble than substance. 

“The lighter lights and the 
darker darks at each end of the 
spectrum have been pretty well 
taken care of by now to the point 
where for the past several years 
national advertisers and the FTC 
have come into conflict with each 
other essentially only in the more 
subtle grey areas in the middle of 
the scale. 

“There the controversies tend to 
center upon delicate nuances and 
finely drawn technicalities, and 
since the advertisers who are in- 
volved feel certain that they have 
acted with moral righteousness, 
the emotional tempest often tends 
to rage in factual teapots. 


s “Our violations, if they exist at 
all, are at most the hyper-technical 
legalism, and no basic or moral 
fraud is involved; it seems unduly 
harsh for essentially honorable and 
reputable companies to be branded 
in the public press as though they 
would gleefully snatch crusts from 


orphans and pennies from widows. 

“T think that’s the nub of most 
of our dissatisfaction with the 
government’s press releases. It 
simply does not seem that the 
caliber of the activities that give 
rise to some government com- 
plaints against national advertisers 
these days warrants the handling 
of press release and press confer- 
ence techniques, in which many 
governmental agencies and even 
members of Congress have become 
so professionally adept, and which 
leave the advertiser damned in the 
public eye even after the complaint 
against him ultimately turns out 
to have been either totally unwar- 
ranted or picayune. 

“Self regulation is indeed a pro- 
gram which merits consideration 
by more than just the advertiser.” 


W.F. Young Broadens 
Absor’Breath Tests; 
Sets Newspapers 


SPRINGFIELD, Mass., Feb. 3— 
“Carry a clean breath with you” 
is the basic advertising theme be- 
hind the test marketing of Absor’- 
Breath, a pre-measured mouth- 
wash in individual cups (AA, Feb. 
1). 

W. F. Young Inc., maker of Ab- 
sorbine, launched the product in 
Syracuse in December and in Oma- 
ha and Columbus last month, using 
the above theme and a punch line: 
“No once-a-day method gives all- 
day protection.” 

Advertising has been basically 
television to date, but newspaper 
pages will be used in a new market 
to be entered in the near future. 


= Winford-Wulff & Associates, 
Springfield, is the agency for Ab- 
sor’Breath. ADVERTISING AGE in- 
correctly stated in a late news 
flash last week that J. Walter 
Thompson Co. was the agency. 
JWT handles only the Absorbine 
brand. 

Absor’Breath is an antiseptic 
powder, pre-measured into indi- 
vidual 1% oz. folded paper cups. 
The consumer need add only 
water, then rinse or gargle. There 
are three cups in a portable pouch 
and four pouches—12 mouth wash- 
es—to each box, which sells for 
59¢. The product concept is basic- 
ally convenience, for use at home 
or away, eliminating unsanitary 
bathroom glasses, + 


Harrington Names Rashbaum 
Maurice Rashbaum Jr. has been 
promoted from sales executive to 
the new post of vp in charge of 
research and promotion at Har- 
rington, Righter & Parsons, New 
York, tv station representative. 
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The Advertising Market Place : 


Advertising Age, February 8, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—-two) 30 letters and spaces per line; upper & lower case 40 per line. 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 


Coast Representative (Classified only) : 


Classified Departments, Inc., 4041 Marlton 


Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1959 47 344 


_HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


ARTIST 
Layout and finished-figure artist needed. 
More interested in finished work than 
layout. Must be experienced. Salary 
open. Contact and/or send resume to 
W. B. Houck, Houck and Company, Inc., 
Advertising, Roanoke, Virginia. 
WE Ww « A TOPNOTCH 
Se N1OR WRITER 
One ¥ iption and spark to take 
on overall creative responsibility on ma- 
jor consumer, industrial and farm ac- 
counts Position offers challenge, 
tunity and growth potential in a 
10 million dollar agency located in down- 
state Illinois. Must be idea man. Salary 
commensurate with ability. Excellent 
profit sharing and insurance plans. You'll 
live 10 minutes from work in a pleasant 
community. Send complete resume to 
A. J. Bergsaker, Director Creative Per- 
sonnel, The Biddle Company, 108 East 
Market Street, Bloomington, Hlinois. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
49 E. Ohio St., Chicago, SU 7-2255 
Advertising Agency wants alert, attrac- 
tive young girl with Media experience 
as secretary to president. Salary open. 
Phone Ar-6-5600 (Chgo.) Miss O'Kelly, 
for appointment. 
COPY DIRECTOR 
Fast growing Louisville agency has op- 
portunity for experienced man or woman 
creative copy director. Financially sound 
agency staffed with twenty-two people; 
two million billing.. Accounts—food and 
diversified. Reply in confidence with 
samples. Salary range—$7,500 to $10,000. 
Box 3367, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Account executive—Key position being 
readied for young man with strong 
creative drive, planning and marketing 
ability. Small established Richmond, Va. 
agency. Sizable challenge; bigger future. 
Send resume, photo if possible. Salary 
open, plus bonus arrangement. Staff 
aware of this ad. Write 
Box 3368, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING SALESMAN WANTED: 
Young single Advertising Salesman. Free 
to travel midwest territory for long es- 
tablished, high prestige publisher. Prefer 
advertising or sales experience. Com- 
mission and all travel expenses. 
Write to: Payson H. Ryan. Ingalls Bldg., 
6 E. 4th St., Cincinnati 2, Oh 


ACCOUNT EXEC FOR 

80. FLORIDA AGENCY 

The man we are looking for CAN do 
everything, although primary responsi- 
bilities will be account service and new 
business. Bringing billing with you not 
important, proven ability is. You're 35-45 
years old, employed, anxious to be sub- 
stantial owner of thriving agency. The 
right man will have that chance here. 
We're in Miami area, but NOT on the 
hotel-resort merry-go-round. Reasonable 
time to join us, of course 

Box 3369, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION & ADV. PRODUCTION 
Responsible position on rapidly growing 
trade publ. in Evanston, Ill. Exceptional 
oppty. in newly created job. Complete 
supervision of record system, reporting 
directly to top mgt. College tng. and exp. 
desirable. Salary open. No relocation con- 
sidered. Mr. Uchitelle,, 
Times, BR 3-2787. 


MOLENE PERSONNEL SERVICE 


Supply House 


publicity editors 
AGAVE. MAMAB|]TS  .......cccrseeceeeeesees copywriters 
artists ... media production ... sales 


“All is grist which comes to our mill” 
ANdover 3-4424, 105 W. Adams St. Chgo 3 


TO A YOUNG MAN WHO WRITES 
CRISP, SPARKLING SELLING COPY 
If you are a young fellow who likes to 
write crisp, sparkling copy that sells 
ard ...and has proved he can do it 

. and is looking for the big opportuni- 
ty ... there’s an opportunity in a 4-A 
agency to tackle complete campaigns 
from the national and trade advertise- 
ments to the promotion programs that 
sell the salesmen and trade. Write en- 
closing 2 or 3 typical 1 oe and basic 
facts about yourself . 
Box 3370, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, MIlinois 
COMMERCIAL ART SALESMA 
to sell complete collateral Advg package 
from idea to printing for firm that has 
all the facilities & know-how MI 2-6402 
(Chgo) 
LIKEN EMPLOYMENT SERVICE 
Specialized & confidential Placement 


of 
Advertising, PR & Marketing Personnel 
Trainee to Executive Level 
EXpress 1-1866 Keenan Bldg Pgh. 22, Pa. 
SUBSCRIPTION PROMOTION 
ASSISTANT 
An old, established magazine publishing 


COPY WRITER—TOP TaGHT 
Dynamic women’s specialty store with 
headquarters in Chicago seeks a top 
flight copywriter and divisional ad man- 
ager. The gal we want has a feeling for 
words, a flair for showmanship and must 
respond to and be stimulated by the 
drama and excitement of a fast-paced 
retail operation. Salary commensurate 
with ability. Send complete resume of 
background which must include retail 
fashion or agency experience; also salary 
desired. Reply in confidence. Our organi- 
zation knows of this ad. 

Box 3371, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED PERSON TO HANDLE 
COMPLETE ADVERTISING. STORE PRO- 
MOTIONS AND DISPLAY. ETC. FOR 
CHAIN OF SMALL DEPT- th tage be 
FICES IN ST. LOUIS. WRITE: 

CARP, 920 WASHINGTON S8T., ST. Tou: 
IS, MISSOURI. STATING FULL BACK- 
—, QUALIFICATONS, AND SAL- 
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y with quality line of magazines, 
is looking for a young man with ambi- 
tion, ideas, a talent for circulation pro- 
motion copy and some magazine sub- 
scription experience. Position offers good 
training, excellent chance for advance- 
ment, salary commensurate with ability 
and a real challenge to the creative 
mind. Sell yourself by direct mail when 
applying to 
Box 3372, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


The Midwest's 
outstanding placement 
service for Adv. * Art & 
allied fields. 
By appointment ont 
59 E. MADISON + SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 oa 
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Do you need a man to direct Advertising, 
sales promotion and marketing activities 
for food, bev., biscuits, candy, office 
equip. & supplies? 13 yrs. exp. for major 
firms. Consumer & trade ads, P-O-P, 
nat’l plans & campaigns. Broker & Re- 
tail distr. Budgets-Forecasts-New Prod- 
ucts. Art, copy, Lapentt, production. 
Young, married. $9-10M 

Box 3373, ADVERTISING AG 
200 E. Illinois St., Chicago 11, 


ADVERTISING TRAINEE 

College graduate, 26, married, some ex- 
perience in advertising, sales promo- 
tion, desires trainee job in advertising. 
Willing to start at “bottom of the ladder” 
for job with a future. Will relocate. 

Box 3374, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

FARM AD MAN 

If you're looking for a man with agency 
management, acc’t executive and copy 
experience who knows feed lot farming, 
write: 

Box 3375, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, [Illinois 
Twenty years experience in writing, 
selling, sales promotion, marketing, mer- 
chandising. Seeking position at market- 
ing and/or sales management level 


E 
Illinois 


where above background and experience $ 


can be fully utilized. Would like oppor- 
tunity for interview and submission of 
complete resume 
Box 3376, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS—PUBLICITY 
Young man (29) M.S. Public Relations— 
Advertising, seeks challenging position. 
Employed by small division of major 
electronics firm. P/R, publicity, house 
organ, employee services. Versatile. 
Box 3377, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CHEMICAL ADVERTISING EXECUTIVE 
Fifteen years highly productive chemical 
marketing experience, advertising, sales 
promotion, including field sales, district 
sales management, marketing research. 
Formulated policy, objectives, planned, 
executed national advertising, sales pro- 
motional programs, handled public rela- 
tions, publicity, exhibits, agency rela- 
tions, managed staff, budgets. B.Ch.E. 
Age 37. Married. 
Box 3378, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
RESEARCH DIRECTOR 
EXPERIENCED FIELD DIRECTOR 
Seeks spot with N.Y. agcy. Will consider 
top-notch design or analyst position. 
Available now. 
Box 3379, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Commercial Production Supervisor ex- 
perienced in producing live, film & tape 
commercials for national advertiser de- 
sires position with progressive agency. 
Seek challenge and opportunity with 
responsibility in agency production. Ex- 
cellent references. — College graduate. 
R upon req . 
Box 3380, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Ass’t Acc’t Executive or Adv. Mgr. 
Almost there. Account & creative b/g 
3381, ADVERTISING AGE 
Illinois St., Chicago 11, Illinoi 
ART DIRECTOR 
‘just satel 9 & ‘just right’ price 
Box , ADVERTISING AGE 
200 E. Titinols St., Chicago 11, Illinois 


Box 
200 E. 


DO YOU CONTROL BILLING 
AND WANT TO SHARE IN THE 
GROWTH OF A NEW AGENCY?... 


We are in the process of forming a new Chicago agency of aggressive, top 
talent people. Excellent capital with complete marketing and creative services 
will enable us to offer clients the best in advertising immediately. 

If you are a man or a small agency that controls billing and would like to share 
in the physical and financial growth we would like to talk to you. Contracts will 
be negotiated with those selected. We are only interested in men who are 
looking for growth—hard work—additional income. All inquiries and negoti- 
ations held in strictest confidence. Write complete details to Box 935, Adver- 
tising Age, 200 East Illinois Street, Chicago 11, Illinois. 


BOOK-KEEPER—FREE-LANCE 
Full charge including tax reports, P&L, 
Full charge including tax reports, P&L. 
Wide media and production knowledge 
from long agency experience. Excellet ref- 
erences. Prefer only 2 or 3 days per week. 
Mrs. A. E. Kendall—664 N. Dearborn— 
Chicago 

WHITEHALL 4-5644 


CREATIVE COPYWRITER 
References and experience. Planning, 
writing, production follow-thru, all 
media. Relocated NYC, ready to work 
Write 
Box 3383, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
THE RACE IS TO THE SWIFT: Young 
(25), experienced copywriter in rush to 
escape cozy but stultifying cul-de-sac. 
Bright, sometimes startling, always pro- 
fessional copy. Prefer, N.J., N.Y., or N. 
Engl. Med or large agency or mfg. 
Box 3359, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CREATIVE INDUSTRIAL COPYWRITER 
Genuine talent for fresh, effective copy. 
Metro N.Y. agency exp, diversified accts., 
own agency 6 years. Excellent on elec- 
tronics, tech. subjects & engineering 
cempqemnen. Commute Princeton, N. J., 
Box 3384, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADVERTISING DESIGNER SEEKS 
FREE-LANCE ACCOUNT EXPERIENCED 
in retail and consumer products. Will 
design to sell. 
Box 3385, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
Copywriter—Imaginative and Versatile 
This writer offers your Ad Agency a 
total of six years of merchandise-moving 
copy developed in consumer print, TV, 
sales promotion (all phases; retail, in- 
dustrial). 
Box 3386, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
SEND TODAY FOR FREE RESUME 
of hot shot Sales Promotion Mgr. with 
8 yrs. exp. Real “Sales-Getter’’ with good 
company spirit. Heavy Direct Mail back- 
ground. Interest: Chicago Retail or mfg. 
or small company ad mgr. Single, female, 
33, college grad. 
Box 3387, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES WANTED 
PUBLISHER'S REPRESENTATIVE 
REPRESENTATIVE FOR SIXTY YEAR 

OLD CONSUMER MAGAZINE. 
DETROIT, TOLEDO AND EASTERN 
MICH. DETROIT RESIDENCE AND PRE- 
VIOUS SPACE SALES gS eee Es- 
SENTIAL. SALARY, NUS AND 
EXPENSES. SEND RES UME, 

Box 3362, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVES AVAILABLE 
PUBLISHERS! 


Rep available immediately for 8 Mid- 
west states. Trade or consumer publica- 


tions. 
Box 3388, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CONQUERING SPACE 
in our language, is still synonymous 
with the old-fashioned, $producing kind 
presently sold by our progressive orga- 
nization to over 400 active, diversified 
accounts. Additional Eastern Seaboard 
representations of trade or financial 
magazines and directories invited on a 
strict commission basis. 
Box 3389, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


BUSINESS OPPORTUNITIES 


Copy Preparation Shop—established 20 
yrs. Rated Al—Top Accounts—Highly 
Skilled Personnel—$100,000 plus annual- 
ly—exceptional opportunity—Chicago 
Loop. Lliness forces sale. 

The Typecrafters—22 W. Madison St. 
Chicago 2, Illinois—CEntral 6-8053 


PARTNER 
Well known diversified POP display firm, 
seeks experienced creative salesman or 
broker, with top flight contacts. Oppor- 
tunity to share interest with sole owner. 
Box 3233, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


HARDWARE PUBLICATION 
Established national trade journal. Apply 
for quick sale. 

Box 3390, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

PUBLISHING COMPANY 

Two well established trade publications 
grossing $250,000—netting well over $50,- 
— Owner wishes to retire. Principals 
only. 

Box 3391, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


ACCOUNT EXECUTIVE 


To join young, enterprising ad 
agency concentrating on fashion 
and home furnishings clients. 
Must have at least 5 years ex- 
perience as AE— possess real 
marketing and merchandising 
skill. Give full details previous 
agencies, clients, schooling, age, 
salary range. Rare opportunity 
for right man. Immediate open- 
ing N.Y. area residence only 
apply. Write to Box 891, Ad- 
vertising Age, 630 Third Ave- 
nue, New York 17, N. Y. 


OPPORTUNITY IN 
OUTDOOR ADVERTISING 


Current expansion in the nation’s 
fastest growing outdoor advertising 
company has created excellent op- 
portunities for salesmen in 
Naegele Markets. 

Knowledge of the medium and an 
ability to put it to work in behalf 
of our clients essential. 

Younger men with management po- 
tential preferred. 

Send confidential inquiry to Charles 
B. Burkhart, President, Naegele 
Advertising Companies, Inc., 4550 
West Wisconsin Avenue, Milwaukee 
1, Wisconsin. 


ARE YOU THE YOUNG BLOOD 
OUR COPY DEPT. NEEDS? 


We need a woman—or a man—with enough experience to know 
how hard it is to write good copy. We’re looking for a writer willing 
—and able—to turn out anything from an off-beat radio spot to a 
straight-down-the-line trade mailer. We'll hire someone who’s still 
a year or so away from a 5-figure salary, but who has enough talent 
and drive to make it to the top—as a writer. 

The job we have is writing radio-TV-print for food and package 
goods—for the kind of clients you expect to find in a 4-A medium- 
sized agency (Chicago). Send complete resume, please, to Box 927, 
Advertising Age, 200 E. Illinois St., Chicago 11. 


posals and reports. 


organization. 


MARKETING RESEARCH MANAGER 


A challenging position for man with proven record of suc- 
cessful accomplishment in food field. 

Will work under Marketing Director with responsibility for 
gathering and evaluating all types of marketing information at 
both consumer and trade levels. Must be perceptive and an- 
alytical with experience in preparation of market research pro- 


Preferred experience background would be with Food or 
Grocery manufacturer, research department of advertisi 
agency handling food accounts, or recognized market rese 


Prefer college graduate with Marketing degree. Cleveland 
location. Send complete resume of qualifications and salary 


am thahnasw Pasa 


—_mmathbnmnsaesZsnunp2z >< O ad 


requirement. Replies confidential. 


DURKEE FAMOUS FOODS 
DIVISION OF THE GLIDDEN COMPANY 
Attn: R. G. McKay, 900 Union Commerce Bidg., 
Cleveland 14, Ohio. 
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Advertising Age, February 8, 1960 


ATTENTION ADVERTISING AGENCIES 


If you place international advertising, or otherwise need 
the services of a translator, I can provide expert French 
translations for you, with native fluency. 


Please contact: 


Jeanne de La Barthe 


6165 North Winthrop 


Chicago 


SH 3-8900 


2-MAN TV TASK FORCE 


Able writer-planner and inventive pro- 
ducer, rated tops at giant agency, Mid- 
west office. Now want Los Angeles agency. 
Outstanding with VTR commercials, re- 
gional clients, regional budgets. Quick- 
result professionals; best TV talent you 
can buy. 


Box 932, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WE WILL SUPPLY CAPITAL 
We are interested in investing in small 
an di size 4 with growth 
potential on a non-participating basis. 
ee 


If you are an account man and wish to 

open your own agency we will supply the 

capital on a non-participating basis. 
A te 


We are interested only in agencies ope- 
rating in the South-east. We are inte- 
rested only in agencies who primarily 
handle industrial accounts. 

oo 


This arrangement will be mutually pro- 
fitable to both parties. 
itil diie aati 


If you are interested reply to the box 
number listed below. We will contact you 
with details. 


Box 919, ADVERTISING AGE 


200 E. ILLINOIS 8T., CHICAGO 11, IL- 
LINOIS 


DON HARRIS NEEDS: 

ASST. ADV. & SLS. PROM. MGR., 
big food co. Marketing-minded. 

SR. SLS. PROM. WRITER, heavy 
appliances. 

MEDIA DIRECTOR, regional heada. 
big-name agency. Print & broad- 
cast. Effective with clients. 

MKTG. & SALES RESEARCH EXEC., 
big consumer durables co., with 
mktg. ambitions. 12-13M 


MONARCH PERSONNEL 
DON HARRIS, Director 
Advertising and Marketing 
Division 
28 E. Jackson Bivd., Chicago 
WAbash 2-9400 


BEAUTIFUL 124 ACRES Hilltop Estate over- 
looking unsurpassed Valley view and adjoin- 
ing Golf Course and Country Club. 4,000 
5q. ft. designed for genteel family living. 4 
bedrooms, 244 baths, large liv. rm 


» Spacious 
lanai, expansive mahogany and marble den. 
3 car garage with maid or hobby room. Lux- 
urious practical furnishings. Family orchard 
and space for horses. Unusual buy, t 
mortgage of $40,000 available. Twenty min- 
utes from civic center. Physician owner, 
ED 2-4953. 2832 Larkhill Drive, West 
Covina, 


California. 


ADVERTISING SALES MGR. 

to $15,000+ 
Old-Line Publisher of consumer 
magazines seeks man capable of 
supervising limited national sales 
force and small clerical staff. Should 
have strong exposure to advertisers 
and agencies. Must possess B/G in 
space sales supervision. Can head- 
quarter in East or Midwest. Age to 
55. Splendid growth opportunity. 
For confidential representation, con- 


tact: 

GEORGE E. PYLKAS 
Manager—Advertising Division 
CADILLAC ASSOCIATES, INC. 

29 E. Madison Bidg., Chicago 2, Illinois 
Financial 6-9400 


GOOD INVESTMENT FOR 


AGENCY OR MANUFACTURER 
Presently vp. adv-mktg. for small food 
prod. mfg. Would like to take this expe- 
rience (plus chain and wholesale sales) 
back to agency field. This, coupled to 
bedrock background in mail order, plus 
4A agency experience on variety of con- 
sumer goods accounts as writer, researcher, 
acct. exec., could really pay off for agency 
in acct. exec. or supr. spot. In 30's mar- 
ried, currently 20m range. Stay Chicago 
or go L.A. or S.F. Box 928, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 
11, Tilinois. . 


Better Jobs and Lower Fees 


CREATIVE COPY DIR. consumer 20-30M 
V.P. MARKETING consumer 25-35M+ 
AD. DIR. food-agency & co. 20M 
MARKET DIR. packaging mfgr. to 25M 
A. E. know grocery field 10-15M 
SALES PROM. hard goods 10-12M 
AD. MGR. dept. stores 9-15M 
MEDIA MGR. heavy T.V. exp. 10-12M 


MARKET RESEARCH Ph.D. Statistics 9-10M 


AD. DIR. consumer hard goods 12-15M 
A. E. heavy copy b/g - 10-12M 
COPY SUPERVISOR hard lines 7-8M 
COPY WRITERS (2) female-T.V. 9-15M 
P.R. MGR. industrial agency 8-9M 


Send 2 complete resumes to us 
for confidential handling 


WALKER 
83 So. 7th St., Minneapolis 2, Minn. 


EXPERIENCED NEWSPAPER 
PRESENTATION WRITER 


A responsible opening has been created 
for an experienced advertising presenta- 
tion writer in the promotion, public re- 
lations and research department of this 
major (500,000 circ.), Mid West area 
newspaper—leader in strongly competitive 
market. Requirements include absolute 
professional pet and personal sta- 
bility; broad educational background; 
ability to translate market data into in- 
telligent, creative sales presentations; 
Knowledge of production requirements for 
chart and slide film; brochures and fold- 
ers. This is an important gtaff position 
with definite administrative potential. 
Salary is open. Include personal data pro- 
fessional experience and present salary 
in letter to: 
Box 911, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


CREATIVE DIRECTOR 


Preferably someone with experience 
in fashion and/or home furnishings. 
Must be gifted with extensive, sen- 
sitive vocabulary. Must be able to 
doodle alone or with Art Director, 
create imaginative off-beat ads in 
which graphic art and copy are 
closely fused. In short, an idea per- 
son who wants to join a lively young 
agency that’s: going places. This is 
no post for an eager-eyed tyro. We 
want to see a portfolio of work re- 
—s a trained, seasoned mind 
with lots of know-how and flair. 
For the right person, this is a gen- 
uine opportunity to demonstrate tal- 
ent. Immediate opening N.Y. area 
residence only gy yd Box 890, 
Advertising Age, Third Ave., 
New York 17, N. Y¥. 


ADV.—SALES PROMOTION 
INDUSTRIAL POWER TOOLS 


Asst. to Sales Prom. Mgr. of prog- 
ressive Chicago mfr. on N.W. side. 
College deg., completion of mili- 
tary experience reqd. Exp. in 
planning, writing and printing 
production of catalogs, direct 
mail, publicity, displays, etc., 
work with ad agency on trade ads 
and publicity. Age 24-30. Send 
resume with age, education, job- 
salary history—incl. detail of re- 
sponsibilities and job objectives. 
Box 936, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING AGENCY 
ACCOUNT EXECUTIVE 
—(INDUSTRIAL) 


The man we are seeking is a seasoned, 
mature, poised individual, age 30 to 45 
or possibly older, capable of servicing im- 
portant accounts above a mediocre rou- 
tine level. 

Mechanical aptitude, diversified experience 
and knowledge of industrial and construc- 
tion markets preferable to highly tech- 
nical specialization in a narrow field. A 
capable creative man in his own right, 
he must know how to use staff support 
in this and other phases of a well- 
equipped modern agency operation. This 
is a job with a future for a man with a 
future. Location: Midwestern advertising 
center (not Chicago). 

Write fully, telling us why you are the 
man we should interview. Replies will be 
treated in strict confidence. Our own peo- 
ple know of this advertisement. Write Box 
934, ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illincis. 


LEAP YEAR SPECIALS! 
ACCOUNT EXECUTIVE 
Strong B/G in light & heav 
trial products & capital goods. 
be effective oon writer in print. 
MARKETING MANAGER ...... to $10,000 
Versatile B/G in consumer goods & 
light industrials. Should be versa- 
tile in print & broadcast media. 
T/V—RADIO WRITER to $11,000 
Versatile in live & filmed spots plus 
radio. Midwest Agency. 
GPE’ o, vay ceed because 0 
Print & broadcast. B/G in food or 
related grocery items. West Coast 


Agency. 
MERCHANDISING DIRECTOR ...to $25,000 
Top-drawer B/G in Food or related 


consumer products. 4-A Midwest 
ony, 

SPACE SALES & EDITORIAL TRAINEES 
noi) aeweeh cad ass caooe $400-$700 mo. 


Degree or some college necessary. 
For these and other “Leap Year 
Specials’, contact me in confidence. 
GEORGE E. PYLKAS 
Manager—Advertising Division 
CADILLAC ASSOCIATES, INC. 
29 East Madison Building 
Chicago 2, Illinois 
Financial 6-9400 


“ 


wks SP 


“Genius is an infinite capacity for taking pains’ 
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SHELL SERIES—This color page in 
February issues of five magazines 
is the first in an institutional cam- 
paign for Shell Oil Co. Each ad 
will feature works of art based on 
the scallop shell which serves as 
Shell’s trademark. Kenyon & Eck- 
hardt, New York, is the agency. 


Benjamin Eshleman, 
Veteran Philadelphia 
Adman, Dies at 75 


VILLANOVA, Pa., Feb. 2—Benja- 
min Eshleman, 75, vp of Doremus- 
Eshleman Co., Philadelphia, died 
Jan. 28 of a heart ailment at his 
home here. 

Born in Lancaster, Pa., Mr. Esh- 
leman was graduated from Haver- 
ford College in 1905 and joined the 
sales department of Smith, Kline 
& French Laboratories, Philadel- 
phia. During World War I he 
served in the Army quartermaster 
corps. 

Later he was on the Philadelphia 
sales staff of General Outdoor Ad- 
vertising Co. for a number of years. 
In 1930 he organized his own agen- 
cy, Benjamin Eshleman Co., and 
served as its president until it was 


NATIONAL SPORTS 
MAGAZINE 

Exclusive in its field with solid 
future. Need additional Capital for 
coming season. Will consider offers 
of sale. 

PER-ZELL, INC. 

P.0. #947, Sherman Oaks, California 
PO. 2-3004 Phone 


Our 49th Year 


MKTG. SERVICES DIR. $12,000 
TV-RADIO WRITER. 10,000 
TIME-BUYER—Radio-TV. $12,000 
ALL MEDIA-BUYER. $10,000 
SALES PROM. WRITER, elec- 

trical appliances. $12,500 
YOUNG COPYWRITER, man or 

woman, consumer-indus. copy. $7,000 
MANAGER, copy, print, art 

and TV production. $25,000 
MEDIA-woman typist. $4 


50 
GLADER CORPORATION 


110 8S. Dearborn, CE 6-5353 


PUBLICITY may sell products... 
...we aim to do 
MUCH MORE 


Public Relations can raise stock prices, 
mold opinions, set trends, and—yes—in- 
crease sales. If you are a company (or 
an agency handling 4 client) with a PR 
problem, contact us. The unusual—cul- 
tural, sports, scientific interests—also in- 
vited. Efficient PR agency working with 
you can offer more than extra persons on 
your payroll. Complete programs or specif- 
ic projects. Box 937, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 
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|merged in 1953 with the Philadel- l with the New York World-Tele- 


phia office of Doremus & Co., New | gram & Sun and the Daily Mirror. 
York. 


Mr. Eshleman was active in Re- 
publican politics in Philadelphia 
for many years. His nephew, 
Frank, is a vp and account execu- 
tive of the agency. 


ROY C. PARRISH 


Decatur, ILL., Feb. 3—Roy C. 
Parrish, 75, a newspaper advertis- 
ing man for 55 years, died here 
Feb. 2 in Decatur-Macon County 
Hospital. Mr. Parrish was part 
owner and manager of advertising 
of the Decatur Herald from 1901 to 
1930. From 1930 to 1956 he worked 
in the advertising department of 
the Illinois State Journal, at 
Springfield. 


CHARLES A. NOTZ 

CrYsTAL LAKE, ItL., Feb. 3— 
Charles A. Notz Sr., 53, died Jan. 9 
|in St. Joseph’s Hospital, Elgin, I1l., 
|after a long illness. He owned the 
Ace Showcard & Display Studio 
| here for 15 years before selling. it 
|in 1953 because of ill health. 

Before purchasing Ace, Mr. Notz 
worked for the company from 1927 
|as a lettering artist. His son, 
|Charles A. Notz Jr., operates Notz 
|& Associates, his own advertising 
| agency here. 


Hardy to Meldrum & Fewsmith 

Bruce Hardy, formerly media di- 
rector of McCann-Erickson, Cleve- 
land, has joined Meldrum & Few- 
|smith, Cleveland, as associate art 
director. He succeeds Arthur E. 
Earley, who has moved up to di- 
rector of the marketing services 
MICHAEL FRONTCZAK group (AA, Feb. 1). 

BRONXVILLE, N. Y., Feb. 3—Mi- 
chael J. Frontezak, 50, a mem- 
ber of the retail advertising de- 
partment of the New York Herald 
Tribune since 1958, died Jan. 25 
at Lawrence Hospital. He was a/|Rockefeller Center, where it will 
graduate of the University of Notre | occupy the entire 11th floor of the 
Dame and served in the Air Force | building. The move will put all of 
in World War II. Before joining| Ayer’s New York operation under 
the Herald Tribune, he had been| one roof. 


Ayer Moves N. Y. Office 

The New York office of N.W. 
Ayer & Son has been moved to 
1271 Ave. of the Americas in 


BIG RESULTS 


from small ads 
in the classified section 


Your low-cost message in The Advertising Market 
Place gets exceptional results because it hits over 
177,000 top marketing men who are in the mood to 
hire, buy and sell. Gamble a few dollars with the 
coupon below, and stand by for fast action! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday, 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column 
inch, and card discounts, size, and frequency apply. 


PRODUCT MERCHANDISING 
ASSISTANT 


Here’s an opportunity for a man 
with creative ability and imagina- 
tion to handle aftermarket product 
line promotion for a large automo- 
tive parts manufacturer. Duties in- 
volve creation of printed material, 
catalogs, direct mail programs, 
dealer sales aids, meeting scripts, 
etc., for rapidly expanding line. Age 
25-35 with 3-5 years’ experience 
promoting’ products sold through 
specialized distributors and jobbers. 
Location 100 miles radius of Chi- 
cago. Send resume in confidence 
with salary requirements. 
Box 933, ADVERTISING AGE 

200 E. Hlinois St., Chicago 11, Hl. 


| am enclosing $ 


1___State 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. IIlinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif. 


ee = 
: | es i 
i ay 
| . = eee 
i Wile ¥ = ees 
| beng if ae nae 
mie ee Saal ‘ ae 
, Bee aad Be 3 oe ug 
ae ee Rey ie 
Be so 
i - Sor pms ay my rahe ITE ESE TO 7 Br oo! 
| Ane a ies sate tng vile uamaten aay ap eae J 
ee 
| a 
a ae 
| | Os —“7/ eee anaemia tree ‘ 
| | nnn re 
| ee inte de 
| ee 
| aah i | 
| | 
: a 
| | SEER 
| ae i ee a By _— 
| sh ceaenenenEnnRATAaRRERRERNRGRAECa:-~ ;-< MURR ARRRRNAR Ene RCT Pi 2 ti YE: Beco 
| | | I ssi 
| ee | ren 
| | Raabe r penn DT FAST 
| | | ose Aen 
a 
| Bey” hi 
| | | 
| | | 


96 


BE SURE YOU'VE 
COMPLETED THE PICTURE 
IN MEMPHIS! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Ever try to fit together the pieces of 


find 


a tricky jigsaw puzzle—only to 


there’s a piece missing? Think of the 


Memphis Market as a jigsaw puzzle 


. . and just think what would be 
lacking in sales if you were missing 


40% of this big market! 


That's just what’s happening to you 


in Memphis—if you’re not on WDIA! 


Because here in America’s 10th largest 
wholesale market, Negroes make up 
over 40% of the population! And... 


only WDIA sells the Negro buyer! 


That's og a matter what your 

udget for the Memphis 
no matter what other 
.. a big part of 
every advertising dollar must go to 


advertising 
Market 
media you're using . 


WDIA! Otherwise, you’re missing 40% 


of the market—40% of your potential 


sales! 


WDIA Is An Advertising Force! 


How can WDIA command such sales 
There are 
WDIA-Memphis was 
the first radio station in the country to | 

Negroes. 
50,000 watt 
50,000 watt 


responsive listenership? 
many reasons! 


rogram exclusively to 
DIA is America’s onl 
Negro Radio Sition—~aale 
station in the Memphis area! 
above all ... WDIA 


ADVERTISING FORCE IN 
MEMPHIS MARKET! 


WDIA's 


loyal listenership—throug 


civic leadership. 


Big Market—Big Buying Income! 


And WDIA's powerful salesmanshi 
adds up to big sales for you! WD 
reaches 1,528,364 Negroes. 
market of its kind in the entire coun- 
try! They have added up earnings of 
$1,018,000.00 per year. And they spend 
an average of 80% of this big income 
on consumer goods! 


What’s more, when the Memphis Ne- 
gro buys, he buys in quantity! Check 
the list of food and drug commodity 
sales . . . you'll find impressive per- 
centages all down the line! Negroes 
buy 38% of all the fruit juices sold in 
Memphis . . . 44.4% of the mayonnaise 
... 51.5% of the toilet soap . . . 54.2% 
of the shortening . . . 47.8% of the 
sugar . . . 42% of the toothpaste. 


This is a market you can’t afford to 
miss. And these are sales you can 
make pone with WDIA! Negro news- 
paper and magazine readership is low 
in Memphis. Television ownership is 
low. And you don’t reach the Memphis 
Negro with any other radio station 
because—as we've already established 
—he listens first and foremost to 
WDIA! 


No wonder WDIA consistently car- 

ries more national advertisers than 
any other radio station in Memphis! 
To name just a few: 
NABISCO ... WONDER BREAD ... 
PROCTER & GAMBLE .. . BORDEN 
INSTANT COFFEE. . . CAMEL CIG- 
ARETTES ... BRER RABBIT SYRUP 
. . . FOLGER’S COFFEE. 

It’s true—you can’t sell the Memphis 
market without WDIA! We'd like to 
show you how WDIA can complete 
your selling picture! Why not write us 
today for facts and figures! 


Top Rated by All Audience Surveys 
for Ten Years! 


WDIA is REPRESENTED 
NATIONALLY BY THE 
BOLLING COMPANY 
EGMONT SONDERLING, 
President 


ARCHIE S. GRINALDS, JR. 
Sales Manager 


S MORE THAN 
JUST A RADIO STATION—IT’S AN 


all-Negro entertainment 
staff commands the Memphis Negro’s 
a unique 
triple-threat combination of powerful | 
personal appeal, hard-hitting sales- | 
ip and exclusive Negro pro- 
amming. What’s more, WDIA has 
ome an integral part of its listen- 
ers’ daily lives, by active service and 


e biggest 


Don Frost’s remarks this week to 
the special membership meeting of 
the Assn. of National Advertisers 
form part of a news story that 
starts on Page 2 of this week’s is- 
sue. 

But because of the importance 
of what Mr. Frost had to say, Ap- 
VERTISING AGE presents below vir- 
tually the full text of his statement: 


Advertising has done, and is doing, an 
outstanding job of communicating the 
story of American business and Ameri- 
can products to the American public. 
Ours would not be the consumption 
economy that it is—we would not have 
a gross national product of one-half 
trillion dollars on the immediate horizon 
—if the goods and services of industry 
were not being promoted extensively 
and effectively. 

And just as advertising is doing an 
outstanding job, I am sure that by far 
the vast majority of national advertis- 
ing today in all media is honest, is not 
deceitful or misleading, is not misrepre- 
sentation. With this I believe Chairman 
K'ntner will agree. 

And I am equally sure that the vast 
majority of advertising men and women 
approach their tasks with as high a sense 
of ethics, taste, morality and dedication 
to the public welfare as is true with any 
part of our business, professional or 
political community. 

Just as we are aware of our accom- 
plishments, so must we be aware of our 
shortcomings—and be prepared to take 
steps to overcome them. For it must be 
clear that there are those involved in 
various aspects of advertising whose ac- 
tions have cast discredit or disfavor on 
all advertising in the eyes of the Gov- 
errment and the public. 

With some, these actions may have 
been intentional. Others may have justi- 
| fied themselves on the basis of competi- 
tive pressures. Others may have felt 
sincerely that their actions would not 
be offensive in any way. Unfortunately, 
regardless of motive, there are those— 
and I certainly include myself in this 
group—who have been involved in deci- 
sions or recommendations for action 
which have resulted in justifiable criti- 
cism on the part of the public. 

Therefore, it would appear that if all 


| 


| 


Advertisers Have Obligation to 
Public, Other Advertisers: Frost 


advertising is not to suffer, 
called for is: 

First—an increased sense of responsi- | 
bility om the part of the individual ad- 
vertiser, and 

Secondly—a stepped-up system of self- 
regulation within the industry whereby 
advertisers will be assisted in the eval- 
uation of their activities. 

For if we do not take such action on an 
individual as well as on an industry basis, 
we are faced with the consequences in 
two important areas. 


Devaluation by Disbelief 


The first of these is in the area of 
advertising’s stature and credibility in 
the eyes of the public. Anything which 
tends to undermine this stature and 
credibility can result only in impairing | 
the effectiveness of all advertising and | 
a further de-evaluation of the advertising | 
dollar. | 

This is the problem which is of major | 
concern to our managements today. This | 
has to be our major concern as advertis- 
ing people as well. There are already 
enough factors at work along these lines 
—the pressures of inflation, increased 
competition for the attention of the} 
public, the rising costs of doing busi- | 
ness which apply the vise we know) 
so well on company profits and the 
promotional dollar. 

Is it not unwise, then, for us to con- 
tribute further to this erosion through 
any actions of our own? 

Secondly, we must realize that if we 
in advertising do not make every effort | 
to regulate ourselves we will find our- | 
selves being regulated—regulated through | 
new and more restrictive legislation on 
the part of Government... . 

Let us look at these areas in the light 
of our own individual responsibilities. 

In regard to programming, the basic 
responsibility rests—and must always 
rest—with the broadcasters. Nothing goes 
out over the air waves unless it goes 
over their systems of transmission. On 
the other hand, there are many adver- 
tisers who feel with substantial justifica- 
tion that it is important for them to have 
a voice—a participation—in the programs 
which are presented in their names. The 
extent of this participation, of course, 
varies from advertiser to advertiser— 
from program to program. 

To the limited group of advertisers 
who exercise such participation, the re- 
sponsibility is great. The air waves be- 
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long to the public. Their use is extended 
to the advertiser as a privilege rather 
than a right. It is a privilege to be 
guarded with zeal. 

The majority of national advertisers 
who have been involved with program- 
ming have made important if not vital 
contributions to the medium. In fact, 
in the brief ten years in which television 
has become a major communications 
medium, the broadcast industry and the 
advertisers have made tremendous strides 
—tremendous strides that have, general- 
ly speaking, served the best interest of 
the public. 

On the other hand, if those advertisers 
who so desire are to continue to influ- 
ence program selection and format—they 
cannot do so without primary regard for 
the public interest. And, in the long run, 
they must respect the fact that the final 
voice on program content must be that 
of the licensee—the broadcaster. 

But when we get into the area of 
television commercials and into the 
broader question of advertising’s accept- 
ability and credibility, the major re- 
sponsibility rests right in our laps. 

There are few, if any, commercials 
that have ever been aired—there are few, 
if any, advertisements that have ever 
been printed—that an advertiser has not 
previously approved. The content and 
presentation of the advertising message 
is primarily the advertiser's. responsibili- | 
ty. This, then, is the area where self- 
regulation begins as far as we are con- 
cerned. 

As I mentioned earlier, by far the 
greatest number of advertisers have ac- 
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own company. This is what I think we 
mean by self-regulation. 
Self-Regulation—Interest 


And after all, isn’t self-regulation the 
same thing as self-interest? Isn't it in 
the self-interest ot every advertiser to 
maintain the effectiveness and credibili- 
ty of his own advertising to support the 
value of his own advertising investment; 
to so regulate his own efforts that there 
is no need for new and more restrictive 
legislation? 

And isn’t it only through the example 
set by each advertiser that we are going 
to prove to the public, to the Govern- 
ment and to ourselves that we do rec- 
ognize our responsibility? 

And isn’t it more important than ever 
that we consider not only what is good 
advertising in terms of the cash register, 
but also what is good for advertising? 

And so, if we will recognize this re- 
sponsibility—and if our actions reflect 
this recognition—it is very possible that 
this period of criticism—of self-analysis— 
of “this Crisis of Confidence”’—can lead 
to a stronger, more respected, more ef- 
fective contribution on the part of ad- 
vertising to our own companies—to the 
economy as well. 

If we do not—if too many advertisers 
elect to carry on at the same old stand— 
we can only expect a further deteriora- 
tion of the value of the advertising 
investment—a further increase in Govern- 
ment pressure and control. 

Right now, we still have a choice. 

We may never have this choice again! # 


cepted and are accepting this resp i- | 
bility. You are proving by your everyday | 
actions and approach to your problems | 
that self-regulation at the individual | 
level is and can be a reality. 

The real test of self-regulation, then, 
rests with the advertisers whose actions | 
have contributed to criticism—criticism 
either because the advertising is con- 
sidered illegal or because the advertising 
is considered objectionable on other) 
than legal grounds. It is important that) 
we be aware of this distinction. 

Speaking strictly from the standpoint 
of legality, the ground rules are fairly | 
well-established. The advertiser knows 
that his advertising cannot mislead, de- | 
ceive or misrepresent in what the law- | 
yers call “the material sense.” And he | 
knows, too, that this applies to the tech- | 
niques and devices used in his adver- 
tising, as well as in the basic claims or 
promises. He is very much aware that | 
in cases of violation, he is going to be | 
in trouble with the Federal Trade Com- | 
mission. | 

The one thing he really is not certain 
of as far as the FTC is concerned is 
exactly where the line is drawn—where 
he is considered to be in violation and 
where he is not. 

Therefore, would it not be helpful 
both to the advertiser and to the FTC if, 
working together, we could develop more 
effective machinery for clarification of 
the Commission's interpretations prior 
to the issuance of a complaint, rather 


A man with big plans and talent ta 
match—can go all the way in business 
papers. This is a medium for experts 
Where the advertising professional wit 
a sure sense of his craft, and his crafts- 
manship, can make a name for himsel 
and his company—creating the kind o 
all-business advertising that sells busi- 
nessmen ... in businesspapers. 
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than after? We believe that if such were 
the case, the advertiser would be in a 
better position to evaluate and regulate 
his own efforts. 

And is it not advisable, too, for the 
advertiser in his own best interest to 
give himself some margin for errors? 
When there is a question in his mind, 


should he ride right on the lip of legali- 


say in the eyes of the public, rather 


the law? 
Questions of Taste 


But much that is considered objection- 
able and undesirable in advertising is not 
illegal—is not misleading or deceptive. 
No, it falls in that grey area involving 
such questions as bad taste, overexpo- 
sure, the b of cials, the 
way various types of products are ad- 
vertised—yes, even down to the level 
of the commercial sound track. 

Obviously, some of these objections, 
some of these criticisms, are unjustified, 
unwarranted and unrealistic. Some stem 
from the public’s inborn reluctance to be 
sold; from a lack of understanding of 
the economics of publishing or broad- 
casting or marketing; from plain, ordi- 
nary annoyance. 

But, on the other hand, there are 
criticisms being leveled at advertising 
today which we must acknowledge and 
which most of us personally feel are 
justified. 

In this area, neither the FTC, nor any 
agency of Government, has the mandate 
over what is or what is not objection- 
able—over what is and what is not in 
good taste. Here the responsibility must 
first lie with the advertiser, and it is 
here that the advertiser must exercise 
self-regulation to the greatest degree. 

In this case, self-regulation must be- 
gin with the acceptance and recognition 
of the fact that an obligation to the 
public—and to other advertisers—does 
exist. 

And if the advertiser does recognize 
this obligation—does accept this respon- 
sibility—it is then up to him to place it 
at the highest possible level in his 
evaluation of any of his actions. . . 

If he does so, I have faith that he is 
going to come up with the right answers 
on the basis of his own sound judgment, 
his own good taste, his own level of 
conscience. Above that, he will have the 
efforts of the other elements—the agen- 
cies and the media—to assist him. But it 
must begin as his responsibility—at his 


ty? Would he not be better off to ad-| 
vertise on the basis of what he pcre 


than what he could say in the eyes of | 


Advertising 
in businesspapers 
means business 
as any advertising man 

who knows his business 

will tell you—because 
men who read 
businesspapers 
mean business 


now— over 3,000,000 businessmen 
invest more than $16 million a year for 
the purpose of reading ABP papers 
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own desk with his own people with his 
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Confidence is trust. Kids have it instinctively. LIFE readers have it by habit. 
This week, and every week, they’re: 

Confident of getting the big news of today—10 pages of words-and-pictures 
inform them swiftly, fully on De Gaulle’s grave crisis in Algeria. 

Confident of being prepared for the big news of tomorrow—the close-up 
look at the last of the big-city bosses, Chicago’s Mayor Daley, a decisive man 
at next July’s Democratic convention. 

And this confidence in LIFE extends from the editorial to the advertising 
pages and the hundreds of goods and services American business displays 


there week after week because CONFIDENCE 
IS A FACT OF 
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